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DESTINATION WEDDINGS IN THE MEDITERRANEAN
(Development, Trends, Marketing)

Nikolina Durinec

European Master in Tourism Management

nikolina.durinec@gmail.com

Abstract

/ What are destination weddings? Destination weddings in tourism industry are often placed ur:h
the term wedding tourism, which refers to international trips that are taken by tourists to either get
married or celebrate their wedding (TII, 2009).In United States, one in ten weddings is a destination
wedding, which is a massive increase over the last decade (BRS, 2011). Consecutively, wedding
coordinating companies, airlines, cruise lines, hotel chains, resorts and other stakeholders are
discovering that they can profit substantially by making destination weddings a part of their tourist offer.
Their neighboring countries have realized the potential this can have on their economies, and are
including the destination wedding aspect in the marketing campaigns, and moreover putting effort and
investment into promoting themselves as wedding destinations. On the other hand, Mediterranean area
also has a fast growing wedding tourism, however without the equivalent support from the government
tourism bodies in terms of development and marketing. Since there is no data available to represent the
situation with wedding tourism in the Mediterranean, a research has been made among 93 Mediterranean
wedding agents. The results help to analyze the current and potential development of the industry in the
area, government support and the marketing strategies used over the recent years from both public and

private stakeholders.

Keywords: destination weddings, wedding tourism, destination wedding marketing

= _/
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1. INTRODUCTION

Destination weddings are a recent global trend, fast developing and reaching more and more
world destinations. In most Central American and Asian countries, the public sector realized
the opportunities that lie in this niche and got involved in promotion and development by
closely collaborating with the private sector. According to the results of some American
studies (WHI, TIAA, 2010), getting involved in wedding tourism seems to be paying off for

those placing attention to it.

Considering a wedding is intended to be a once in a lifetime event, couples usually spend
large amounts of money in order to have the day of their dreams. However, the wedding day
itself does not create the industry. Weddings form a part of event tourism that is based on the
primary aspects of tourism, such as traveling, wedding guests staying over, catering and
entertainment (Saayman, 2000) and involve an entire range of services and visitors that are
making use of these services are contributing to the economic value of that region.
Everything that a wedding couple and their guests do on a trip — eat, sleep, rent a car, take a
taxi, shop, change foreign currency etc, is included in the tourism industry activities of a
destination. It means that all of the economic activities of hotels, restaurants, shops, tour
guides, banks, entertainers and basically every job that has a direct or indirect impact on
tourism is part of the tourism value chain. Due to such wide scope of tourism industry, also
makes establishing the exact financial input of all private stakeholders quite difficult,

however it creates a beneficial outcome for all stakeholders involved.

Other events, such as honeymoons, guests extended stays/vacations, renewal of vows and
many other functions directly or indirectly connected to a wedding, all create a part of the
industry. Weddings also provide a significant income to local authorities through providing

the registrar services for civil ceremonies and some also expanding their services.

Additionally, an increasing number of attractions and buildings are seeking to diversify their
income through renting spaces for wedding ceremonies and receptions — art galleries,
museums, town halls and community centers can all be found on venue search listings

alongside country houses, castles and hotels.

As a result, all stakeholders and events combined can bring millions of dollars profit to

certain countries GDPs. Statistics support this theory. Out of ten most expensive weddings
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ever held globally, half were destination weddings, which meant large amounts of profit for
the country where the wedding was held (The Business Insider, 2011). According to
Guinness book of records (2010) the most expensive wedding ever held was for an Indian
couple, in France in 2006, with the total cost of 78 million dollars. Destinations surely cannot
rely on such individual cases, however developing a wedding destination image can

contribute to receiving smaller, but still significant profit share.

Concurrently, the industry is mainly driven by small independent businesses — such as venues
or caterers — and as a result its value is often overlooked at destination level. Although in the
case of Mediterranean, the private sector has built solid grounds and there are sufficient
capacities, marketing of this niche industry on a national level is almost nonexistent. In
reality, the national tourism campaigns in the Mediterranean are usually focused on other

sorts of tourism and destination weddings are marketed mainly by private stakeholders.

There are some Mediterranean governments that started implementing promotional
campaigns involving wedding tourism, however there is more to be done. Especially with the
constant innovations in marketing, there are plenty of ways for both public and private
stakeholders to promote the industry with joined forces. The progressive advent of print,
television and on-line media has greatly expanded the ability to structure, create and recreate
the meaning of weddings as well as the manner in which these events take place (Daniels &
Loveless, 2007). The power that technology can assist travel and tourism operators to
develop sources of competitive and promotional strategies is advancing day by day. Although
today many couples simply log online to search the information about the destinations, plan
their wedding and make purchases, marketing of destination weddings involves a wider scope
of strategies being used. Clearly, a destination wedding is a high involvement decision
entailing risk and as such lends itself well to technology and web marketing (Major, McLeay
& Waine, 2010).

Investigating the strategies used in case of Mediterranean wedding tourism, the research
question is - Which are the development possibilities of wedding tourism the in the
Mediterranean; what is the extent of public and private sector involvement in this industry
and how it is being marketed. Supporting the research question, several suggestions will be
presented for the development and promotional activities for the governments to use in order

to support the private sector.
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2. REVIEW

The tourism industry constantly seeks to capture new, desirably more profitable markets,
either by internal development and building new customer base or by acquiring companies
that specialize in other value tailored products (Robertson & Novelli, 2005). For destinations
that posses less characteristics and opportunities than the popular tourist attractions (Foytik &
Somogyi, 2008), in order to achieve a destination pull and lead to growth of market share, it
is desirable to apply the “niche strategy”. Niche markets are also good for diversifying
tourism product, minimizing the effects of seasonality, and reducing pressure on “honey pot”

areas by distributing tourists to “less consumed* tourist attractions (CTO1, 2008).

As one of the niche industries, wedding tourism shows incredible statistics in its global
development. Major growth of 75% between 2007 and 2012, has been reported by Weddings
and Honeymoons International (2012); and incredible 400% increase from 2000 to 2010 for
American market (TIAA, 2010). In addition, according to several industry reports, the profit
coming from wedding tourism can be measured in billions of dollars (The Wedding Report
Inc., The Knot, Splendid Insights, 2012; Mintel, 2008). These figures suggest that the

wedding tourism industry is bucking the recession trend and keeps growing.

Considering wedding tourism contributes to local economic development in a number of
ways, it has been recognized as a big opportunity for destinations promoting themselves in

the international market.

Primarily, couples generally use local goods and services, relying on vendors such as
caterers, musicians and transportation specialists whose businesses are directly or indirectly

connected to the wedding industry.

Secondly, weddings involve out-of-town guests who are, in essence, tourists during their stay
(Daniels & Loveless, 2007). Instead of an individual, a couple or a family; destination
weddings can bring groups with up to a couple of hundreds of visitors. Their expenditures on
accommodation, food and beverage, transportation and entertainment bring profit into the

region, thus embracing local economy.

Third, couples may celebrate their newlywed status by organizing additional events.
According to Destination Weddings Survey (2012) results, one in three couples plan a group
activity (e.g. a sightseeing tour) for their guests, along with the rehearsal dinner, the after-
ceremony reception, and the next-day breakfast.
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Moreover, during the honeymoon, newlyweds are again tourists and their spending at a
chosen destination will enhance the livelihood of local businesses where they are vacationing
(Daniels & Loveless, 2007). Here, the results of the same research show almost nine in ten
couples plan to take a honeymoon after the wedding, and seven in ten have the honeymoon in

the wedding location (at least part of the time, or the whole honeymoon).

As an incentive to expand the season and attract more guests, many wedding agents are
offering a variety of wedding packages. The idea to package the wedding as an entire
experience for each guest that plans to travel and attend each wedding, is created to increase

the potential profit for all stakeholders involved.

2.1 Governmental involvement in tourism development

In countries where tourism stands out as sector for economic growth at the national level, on
the local level this sector presents itself as an essential tool in regional development, as a
mean to stimulate the potential of more undeveloped regions and avoid regional

desertification and stagnation (Franco & Estevao, 2010).

Some reasons why it is necessary for government to be involved in tourism industry
(Jeffries, 2001) are joined objectives and convenience of policies, public sector provision of

leisure service, resolution of challenges and the complexity of tourism in general.

Not all governments have the same involvement in this sector. The extent of government

intervention depends on the following two factors:

1. Importance of tourism to the economy — In countries where the percentage of GDP
contributed by tourist industry is larger, that much greater the government involvement
should be.

2. Level of development — In developing countries, the investment from private investors
especially in the area of high capital infrastructural development may not be enough.

Therefore, government intervention is required for the industry to grow.

2.2 Marketing

Destination marketing has become extremely competitive worldwide (Buhalis, 2000). To

achieve competitive advantage in the wedding industry, any destination must ensure that its
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overall ‘appeal’, and the customers experience offered, must be superior to that of the
alternative destinations open to potential visitors (Dwyer & Kim, 2003). Public bodies that
are in charge of the national marketing strategies are in most cases Ministries of tourism or
National tourism organizations. Although the public sector is creating marketing that can
have a huge impact on businesses, it is also important to realize that this cannot close the sale
or take a booking. The furthest it goes is generating awareness, creating interest, and then
desire for the product, stimulating an inquiry, and helping maintain loyalty. That is also the
reason why in the Mediterranean, majority of marketing used to promote this sector is

coming from the private stakeholders.

2.2.1 Marketing channels in private sector

E-marketing and online social networks play an important part here. According to Blake and
Green (2005), social networks and blogs represent the most explosive outbreak of
information since the creation of the Internet due to the interaction possibility to learn about
tourist destinations and their products and services directly from other consumers. On top of
all, here customers have a chance to directly interact with the person posting the info. This
has created a new method of communication that is similar to word of mouth and empowers
consumers. Blogs help convey positive messages, often with the help of company
testimonials. For example: ‘Paula and Ben got married in Venice — read their story.” That is
why customers tend to heavily rely on social networks and blogs, and prefer to use both
personal and online WOM instead of professional suggestions. Psychologists agree this is due
to the fact social networks are intended to be written first hand, coming from individuals,

without the purpose to sell or advertize; and purely demonstrating personal experience.

3. METHODOLOGY

This research in extended format was originally designed to generate qualitative and
quantitative data by exploring the profiles of the respondents and their consumer behavior,
industry trends, challenges, marketing activities and wedding coordinators companies’
profiles. In this paper, the results have additionally been compressed to focus only on the

industry development and marketing strategies in public and private sectors.
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3.1 Data Gathering Methods

The on-line questionnaire has been used as main tool of primary data. There are a total of 46
questions chosen to determine researched fields in destination weddings. Secondary data is
closely related to the choice of questions and provides a theoretical background for the
research results. The questions are also chosen by observation of the research and

development results in the US wedding market reports.

In addition, personal and on-line interviews have been conducted with wedding coordinators,
in order to get more detailed information by personal approach, which is significant for
interpreting the received information. The respondents have been chosen according to their
interest in the research that was noted through an e-mail conversation following the initial

request for participation.

Desk research was deemed to be the most popular instrument for obtaining secondary
research. It enabled the researcher to make reference to published materials written by first-
hand authors, which actually make the researcher the secondary user of information. This
type of data is exposed in the literature review, using the publications gathered through
electronic journals, articles and books in order to provide statistics and theoretical grounds
about wedding tourism development, marketing strategies in developing niche tourism, and

the potential for private and public organizations development in wedding tourism.

Several reports by professor Dimitris Buhalis regarding destination development and
marketing have been used as important references throughout this paper, primarily Marketing
the competitive destination of the future (2000), as well as Danielses’ and Lovelesses’
handbook on wedding planning and management. Coming from the basic concept of niche
tourism until the detailed marketing strategies used, the secondary data was a base for

developing a questionnaire.

On-line questionnaire has been administered electronically through the Internet and then
completed by the respondents. An on-line SurveyMonkey.com package was chosen to design
the questionnaire, collect, enter and analyze the data within the same software.

Another type of collecting primary data was conducting semi-structured and unstructured

interviews, which have been combined in the process of interviewing. In this case, the
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interviewer met one respondent in person and two electronically via Internet (Skype) and

asked the questions “face to face”.

In semi-structured interviews the researcher prepared a list of questions to be covered
(although these varied from interview to interview). Starting from this point, interviews
transferred into unstructured or informal, meaning the scope of originally prepared questions
expanded, the subject was discussed in-depth and the interviewers were given the opportunity
to talk freely about events, behavior and beliefs in relation to the topic. Also, the respondents
previously filled out the on-line questionnaire, which was then further elaborated and

supplemented with more detailed questions.

Wedding service providers are chosen to represent the unit of observation in this research
with the aim to establish what are their experiences and opinions about the market. The
original questionnaire has been divided in the following three parts: Profile of the
respondents and consumer behavior, Marketing and promotion strategies and activities; and
Wedding coordinator’s company profile. For the purpose of this paper, overall results will be

considered, with the focus on the second part of the questionnaire.

An inconvenient factor was that the author does not have any personal connections in the
wedding industry. Therefore, the population was chosen randomly, in the course of thorough
on-line search channels. Focus was placed on all the wedding planners, organizers or
coordinators working in agencies, organizations, hotels, restaurants, municipalities and other
similar businesses. Their roles are diverse, from individual freelance wedding planners up to
wedding coordinators in international chain hotels. The only condition to be a legitimate
participant was that they are conducting destination weddings in at least one country of the
European part of the Mediterranean. Eventually, the final list of countries investigated as
follows: Italy, Greece, Spain, Malta, Cyprus, Croatia, Turkey, France and Monaco. Total
number of personal requests sent was 936, out of which 117 positive replies have been
received and 32 replies that have declined to participate for various reasons. For the
remaining requests, no feedback was received. The total number of respondents that have
completed the survey is 93.
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3.2 Data Analysis

Questions have been collected and analyzed automatically through an on-line program,
however several questions required special segmentation and further analysis in order to
outline particular aspects. This process involves labeling categories and then counting
frequencies of occurrence (Saunders, 2009). Same method is already used while structuring

the questionnaire.

4. RESULTS

As mentioned earlier, due the large scope of research, the focus in this paper will be placed
mostly on marketing and governmental involvement parts of the research, including the
following segments: marketing tools used by the respondents, most successful marketing
tool, the use of mobile applications, together with public and private collaboration and

government support and involvement.

In the question with multiple answers possible to choose, as the most common marketing
channels used, the wedding company’s website represents a principle tool for almost 94% of
the respondents. WOM is identified as one of the strongest marketing tools, with the 81.5%.

Other marketing channels are presented in Figure 1.

Which advertising channels do you use? Please give the rank of the following choices.

93.8%

Word of mouth Intemet- Links on
tourism related websites

Newspapers and:mangaz:nes Other

Intemet - Intemet- Addson Wedding planner agent Wedding fair/ exhibition Television
company website wedding related websites

Figure 1. Marketing channels used by private stakeholders
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Further on, the marketing strategy that respondents find as the most useful and influential for
customers’ final purchasing decision, are identified. Advertisements and information on other
travel and wedding websites contribute significantly to the overall promotion. Respondents
have chosen to put themselves as a relatively high influential factor. Other marketing tools
include the magazines, exhibitions and other. Television is considered to be the least useful

strategy (Figure 2).

Which marketing channel is the most influential to the customer purchasing decision?

4]

461 455

Intemat - your Intemet - Addson Intemet - Links on Television
company website wedding related websites tourism related websites

Word of mouth Wedding planneragent Mewspapers and magazines Wedding fair’ exhibition

Figure 2: Marketing channels influencing customers’ purchasing decision

In terms of international marketing distribution, 62% of the respondents that are conducting
weddings in more than one country use differentiated marketing strategy for each country.
Related to the innovation in their operation, 43% of the respondents claim their customers use
mobile applications during the wedding planning process.

The results in Figure 3 show that in all participating countries, the respondents collaborate the
most with travel agencies (63%) and some governmental organizations on a local or regional
level. The collaboration with accommodation associations is close to 38% and with restaurant

associations is 32%.
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Which of the following tourism organizations do you cooperate with?

20 % —

0 % —

Ministry of Tourism Regional Tourist Travel A

ciation
DMO - Destinat Nati 1 Tournist Local {city) Tounst Accommodation Other
Mzanagement Organzation Association Assoction Association

Figure 3: Cooperation with public and private stakeholders

52% of the respondents are satisfied with their collaboration with the public sector, while
67% of them stated they consider the collaboration in the private sector satisfying. The
respondents were also asked to identify challenges in cooperating with public sector and offer
solutions for these problems. Majority identified bureaucracy and low interest in the industry
as major obstacles for developing collaboration.

The highest rate of government involvement in both marketing and industry development is
noted in Malta, followed by Cyprus. The assumption here is that an extended focus on
destination weddings is placed because these are countries covering small territorial areas and
majorly depending on tourism. These governments realized the importance of constant
development; upgrading and extending their tourism offer in order to attract the higher
possible number of high spending tourists. Their national promotional activities involve
destination weddings and the respondents seem to be relatively satisfied with the
governmental involvement in this industry. On the other hand, in countries that have a wider
scope of industries, governments are not particularly focused on developing wedding tourism

as a niche.
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5. DISCUSSION

Those responsible for national or destination tourist policies must identify their leading
industries, even if they belong to a niche sector. What is even more important is identifying
the available resources and working on the expanding. For instance, certain destinations have
sufficient selection of professional wedding agents, while others need to further train their
service providers or even bring professionals from other destinations. Furthermore, some
destinations have prepositions to attract clients by promoting eco-conscious weddings in the
natural environment, whilst other can offer luxury high class weddings in high end resorts
with diversified and extended offers etc. All of them are eventually reaching for as wider

range of quality products and services as possible to offer.

Consecutively, national marketers should be aware not only of the needs and wants of the
active demand but also of the potential markets they can attract. Perceiving a destination as a
romantic place for weddings also attracts wider masses, not only couples. A product portfolio
can then be developed, which enables the optimization of benefits and adapts the marketing

mix to the target markets.

Besides the discussed contribution to destination development, the potential of destination
weddings lies also in the ability of private stakeholders to create long-lasting relationships
with customers. Couples generally belong to the younger generation, which makes them
potential future clients. Long lasting memories of such important events, combined with a
satisfactory service received can create a future client base for agents. In addition, wedding
guests also come back for a repeated visit. Then, middle age and older couples can also
create a network of high-spending customers, that want to celebrate their relationship by
consuming some of the romantic events included in the wedding tourism industry. They can
be seen as the customers with steady income and life savings that are often chosen to be spent

on traveling.

By identifying the existing supply of destination wedding resources in the destination, the
marketing can be better focused on a larger variety of target groups. At the same time, in
order to better identify the existing supply in the destination, service providers in destination
weddings need to create an extensive network of all stakeholders involved in the industry of
the area. Collaboration of both private and public can greatly advance and improve overall

development.
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The key factor leading to partnership relies on the fact that all partners, either from the public
or private sector, wish to benefit from sharing resources and objectives. Again, a well-
organized cooperation can create a unique identity and a carefully positioned brand that then
provides an advantage with competition. But before creating a brand there is a process of
presentation and marketing products and services to the audience in the most attractive
possible way. Although the basic idea and marketing strategies is totally suitable for a
tourism destination, adaptations should be made to reflect the specific nature of the tourism
market, the specific characteristics of tourism products, and the special features of each and

every destination (Buhalis, 2000).

In every industry there are specific associations focused specifically on its stakeholders. One
of the main points intended to be presented in this research was the establishment of an
institution that would cover the Mediterranean destination wedding industry, unite all
professionals working in the area and provide certain standards for both agents and
customers.  However, during the research (2012), Association of European Wedding
Professionals (AEWP) has been established, as the first organization dedicated to upholding
professionalism and integrity within the European wedding industry. Although European
countries and regions compete among themselves, collaboration on a European or
Mediterranean level could help attract more international customers. AEWP focuses on
uniting wedding organizations and setting standards for industry professionals throughout
Europe, and seeks to develop a unified and collaborative effort to regulate industry practice
whilst offering recognition of industry professionals (AEWP, 2012). Establishment of this
organization can be seen as a significant step for the development and promotion of

destination weddings in Europe, Mediterranean included.

5.1 Other types of possible government involvement
Strategies that Governments can include in destination weddings development are suggested:
e Training and Education

Staff employed in the tourism and wedding industry need to be properly trained- from the
basics of hospitality management at hotels and restaurants, speaking more languages to the

professional event management at the high end and serving new markets. The Government,
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private sector and donors can collaborate in building educational courses for tourism

employees.

e Appropriate Infrastructure

If a destination marketing is promoting a wedding destination, it is crucial that the destination
possesses all the advertised attributes and, moreover additional products and services that will
exceed customers expectations and influence their repeated visit.

e Market Research

Improve methods of data collecting and gathering feedback from wedding couples. This
helps destinations collectively and what couples increasingly want. The results of these could
be used to develop and test new models that describe consumer motivation and business
behavior in this specialist industry, as well as measure customer feedback on the destination
wedding experience, identify their position on offerings and the degree to which the
experience met customers expectations. Prompt feedback is essential due to the constant

change of consumer preferences.

e Developing Innovative Tools

Governments should be committed to helping tourism and wedding service providers
succeed. Developing industry tool kits can help small and medium-sized businesses leverage

national tourism and wedding image.

Furthermore, including a tourism intelligence body to help wedding companies make
business decisions, market and promote their products and services, and find their target
customers. These resources help tourism and wedding businesses transform their tourism

offerings into the experiences that will keep visitors coming back.
e Visas and Permits

Placing special interest to facilitating the visa application process for wedding groups (and
other tourists). Also, appropriate modifications of certain legal requirements for foreign

couples can bring new customers that are unmotivated by long legal procedures.

e Airport Fees and Taxes

Some travel and wedding industry professionals argue that airport fees in certain countries

serve as a disincentive to foreign travelers. In contrary, lowering the airport fees and taxes
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where possible can significantly affect the ticket price be crucial for the customers’ final

purchasing decision.
e Extended flight range

Cooperation with airline companies and foreign governments can permanently or seasonally
involve including direct flights to new destinations, which significantly expands the potential

visitors group.

6. CONCLUSION

Following the main focus of this paper, the conclusion brought up based on this research is
not that the national governments should primarily focus their strategies on wedding tourism,
but an obvious potential represents the need to integrate this sector into tourism and
marketing strategies.

Once the national tourism bodies establish that the destinations possesses appropriate
infrastructure and trained professionals, they can focus on the developing a destination
wedding image. That is how destination weddings can become an instrument that is being
used to boost the local economy and promotion of tourism as a whole for Mediterranean
market as well as the leading US market.

One of the primary steps that should be implemented would be positioning of all stable niche
industries on their national, regional, and local tourism online channels. In regards to
marketing strategies, considering there is unlimited space to be used, wedding tourism does
not take over the main attractions that the destination online channel is presenting. A short
link that guides to further information is enough to create awareness for the random website
visitors, and at the same time, provide reliable information for the visitors that visit the site
intending to receive destination weddings information. This has been identified as a primary
strategy suggested to be used by all involved stakeholders for a number of advantages — it is
not demanding in terms of resources, budget or workforce. However, this does defer from
country to country due to the fact some countries in the Mediterranean still do not have even
a 100% clearly identified tourism promotion channels.

Besides creating awareness for destination wedding customers, the private sector seems to
have a duty of creating the awareness for their own public sectors, and pointing out that there
is an industry that is already well established or with solid grounds and a potential to be
further developed. Moreover, similar to tourism and coping with the new trends, it can be

linked to basically any other industry in the region. There is a process to be done in order to
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achieve the level of the established Asian or Caribbean wedding destinations. For that reason,
countries that will start working on this “hidden” industry, will gain have the advantage of

receiving the biggest part of the “wedding cake”.
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Abstract

/ Prior researchers indicated that motivations in volunteer tourism can be categorised into two mh
groups — hedonism or self-oriented and altruism. However, none of them obviously divided motivations in
this categorisation in a quantitative approach. The aim of this study is to explore motivations in volunteer
tourism and examine whether this motivation can be separated into two domains: taking/receiving and
giving. To obtain deep understanding about motivations of individuals for being involved in volunteer
tourism, literature in volunteer tourism, volunteerism, and tourism are included and intersected. Further, a
mixed-methods study was used with the qualitative approach at the first phase with 32 respondents
participated in focus groups, in-depth interviews, and online interviews. Findings of the qualitative phase
included taking/receiving motivation, giving motivation, and taking/receiving and giving (TRG)
motivations. Further, 542 respondents participated in an online survey for the quantitative phase. Some of
the findings were considered to be used in the quantitative stage, along with the literature in the three
fields: tourism, volunteerism, and volunteer tourism. The study resulted physiological, public service,
religious, social interaction, and environmental motivations. Using structural equation modelling, the
findings confirm that motivation in volunteer tourism can be divided into two different variables —

taking/receiving and giving (TRG) motivations.

Keywords: volunteer tourism, taking/receiving motivation, giving motivation, TRG, mixed-methods,

structural equation model
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1. INTRODUCTION

Motivation is one most frequent aspect studied by researchers in the three fields of tourism,
volunteerism, and volunteer tourism whether using qualitative, quantitative or mixed-method
approaches. Volunteer tourism is about people who combine volunteering and tourism
activities in a travel destination (Higgins-Desbiolles, Russell-Mundine, & Lyons, 2008;
Raymond & Hall, 2008; Wearing, 2001) whether within their own country (for example,
Budd, 2012; Erdely, 2011; Yoda, 2010) or abroad (for example, Grimm, 2010; Nguyen &
Nguyen, 2012; Stritch, 2011; Timonen, 2012; Van der Meer, 2007); and pay all costs, such as
for transport, accommodation, meals, and registration and financially contribute to the project
itself (Bailey & Fernando, 2010; Campbell & Smith, 2006; Gray & Campbell, 2007).

Researchers have applied various approaches to investigate motivation, particularly in
tourism, for example: Maslow’s hierarchy of needs (Kay, 2003; Tikkanen, 2007), push-pull
factors (Baloglu & Uysal, 1996; Dann, 1981; Riley & Doren, 1992; You, O'Leary, Morrison,
& Hong, 2000), the travel career ladder (Pearce, 1988; Ryan, 1998), and Iso-Ahola’s
motivational theory (Biswas, 2008; Iso-Ahola, 1982; Snepenger, King, Marshal, & Uysal,
2006). In volunteerism, the volunteer function inventory is one of the examples (Greenslade
& White, 2005; Kim, Zhang, & Connaughton, 2010; Wu, Wing Lo, & Liu, 2009).
Furthermore, in volunteer tourism Taillon (2007) used extrinsic and intrinsic motivations. In
general, Studies found that volunteer tourists are motivated by altruism and egoism/hedonism
aspects (Coghlan & Fennell, 2009; Godfrey & Wearing, 2012; Helle, 2012; Wearing, 2001).

2. LITERATURE REVIEW

To understand motivations in volunteer tourism, the author looks through all indicators relate
to motivations, taken from studies in tourism, volunteerism, and volunteer tourism. The first
thing to do is adjusting all items found into the Maslow’s hierarchy of needs (Maslow, 1943,
1970), which consists of:

(a) Physiological motivation, for instance: To relax; To enjoy happy time; To have some
time for a break from routine life (Greenslade & White, 2005; Huang & Hsu, 2009;
Wu et al., 2009);
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(b) Safety motivation, for instance: No matter how bad I’ve been feeling; Volunteering
would help me to forget about it; Volunteering is a good escape from my own
troubles (Clary et al., 1998);

(c) Social interaction motivation, for instance: To meet new people and make new
friends; To be with people who enjoy the same things | do; To mix with fellow
travellers/volunteers/volunteer tourists (Benson & Seibert, 2009; Kozak, 2002; Omoto
& Snyder, 1993);

(d) Self-esteem motivation, for instance: To feel better about myself; To increase my self-
esteem; To feel less alone (Fox, Machtmes, Tassin, & Hebert, 2010; Omoto &
Snyder, 1993);

(e) Understanding motivation, for instance: To experience different culture; To learn
about other places; To increase knowledge of other new places (Huang & Hsu, 2009;
Lee, 2011; Ooi & Laing, 2010);

(f) Self-actualisation/autonomy motivation, for instance: | would be independent; | would

be obligated to no one; I would be doing things my own way (Pearce & Lee, 2005);

Further, motivation groups above identified in the first step are located into the

taking/receiving domain in the left side of the diagram (see Figure 1 below).

|
I
|
I
Motivation for being engalaged in volunteering and
volunteelJI tourism
Self- « ! >
actualisation
motivations

Taking/ Receiving domain Giving domain

Motivation for travelling/leisure

Understanding

motivations Project/
organisational
Self-esteem motivations motivations

Social interaction motivations Environmental motivations

Protective motivations Religious motivations

Physiological motivations Community service motivations

Figure 1-The Taking/Receiving and Giving (TRG) motivations scheme (adapted from Maslow’s
Hierarchy of Needs)
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Motivation indicators excluded in Maslow’s hierarchy of needs are adjusted into new

groups as follow:

(a) Project/organisational motivation, for instance: To work with an organisation whose

mission [ support; Agree with the mission; Adhering to agency’s goals/missions

(Chen & Chen, 2010; Cnaan & Goldberg-Glen, 1991; Lee, 2011);

(b) Environmental motivation, for instance: Concern for the environment; Environmental
protection (Bruyere & Rappe, 2007; Chen & Chen, 2010);

(c) Religious motivation, for instance: To fulfil religious obligation/beliefs; Desire to
share religious values/beliefs; It’s God’s expectation (Cnaan & Goldberg-Glen, 1991;
Pillemer, Landreneau, & Suitor, 1996; Tewksbury & Dabney, 2004);

(d) Public service motivation, for instance: To help others/community; To give something
back to others/community; To make a difference (Lee, 2011; Mclintosh & Zahra,
2008; Omoto & Snyder, 1993; Tewksbury & Dabney, 2004);

In addition, these new groups of motivations are located into the giving domain, on
the right side of the diagram (see Figure 1 above). In general, Figure 1 illustrates two
domains of motivations: (a) taking/receiving, to represent motivations in the three of
fields — tourism, volunteerism, and volunteer tourism, and (b) giving, to represent

motivations in volunteerism and volunteer tourism.

3. RESEARCH METHODOLOGY

The objectives of this study is to explore and confirm motivations of volunteer tourists,
potential volunteer tourists, tourists, and volunteers to be involved in volunteer tourism. The
qualitative data were collected between July and September 2011 through focus groups, in-
depth interviews, and online interviews with 33 participants in total (one respondent
participated both in a focus group and an in-depth interview). These data collection were

conducted in Perth, Western Australia.

Findings of the qualitative study were formulated to be items in the quantitative study

instrument along with motivation items tested and validated by prior researchers. These items
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were taken from tourism, volunteerism, and volunteer tourism studies that were adopted and
adapted, included items taken from existing literature in tourism, volunteerism, and volunteer
tourism. Respondents were asked to assess their motivations using a seven-point Likert scale:
1 for extremely unimportant through to 7 for extremely important.

To test the questionnaire, a pilot study was conducted within the first week of March 2012
involving 81 participants. Based on the results, some items were deleted, modified, and
added. Further, the main survey involved 542 respondents across nations and nationalities,
conducted in Perth, Western Australia, from March to May 2013. Both the pilot and main

studies were conducted using Qualtrics online survey service.

The first step of data analysis is to factor analyse the quantitative data using SPSS to obtain
factors or dimensions. Further, each factor is analysed applying structural equation modelling
to confirm items used in every construct of factors. The rules of thumbs of good fit indices

are shown on Table 2.

Table 1 Rules of thumb for a fit measure (adapted from Coote, 2012; Holmes-Smith, 2010)

Fit measure Good fit indices Authors

X2 or CMIN 0<X2<2.00 Tabachnick & Fidell, 2007
0<X%2<3.00 Carmine & MclVer, 1981

P 0.05<P<1.00 Schermelleh-Engel, Moosbrugger, & Muller (2003)

X2/DF 0 < X?/DF £2.00 Tabachnick & Fidell, 2007
0 <X?/DF<5.00 Carmin & Mclrvan,

TLI or NNFI 0.97 <TLI£1.00 Bentler and Bonnet, 1980
0.95<TLI<£1.00 Hu & Bentler (1995)

CFI 0.97 <CFI<£1.00 Bentler, 1990
0.95<CFl<1.00 Hu & Bentler (1995)

GFI 0.95 < GFI<£1.00 Miles & Shevlin, 1998

RMSEA 0 < RMSEA <£0.05 Browne & Cudeck (1992)

0 < RMSEA <£0.06 Hu & Bentler (1999)

4. RESULTS

4.1. Qualitative study findings

Based on the results, participants of the qualitative study indicated: Male (22 persons) and
female (20 persons); Australians (12 persons), Chinese (6 persons), Malaysian (2 persons),
Thai (2 persons), Indonesians (6 persons), Indians (1 person), British (1 person), Chinese
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Hong Kong (1 person), and Ghanaian (1 person); under 40 years old (16 persons) and over 40
years old (16).

Further, the qualitative study resulted four categories of motivations: taking/receiving, giving,

taking/receiving and giving, and religious motivations.

(a) Taking/receiving motivation includes:
= To experience adventuring, great time, great activities.
= I’ll have a chance to see a different country, a different place, and culture.

= I’d like to see more of my Australia because I feel that there are some places
that we speak about and we read about but I actually want to put my feet there
and say this is beautiful.

= | like the feel of East Africa.

= [’ve always had a passion for elephants. I chose [an elephant conservation]
because it was a hands-on experience.

= | decided to join to this event [VT] since | realised that | shared the same
vision and mission with 1N3B [a traveller organisation].

(b) Giving motivation includes:

= [D’ve always wanted to do a kind of payback; I want to give back to the society;
to give to other people.

= | want to help someone; [to] help others; I feel that I’d love to able to help
other people; I’'m always interested in helping; to help somebody who is in a
difficult situation

= | want to be able to give something to other people.

= [ think it’s my desire to reach people that don’t have to make their lives better
for them.

= | want to contribute to the society.

= I’m very skilled. I have a lot of knowledge in that area and I’m very happy to
share.

= ] can give you my time. I can give you my expertise in my area, and I'm
willing to do whatever you want me to do.

» [t’s my nature to want to be able to share some of that with people who are
less fortunate.

= We wanted to follow up on what we had done the previous year.

= The price was reasonable and they provide the accommodation and the meals.
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(c) Taking/receiving and giving (TRG) motivations include:

= | try to make the world a better place for one person and that will make me a
better person.

* [t’s atwo way learning: I learn from them and they learn from me.

= | have something that they need and they have something that I need.
= We help each other to give each other want we need.

=  When | help someone, | also learn something from them.

= | like to learn from people and I like people to learn from what I know.

(d) Religious motivation includes:
= [’d love to do missions.

= [ feel that I’'m being called forward to do it; I think it was something that we
felt that God was calling us to do at that time; | felt a real Christian call and we
were called from God to that.

= |tis very much related to what we believe; the major motivation is our faith.

Furthermore, some of these findings were considered to be used in developing the
quantitative survey instrument along with other items taken from prior studies in

tourism, volunteerism, and volunteer tourism.

4.2. Quantitative study findings

4.2.1. Exploratory factor analysis

The survey was conducted in Australia, using Qualtrics online service. This study attracted
542 participants, consisted of male (268 persons) and female (274 persons); 41 and under 41

years old (331 persons) and over 41 years old (211 persons).

An exploratory factor analysis produces five factors and each factor has Cronbach’s alpha
value greater than 0.9 — unless for the social interaction motivation of 0.89 — indicating that
their internal consistency was excellent. The first factor is physiological motivation with
Cronbach’s alpha of 0.92. It consists of ten items and explains 42% of the variance within the
data. The second factor is public service motivation with Cronbach’s alpha of 0.92. This
factor has six items, explains an additional 14% of the variance. The third factor is religious

motivation. This factor retains three items and explained an additional 7% of the variance
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with a Cronbach’s alpha of 0.93. Further, the fourth factor is social interaction motivation.
This factor has six items and explained further 5% of the variance, with a Cronbach’s alpha
of 0.97. The last factor is environmental motivation, with three items. This factor explained
4% of the variance, with a Cronbach’s alpha of 0.90.

Table 2-Exploratory factor analysis of motivation

Factor loadings
1 2 3 4 5

Items

Physiological motivation
M6 | Volunteer tourism would allow me to get away from the usual 0.94
demands of life.
M5 | Volunteer tourism would allow me to get away from everyday 0.92
physical stress/pressure
M9 | Volunteer tourism would allow me not to worry about time. 0.80
M14 | Volunteer tourism would allow me to be away from my daily 0.77
routine.
M42 | Volunteer tourism would allow me to get away from everyday 0.74
psychological stress/pressure.
M4 | Volunteer tourism would keep me busy. 0.63
M3 | Volunteer tourism would allow me to give my mind a rest. 0.62
M38 | Volunteer tourism would allow me to rest and relax. 0.59
M10 | By involving myself in volunteer tourism, | would feel less lonely. 0.53
M28 | | would be doing things my own way.* 0.40
Cronbach’s alpha| 0.92

% variance explained | 41.89

Public service motivation
M41 | Volunteer tourism would allow me to give something back to a -0.86
community.
M39 | Volunteer tourism would allow me to make a difference. -0.86
M35 | Volunteer tourism would allow me to help a community. -0.83
M40 | Volunteer tourism would allow me to help an organisation. -0.80
M32 | Volunteer tourism would allow me to help a project. -0.77
M31 | Volunteer tourism would allow me to support an organisation that -0.58
has a similar mission to me.

Cronbach’s alpha 0.92
% variance explained 13.76

Religious motivation
M34 | | have a desire to share my religious values. 0.94
M36 | It’s God’s expectation of me. 0.93
M24 | Volunteer tourism would allow me to fulfil my religious 0.89
obligation.

Cronbach’s alpha 0.93
% variance explained 6.76

Social interaction motivation
M27 | I look forward to the social contacts that volunteer tourism affords -0.91
me.
M15 | The social opportunities provided by volunteer tourism are -0.83
important to me.
M17 | Volunteer tourism would be a way to build my social networks. -0.82
M7 | Volunteer tourism would provide a way for me to make new -0.69
friends.
M30 | Volunteer tourism would allow me to learn how to deal with a -0.54
variety of people.
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M18 | Volunteer tourism would be a feel-good experience for me.* -0.45
Cronbach’s alpha 0.89
9% variance explained 4,54
Environmental motivation
M29 | I have a concern for the environment. 0.94
M33 | Volunteer tourism would allow me to help the environment. 0.85
M23 | Volunteer tourism would allow me to do something for an 0.83
environmental cause that is important to me.
Cronbach’s alpha 0.90
% variance explained 4.04

*The item ‘I would be doing things my own way’ does not fit with other items of the
physiological motivation dimension. Also, the item ‘Volunteer tourism would be a feel-good
experience for me” does not fit other items of the social interaction motivation dimension. For
this reason, these two items are not included in further analysis.

4.2.2. Confirmatory factor analysis

4.2.1. First order construct

The confirmatory factor analysis examines the five factors (physiological, public service,
religious, social interaction, and environmental) of motivation. Each factor is measured

individually.
a) Physiological motivation

The physiological motivation retains four items: M5, M6, M9, and M14. This construct
indicates that it had a good fitting model with a chi-square of 4.72 and probability of 0.10.
Other indices, for instance, TLI, CFI, RMSEA, and GFI (0.99, 1.00, 0.05, and 1.00), indicate
that this construct is a good fitted model (see Figure 2).

a1

-
-
-

PHYSIOLOGICAL_MOTIVATION

Criterion CMIN DF P CMIN/DF TLI CFlI RMSEA GFI
Result 4.72 2 0.10 2.36 0.99 1.00 0.05 1.00
Cut-off >0.05 <30 >0.95 >0.95 <0.05 >0.95
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Figure 2-The congeneric model of physiological motivation factor

b) Public service motivation

The construct of public service motivation retains four items: M41, M39, M35, and M40, and
it shows a good fitted model with chi-square of 0.04 and probability of 0.88. All indices has
really good great values for each criterion, with TLI of 1.00, CFI of 1.00, RMSEA of 0.00,
and GFI of 1.00 (see Figure 3).

a2

@ M41
e M39
PUBLIC_SERVICE_MOTIVATION

22 @ - M35

o M40
Criterion CMIN DF P CMIN/DF TLI CFl RMSEA GFlI
Result 0.04 1 0.84 0.04 1.00 1.00 0.00 1.00
Cut-off >0.05 <30 >0.95 >0.95 <0.05 >0.95

Figure 3-The congeneric model of public service motivation factor

¢) Religious motivation

The religious motivation construct is measured by three items, including M24, M34, and
M36. This good fitted model has TLI of 1.00, CFI of 0.999, RMSEA of 0.05, and GFI of 1.00
(see Figure 4).
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M24

I

Y

M34 RELIGIOUS_MOTIVATION

@

Criterion CMIN DF P CMIN/DF TLI CFI  RMSEA GFlI
Result 2.26 1 0.13 2.26 1.00 1.00 0.05 1.00
Cut-off >0.05 <3.0 >0.95 >0.95 <0.05 >0.95

Figure 4-The congeneric model of religious motivation factor

d) Social interaction

The social interaction motivation construct is measured by five items (M7, M15, M17, M27,
and M30), with chi-square of 4.71 and probability of 0.45. This construct shows that it is the
best fitted model with TLI of 1.00, CFI of 1.00, RMSEA of 0.00, and GFI of 1.00 (see Figure
5).

66

=
@ > M15
@ > M17 SOCIAL_MOTIVATION
@ »- M27
M30
Criterion CMIN DF P CMIN/DF TLI CFI RMSEA GFlI
Result 4.71 5 0.45 0.94 1.00 1.00 0.00 1.00
Cut-off >0.05 <3.0 >0.95 > 0.95 <0.05 > 0.95

Figure 5-The congeneric model of social interaction motivation factor
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e) Environmental motivation

The environmental motivation construct is measured using three items: M23, M29, and M33.
This construct has chi-square of 6.36 and probability of 0.01 and shows a good fitted model
with TLI of 0.99, CFI of 1.00, and GFI of 0.99 (see Figure 6). In this model, an RMSEA of
0.10 is greater than the values expected. As other values of good fit are acceptable it is
decided to proceed with caution with this construct.

73

M23

M29

ENVIRONMENTAL_MOTIVATION

M33

]

Criterion CMIN DF P CMIN/DF TLI CFl RMSEA GFI
Result 6.36 1 0.01 6.36 0.99 1.00 0.10 0.99
Cut-off >0.05 <3.0 >0.95 >0.95 <0.05 >0.95

Figure 6-The congeneric model of environmental motivation factor

4.2.2. Second order construct

There are two steps in examining the five motivational factors (physiological, public service,
religious, social interaction, and environmental). The first step is to put all factors in a single
second order construct. Apparently, this test is not successful as it had a chi-square of 47.17
and probability of 0.01. The second step to examine all motivational factors by categorising
into two groups: “taking”, for physiological and social interaction motivations, and “giving”,
for public service and environmental motivations. After a few times of attempt, religious

motivation is included in the taking motivation.

Figure 7 below is the second order of taking motivation model that shows a good fitting
model with chi-square of 22.39 and probability of 0.17. Other indices also have very good
marks: TLI of 1.00, CFl of 1.00, RMSEA of 0.02, and GFI of 0.99.
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P CMIN/DF TLI CFI = RMSEA GFI
0.17 1.32 1.00 1.00 0.02 0.99
>0.05 <3.0 >0.95 >0.95 <0.05 >0.95

Figure 7-The second order of taking motivation variable

Figure 8 below illustrates the second order of giving motivation model which indicates a

good fitting model with a chi-square of 1.87 and probability of 0.07. Other indices also
indicates very good values, include TLI of 0.99, CFI of 1.00, RMSEA of 0.04, and GFI of

89

a1

0.99.
79
@) Iz
B0 |
@ M39 e
@ M35
56
@9 v2e |
@ M23
Criterion CMIN DF
Result 1.87 7
Cut-off

83

NE]

92

0.07
>0.05

62

PUBLIC_MOT

79

65 80

CMIN/DF TLI CFl = RMSEA GFI
13.06 0.99 1.00 0.04 0.99
<3.0 >0.95 >0.95 <0.05 >0.95

Figure 8-The second order of giving motivation variable
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5. CONCLUSION AND RECOMMENDATION

Using a mixed-methods approach, this study is aimed to explore and confirm motivations in
volunteer tourism. In many studies, including tourism and volunteerism, motivation is
considered as a variable. This study proves that motivation can be separated into two

different variables: taking/receiving motivation and giving motivation variables.

From the qualitative study, motivations in volunteer tourism contain taking/receiving, giving,
taking/receiving and giving, and religious motivations. Some of the results are included in the
quantitative instrument, along with indicators taken from existing literature in tourism,

volunteerism, and volunteer tourism. Further, the data were factor analysed.

Results of factor analysis include physiological, social interaction, religious, public service,
and environmental motivations. Moreover, these factors are tested using structural equation
model. As a result, two variables of motivations are confirmed. Three dimensions —
physiological, social interaction and religious motivations — are under taking/receiving
motivation variable; and two dimensions — public service and environmental motivations —

are under giving motivation variable.

The author recommends for future research to apply TRG concept to examine motivations in
different fields of study, for example, volunteerism, education, and entrepreneurship. Another
recommendation is to test TRG to predict intention by embedding it with Theory of Reasoned
Action, Theory of Planned Behaviour, or Technology Acceptance Model.
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Abstract

/ Awareness practices like yoga-spirituality-meditation-wellness & alternative lifestyle haveb
power to change the complete course of tourism in today's world from pleasure seeking approach to
transformational approach towards the best utilization of human opportunity and potential through
universal code of ethics, morality and sustainability. Global Vipassana Pagoda (GVP) in Mumbai attracts
the tourists — being the world’s largest pillar-less stone dome where Buddha’s relics are enshrined. The
operations module is worth studying as it involves Social Welfare, Travel Philanthropy, Conservation,
Sustainable Eco-Friendliness, Voluntourism and more importantly living harmoniously in tune with laws
of nature i.e. dharma or dhamma. It is worth mentioning that this huge monument has been constructed
and is operating only on voluntary donations and there is no entry charge for any visitors. It is worthy of
study on account of its non-commercial spiritual orientation It could be the first consciousness based
approach of tourism management in practice. This can also suggest that "Awareness & Ethical Living" can
be most precious recreational involvement for those who wish to work for themselves and the society in a
more harmonious manner. GVP is a living example of how tourists on one hand "WOW" their senses by
appreciating the grandeur and architectural features of the monument and on the other hand, getting
inspired in learning the life transforming meditation technique that has a potential not only to make them
happier and equanimous but also to lead them on the most worthy path of greatest satisfaction & self-

realization.

Keywords: spiritual tourism, voluntourism, travel philanthropy, vipassana meditation,

_/
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01. INTRODUCTION

1. A. Background and Scope of the Study/Context

The study is sought to bring the attention of tourism research fraternity to the incorporation of
spiritual or awareness trainings through tourism activities. This consciousness & awareness
based approach is intended to bring a positive change in the tourism sector that could help

solve the current problems of the sector.

1. A. Problem & Need

Theobald (2004) & Wilson (2011) brought out many scrutinized, reflected problems of
tourism like overcrowding of tourist attractions; overuse and destruction of natural resources;
resident— host conflicts; loss of cultural heritage; increased crime and prostitution; inflation
and escalating land costs; excessive materialism; stress; global warming; poverty; terrorism;
a lack of personal time and purpose in life; isolation; rising fuel prices; and a host of other
political, socio-cultural, economic and environmental problems. This contribution also
showed path as to where and how to question & bring the required transformations for
existing tourism problems. Wilson (2011) has further quoted that unwholesome emotions like
greed, miserliness, and jealousy can also be detrimental and can lead to human suffering.
Also conceptions of the world and life established on these traits can lead the individuals and
societies in a failed state because they cannot satisfy the requirements of the individuals &

society in a holistic manner.

Above mentioned problems could be summarized as consumerism based partial gains within
the sector due to the absence of a holistic view in relation to development. This happens due
to lack of emphasis on ethics and right psychological frame in the conventional tourism
educational system. It caters more to greed; than to the need based harmony. This calls for an
ardent need to create an educational setup through tourism activities which will influence the
minds of the tourists/visitors and transform the current scenario to reach a point of global

peace, happiness, mutual benefit and harmony.

1. B. In Support of the Need
Francesco Frangialli-Former-Secretary-General, World Tourism Organization emphasized
that there is a greater need to plan carefully where human (society) and environment impacts

too should be taken into consideration for the overall (holistic) development of tourism
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sector.

UNWTO’s Current Secretary-General, Taleb Rifai believes in the tradition of his predecessor
that tourism can be most effective tools to promote mutual understanding, tolerance and

peace.

Minister of Industry, Energy and Tourism of Spain, José Manuel Soria Lopez expressed his
hope for the recognition of the tourism sector's crucial economic and social contribution and

the importance of renewable energy for social, economic and environmental sustainability.

L’Etang et al (2006) emphasized on better utilization of tourism phenomena to meet greater
goals based on the fact that tourism has a massive social, political and environmental impact
on global, national and local arenas. This immediately raises relevance for the tourism

industry in relation to community and social responsibility.

1. C. Problem Solving

All external human influenced realities are first born in mind. Therefore, it becomes even
more necessary to give right content and culture to educate the mind so that it manifests right
realities. Bourdieu (1986) hinted to the same idea on the inculcation of right education by
mentioning that domestic transmission of cultural capital (ethics and right conditioning) is the
best investment for a society.

Wilson (2011) also advocated “Simple living & high thinking” and how it brings major
transformation in people’s values, social movements and consumption patterns. This type of

lifestyle helps one realize one’s higher human potential (spiritually and psychologically).

The prevalent arguments pave a path to the further thought that if tourism policies, research
and phenomenon-all encompass socially benefitting applicable values and mission of
harmony, peace and holistic development; it is possible for tourism itself to act as a global
mode for positive social transformation for leading happier and healthier lives. The
conventional industry approaches are inadequate in addressing the needs of transformation &
holistic development through tourism and the current case study paves a path for futuristic

incorporations in the tourism operations & development.

The next question arises as to what type of information and interventions in tourism can

incorporate socially benefitting values and mission for harmonious, peaceful, happier and
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holistic development....

Filep (2009) recommended that future studies should be conducted in the field of positive
psychology in tourism. Ambroz & Ovsenik’s (2011) informed about the new trend that post-
modern tourists are very much focused around the self and the growth of self-awareness. To
collate the global (macro-level) need and micro-level need of the post-modern individual
tourists, the flow prompted to incorporate the remedial suggestions of Wilson (2011) where
he offers spirituality & awareness as a means to reach the goal. This view suggests that
spiritually inclined individuals are enthusiastically interested and dedicated to betterment in
life due to their connection with a number of positive emotional states, including feeling
satisfied, less worried, a sense of inner peace, love, hope, joy, optimism, compassion,
forgiveness and strive for purity and ‘doing right things’ such as holding and acting upon
strong values, morals, ethics, and care for other people, animals, future generations and

nature.

Wilson (2011) brought out the findings of earlier studies which suggested that spirituality
empowers professionals to be trustworthy, honest and to have a strong conscience-devoid of
greed; to enhance their wish to produce products and services that will benefit all. They often

participate in voluntary activities for the social betterment.

This also resonated well with the viewpoint shared by Breslin et al (2006), who proposed that
spiritual interventions including meditations and mindfulness trainings prepare participants
for a positive and healthier living. Callister et al (2004) were thoughtful of spiritual

education’s interventions that catered to deeper spiritual and humanistic needs of the patients.

There are many types of meditations and mindfulness trainings but some are embedded in
belief systems which might not be universally acceptable. Lewis’ (2000) emphasized that
spiritual education in a modern secular state is required. The education of spiritual awareness
is held to be an aim of education for all people, and is decisive for any formation of good
educational practice.

Hay and Socha (2005) concluded that spirituality is natural and universal and thus it cannot
only be related to members of culturally specific religions. Rogers (2007) summarized many
important concepts on foundation of spiritual tourism thus shaping the suitability of the
current study. She mentioned about the changing concept of spirituality in post modern

society, decline of allegiance to religious doctrine, movement towards development of the
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self and interconnectedness with the earth’s ecology & impact spiritual capital has in the
work, social and family communities of travelers. Her views were harbored at International
Institute for Promotion of Peace through Tourism (IIPT) where D’ Amore (2012) propagated

the view that ‘Every traveller is potentially an ‘Ambassador for Peace’.

Smith & Kelly (2006) emphasized the need of an alternative space where one can observe

oneself without the stresses and distractions of a routine life.

Wilson (2011) laid his views in the support that one’s spiritual nature manifests through one’s
values, morals, ethics and actions, and is at the focal point for one’s well-being. Well-being
and spirituality are directly proportional in existence. His recommendation encourage having

future studies into role of tourism in developing spirituality.

“Vipassana meditation as taught by S N Goenka in the tradition of Sayagyi U Ba Khin”
happened to satisfy the clearances of the above stated requirements, such as-being non-
sectarian, universal, love and compassion (positive psychology) based for all species,
respecting earth’s interconnectedness and harmony along with the provision of being taught
in an alternative space (to facilitate complete dissociation from the normal routines in
retreat’s complete silence). Also Barbara L. Easterlin and Etzel Carde’s (1998) study on
Vipassana Meditators, reported greater self-awareness, positive mood, and acceptance. Haq
& Jackson (2006) concluded that there is a need to assess and analyse the effects of spiritual
tourism on personal and social consequences. Teachings in Vipassana courses coincide with
Grayling’s (2003) conceptualization of spirituality that points towards nature and natural laws
hence these reasons seem encouraging to study the operating cycle and module of Global
Vipassana Pagoda, a monument & a destination in Mumbai that stretches the definition of
tourism into lesser heard domains of social welfare, travel philanthropy, conservation,
sustainable eco-friendliness, voluntourism and more importantly living harmoniously in tune

with laws of nature.

The participants (students as well as serving volunteers) in the ten day residential Vipassana
meditation courses as well as some Vipassana Information Ambassadors (Volunteers) at
Global Vipassana Pagoda qualify to be called “tourists” because as per UNWTQO’s definition,
“Tourism is a social, cultural and economic phenomenon which entails the movement of
people to countries or places outside their usual environment for personal or

business/professional purposes. These people are called visitors. A visitor (domestic, inbound
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or outbound) is classified as a tourist (or overnight visitor), if his/her trip includes an

overnight stay.”

The operational module of Global Vipassana Pagoda is considered for study because it is a
reflection on how tourism interventions — firstly as visitors at Global Vipassana Pagoda and
secondly as residential students (tourists) at vipassana meditation centers is facilitating an
effective transformation. It is noteworthy that through these types of retreat or spiritual
tourism engagements the participants display desirable traits like responsibility, welfare
motive and development of stronger ethics or value system which leads to harmony and

sustainable growth.

02. METHOD

Background:

Human Resource Development & Management are the highest contributing factors in this
non-commercial tourism phenomenon and operations module. In the Global Vipassana
Pagoda premises, the main Global Vipassana Pagoda is the monument for tourist attraction,
which facilitates public awareness about the meditation retreats and the benefits of meditation
and holistic (spiritual) lifestyle. Old & already benefitted vipassana meditation students, who
are good at communication skills; volunteer to educate the visitors about meditation courses
and its benefits. Short courses in a breath awareness technique are also conducted-free of all
charges; for the visitors to participate and get inspired to try longer courses. There is a
residential vipassana meditation course center in the premises where the students and servers
both reside in retreat surroundings (as tourists) to derive benefits and witness positive
transformations. There is a food court that serves vegetarian, non-alcoholic, intoxicant-free,
hygienic and reasonable priced food & beverages to visitors such that their consumption does
not harm anyone or even the consumers.

The Books and Souvenir shop sells items that have positive contribution to welfare and
knowledge sharing. A research institute that runs certificate courses with the aim of spreading
the theoretical awareness about the methodology to come out from sufferings. International
researchers & students from many countries participate in 3 month residential courses which
stand out in the domain of research & educational tourism. These international students are

not charged any fees; neither for the lessons nor for lodging-boarding.
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How is it done?

Requirement of information volunteers at Global Vipassana Pagoda-a destination is published
in the newsletter that has a good circulation among the old meditators. E-mail ids and contact
details of the old 10-day Vipassana course students are obtained from the centers’ database.
E-mails are sent to the e-mail ids of the Mumbai based old students informing them about this
opportunity to volunteer as a “Dhamma Ambassador” at Global Vipassana Pagoda wherein
they have to commit six hours in a month in a pre-decided slot -when they would come to the
monument to guide and serve as Vipassana & Pagoda information volunteers. Out of these
six hours of volunteering, four 