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About Congress 

Tourism income can support livelihoods in many island communities. It is also uniquely placed to 

benefit from, and provide support for, the special cultural and natural heritage assets which are a 

feature of so many of the world’s islands. Tourism has become an activity in many of islands 

destinations that has helped them to develop and grow economically, but also to express very 

complex realities to the point of creating their own characteristics.  

Within these realities, the islands, the paradise for many sun and beach tourists, are not on the 

margins of current trends in strategic planning and are redefining products under the idea of 

sustainability and differentiation – natural and cultural heritage – and with a high social participation 

in decision making and tourism governance developments that emerge from the island environment. 

The importance of tourism for islands should not just be seen from a macroeconomic perspective.  

A congress on the islands brings together experts from different countries to explore the tourism in 

islands and opportunities to talk about changes in the face of such global problems as energy 

efficiency, urban planning, social and economic development, an opportunity to debate and learn 

about the most recent studies in this regard. This congress is an occasion for the study of their 

complexity, has to be multidisciplinary and systemic. The anthropological complexity of the tourism 

is also a special challenge to the new generations and therefore to the educational proposals and 

systems.  

Hence the diversity of the proposed themes that, allowing a multireferentiality of contributions, 

intends to ensure, from the heterogeneity of the disciplines and contexts under analysis, its inherent 

complementarity around the multiple unity of the island universe as extraordinary human and natural 

potential. 

The Canary Islands are one of the most important tourist destinations in the world. In 2018 more 

than 16 million tourists came to this archipelago in the Atlantic Ocean. The implementation of the 

“sun and beach” tourism model led to the spatial reorganisation of its islands, generating significant 

impacts on their territory and their inhabitants. It is, without a doubt, the best place to debate and 

reflect on the opportunities and contradictions that tourist activity generates in island spaces with 

very particular, unique and limited characteristics: the costs of insularity, water, territory, image, 

paradise, energy.  

The celebration of this congress is an opportunity to know and exchange experiences and research 

on tourism in islands, a point where to work on the tourist models of the islands from a triple 

perspective such as environmental, economic and cultural. 
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Conference Themes 

Session 1: Cultural and natural resources for Island tourism 

Chair of session: Heredina Fernández Betancort 

This session will present papers on the management of cultural and natural resources. These 

resources represent opportunities within the tourist activity, as well as threats derived from their use. 

The complexity of using and managing new resources for tourism is based on the very definition of 

the types of tourism and the motivations of tourists, as well as on the relationship with employment 

in tourism. Therefore, we will focus on the creation and management of new products, the 

interpretation of cultural and natural assets, their presentation to the public and conservation; we will 

also focus on their ability to differentiate destinations and how local communities participate in 

tourism management. The creative industries and the role of new technologies applied to natural 

and cultural resources as an incentive for different types of tourism will also be the object of reflection.  

Session 2: Smart Island tourism and strategic marketing  

Chair of session: Jaume Guía Julve 

This session will explore technology at the service of tourism destination management strategies. It 

will work on innovative actions, interaction and integration of visitors with tourist services and their 

environment. In this area it will be important to analyse technology in the promotion of the lifestyle of 

the destination, in the integration of culture, and territory strategies with technologies, either as an 

attraction tool or as a marketing tool. In short, it will be a space to talk about technology at the service 

of the authenticity of island territories and the promotion of innovation and digital culture in tourism. 

Session 3: Best Practices in sustainable tourism management 

Chair of session: Libertad Ramos Siqueira 

In this session we want to focus on showing examples of good practice in sustainable tourism in 

island tourist destinations. We want to reflect on sustainability actions in tourism policy, a vital 

relationship in island territories. For this reason, we want to have strategies that highlight this 

perspective and open a debate on how the lives of communities and tourist experiences have been 

improved. Also, those related to the specific and transversal dimensions of education in insular 

contexts: importance of the constancy of the sea and the delimitation of the terrestrial space; the 

meaning of community; importance of an education that promotes the interest for an insular tourism 

sustained in economic, natural and social terms. The works presented in this session should show 

experiences and initiatives of reference in successful sustainable tourism in this regard.  

Session 4: Climate change: challenges for Tourism Island  

Chair of session: Frank Babinger 

The changes associated with climate change are unequivocal. Climate change will have a decisive 

impact on tourist destinations and on tourists, which is forcing us to think about designing new 

tourism models. Tourism can take action to combat climate change, either by carrying out research, 

mobilising resources or innovating in this sense. Therefore, in this session we want to focus on work 

that scientists, tourists, businesses and investors in tourism are already doing to address the impact 

of climate change. 
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Session 5: Entrepreneurship and Innovation  

Chairs of session: José Álvarez García & María de la Cruz Del Río-Rama 

Entrepreneurship and innovation are important factors in tourism. Tourism industry is made up of 

many small and medium-sized enterprises y these enterprises these companies do not understand 

entrepreneurship and innovation in the same way. Sometimes due to a lack of motivation, knowledge 

or resources, these companies are often not very innovative. Nevertheless, the concepts around it 

are very different like changes in service organization or technology. However, since tourism offers 

many opportunities for business development and are both central to the continued success and 

development of the industry. Interestingly, however, academic articles on entrepreneurship and 

innovation in tourism are few and far between. For all that, a congress of this nature should include 

a session to talk about and show the capacity of companies to develop and organize an innovative 

business and clarify the key concepts around their meaning; it is essential to know the behaviour of 

entrepreneurs in the field of tourism to increase competitiveness and, therefore, productivity and 

economic development. 

Session 6: Expanding the tourist image of the islands 

Chair of session: Helena Theodoropoulou 

The treatment and projection of the image in the development of tourism in a destination is very 

important. The image influences the purchase or encourages the decision process of a consumer 

and therefore in the success or not of a destination. In this session, we want to work on the image 

of the destinations and their companies, both the perceived image and the one projected in its 

different dimensions. It will be of interest to analyse the evolution of the image, the process of image 

formation, as well as the impacts on the economy and culture of the destinations. It will also be of 

interest to know the communicative actions of the media, as well as those works aimed at improving 

the effectiveness in communicating the desired image through different media and formats. In short, 

we want to talk about the communication of the tourist image, the perceptions of tourists and locals 

and the impacts of these images 
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Sessions 

Session 1: Cultural and natural resources for Island tourism 

Chair of session: Heredina Fernández Betancort 

 

ID 3: Vino de Tea (Pine Wine) from La Palma (Canary Islands): Differentiation 

criteria, cultural preservation and tourism opportunities for a unique product at the 

verge of disappearing 

Pablo Alonso González - Institute of Heritage Sciences - CSIC 

Eva Parga Dans - Universidad de La Coruña 

Alfredo Macías Vázquez - Universidad de León 

Teresa Martínez Cortés - Universidad de La Coruña 

 

Vino de Tea, which literally means ‘wine made of tea’, refers to a traditional method of elaboration from the 

northern area of La Palma (Canary Island). It is a unique wine made with autochthonous pine or pinus 

canariensis, an endemic conifer highly resinous and solid used to make casks where wine was naturally aged 

and preserved (Climent, Chambel, Pérez, Gil, & Pardos, 2002). However, the Vinos de Tea are currently at 

the verge of extinction due to the arrival of modern oenological methods and the lack of marketing strategies 

to position it as a differentiated product with unique characteristics based on the identity and heritage of 

northern La Palma. 

This paper presents the results of a novel study of “Typification of Tea Wines: Aromatic Precursors and 

Chemical Composition” (2018-2019), funded by the Cabildo of La Palma (Spain) and involving a partnership 

between the Denomination of Origin of La Palma, IPNA-CSIC, Incipit-CSIC and Universidad de La Coruña. 

The aim is to investigate physicochemical and cultural differential characteristics of this type of wine and thus 

contribute to its typification, preservation, valorization and future sustainability as a cultural and natural 

resource, both for promoting island tourism as well as an opportunity for local communities employment and 

territory, in line with our previous research in heritage (Parga Dans & Alonso González, 2017). This involved 

a mixed methods approach combining qualitative ethnographic and quantitative physic-chemical methods. 

Results show: 1) the traditional culture of wine through ethnographic fieldwork; 2) the determination of objective 

physical-chemical parameters that allow to establish correspondences between culture and nature variables 

and; 3) the identification of parameters of differentiation between traditional and modern tea wines; 4) the 

presence of alpha-terpineol in Vinos de Tea, a compound with anti-inflammatory and anti-cancer potential that 

could support product marketing (Khaleel, Tabanca, & Buchbauer, 2018) 

Ultimately, the theoretical contribution reflects on the need to understand local heritage products as an asset 

for the growth market of cultural tourism, enotourism, while connecting with the real traditions that gave them 

sense, instead of attempting to create new products combining modernity and tradition that are ultimately 

unsuitable both for inner consumption within the islands, and for external consumers seeking value-added and 

unique cultural products in their visit. The expected practical result is to establish functional criteria for 

differentiation of VT by tasters, institutions, producers and consumers, as well as information for tourism. 

 

ID 10:  Cultural tourism development on Saadiyat island (UAE) 

Adriaan De Man - United Arab Emirates University 

As one of the largest islands of Abu Dhabi, Saadiyat has very rapidly grown into the capital’s main cultural 

center. It aggregates different districts, some of which residential and hospitality-based, having become 
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internationally known as the location of the Louvre, and the almost finalized Guggenheim and Zayed National 

museums. The entire project will be concluded before the Dubai Expo 2020, at one-hour drive from Saadiyat. 

Although easily accessible by bridges, the circumstance of being an island provides the area with a clear 

distinctiveness, leading to both technical challenges and marketable opportunities. 

 

ID 55: Nautical tourism in the Azores islands: Routes and stopovers of yachtsmen in 

the regional marinas 

Luís Silveira - University of Coimbra 

Norberto Santos - University of Coimbra 

Claudete Oliveira Moreira - University of Coimbra 

Rui Ferreira - University of Coimbra 

 

Every year thousands of yachts cross the North Atlantic, sailing mainly from North America and Caribbean to 

Europe, and vice-versa. Nautical tourism has the capacity, already proven in other areas, to promote economic 

development, including in small seaside towns. The autonomous archipelago of the Azores, through its 

regional government, has selected tourism at the end of the 20th and beginning of the 21st centuries as a key 

element for the territory’ development. Having nature tourism as its main tourist product, other products such 

as nautical tourism (through yachting and cruise tourism) have been chosen as important complements for the 

tourism activity in these islands. In order to qualify the nautical offer in the Azores, seven of the nine existing 

marinas were built in the present century.  

The main question is whether the construction of the newer marinas was partly due to the diversion of yachts 

from the two oldest and main marinas in the Azores (Horta and Ponta Delgada), or the existence of the newer 

marinas led to an increase in the total stay in the Azores (without interfering in number increase of vessels 

stopping at the two main marinas). As complementary objectives to this base question, this work intends to 

analyze and understand the patterns of yachts mobility, as well as to correlate different variables with each 

marina, among them, the size of the yacht, the type of vessel, the nationality, the number of days in each port 

and the number of crew members. Determining and characterizing these correlations will help stakeholders to 

promote a tourism product that best meets the nautical tourist population that visits the Azores. The first results 

of the research (still ongoing) show that the Horta marina (although it is not the most western port of the 

archipelago) is the main gateway to yachts coming from the American continent.  

These yachts arrive mostly from Bermuda, Antigua and Barbuda, Guadeloupe, Martinique, and Leeward 

islands (these last four belonging to the Caribbean region). From the Horta marina they go to France, Gibraltar 

and Spain, as well as to the other islands of the Azores. The marina of Ponta Delgada also plays a significant 

role as a port of departure to outside the archipelago (Spain, continental Portugal, Gibraltar and France). The 

average number of crew members per boat was 3.9 yachtsmen, in 2018, and the main nationalities of 

yachtsmen are French, Portuguese, British and from the Benelux countries (Belgium, the Netherlands and 

Luxembourg).  

 

ID 15: Tourism and heritage in the Antarctica: A successful synergy? 

Elena Martín-Cancela - Universidad de La Coruña 

 

On hearing the words “tourism and the Antarctic”, most people experience feelings of curiosity, or at least 

surprise.   Tourism in the Antarctica is not recent; indeed, it dates back to 1960s, yet it is in the recent past 

years that it has become an “affordable” option for those eager for new and extreme experiences. Taking into 

account that tourism is precisely that - living new and enriching experiences -, this pairing of Antarctica and 

heritage should definitely work, but what about sustainability and the preservation of a natural heritage?  
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What might be an unknown tourist destination for some people welcomed around 50,000 visitors last year. 

What are these tourist looking for? Most operators focus their trips on nature and wildlife, and the Antarctica 

is a wonderful setting for that. Indeed, it is possibly one of the world’s most outstanding islands, perhaps even 

the best and most astonishing one of all 

No one can deny this continent is one of the least known and also with vast potential; in fact, it has been 

declared “natural reserve devoted to peace and science” by the Antarctic Treaty. It is precisely for this reason 

that the Antarctica has its own Environment Protocol (reviewed annually); its own laws regarding research 

campaigns; its own visitor’s guidelines for tourists and its own International Association of Antarctica Tour 

Operators (IAATO), among many other measures presented and agreed by AT members at their Consultative 

Meetings, which have been held annually since 1961. 

Yet this white desert conceals much more than cute penguins, seals or imposing icebergs (unfortunately fewer 

and fewer each year). It also has a wealth of history. A history which began long before the race for the 

conquest of the South Pole by Amundsen, Shackleton and Scott. Indeed, the Egyptians, Romans and Greeks 

such as Ptolemy, described an unknown continent in the South that mirrored the symmetry of the frozen lands 

of the North.  

The discovery of the Antarctica remains an unresolved chapter of our history, but not a mystery. There is 

enough evidence to prove that it was  a Spanish vessel (San Telmo) and its crew that unfortunately discovered 

the Antarctica (unfortunately because that was their tragic end, as they were lost after several storms damaged 

the vessel and it disappeared during the voyage to the as then  unknown Antarctica 200 years ago, in 1819).  

We may still be unable to see the remains of that shipwreck in the Antarctica, but there are a lot of other 

remains from later expeditions like cairns or shelters, perfectly preserved, still with their supplies, tools and 

everything the first expeditionary visitors to the Antarctica needed.  

All this heritage is worth a trip to the Antarctica, but is also worth preserving and therefore a tourism strategy 

rooted in sustainability is essential. 

 

ID 18: Freak tourism, Volume I: Templars in Majorca 

Javier Franconetti - Escuela Universitaria de Turismo Felipe Moreno 

Luciana Melo Pereira - Escuela Universitaria de Turismo Felipe Moreno 

Margarita Barrera Cañellas - Escuela Universitaria de Turismo Felipe Moreno 

 

The use of intangible heritage as a basis for the creation of new cultural tourism products is a form of economic 

and sustainable development that respects not only the environment of the host sites, but also their heritage, 

traditions and historical heritage. 

In this environment, we observe how tourist market niches are born, each time more specialized and 

segmented, that require specific attention, since they are oriented to the knowledge of a certain singular facet 

of the culture of the place they visit, conforming what has been called "freak tourism". 

A clear example of what has been described is the exponential increase in visits that are currently received by 

all those localities that have served as cinematographic settings for successful series and films that exploit 

tourism that makes them unique. 

We therefore propose the creation in Mallorca of a Templar route, that is to say, one that runs through the 

Templar enclaves of the island, known for its historical past associated with this famous military order, which 

enjoys great popularity among some sectors of the population as attested to by the many literary successes 

related historically or novel to this order (Ibañez, 2013). 

It is proposed to carry out an exhaustive study of historical, documentary and historiographic sources to 

determine a series of geographical and historical settlements related to the Templar theme, together with a 

study of communication routes and services on the island of Mallorca that will allow the creation of a cultural 

route. 
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After the study, an itinerary will be designed in which, in addition to detailing the locations and narratives of the 

historical events of each of them, the routes through the island will be specified, as well as the complementary 

offer necessary so that visitors to the proposed circuit can have a global cultural experience, which also 

includes gastronomy, oenology and crafts, typical of the area, relying on the already existing tourist 

infrastructure. 

This design and the consequent route will also be supported by a free app, which will not only show the visitor 

the different enclaves but will also explain its related historical content and inform him of the services necessary 

to make his visit more pleasant. 

The implementation of this new tourist route in Mallorca will help to de-seasonalize the traditional offer, framed 

within cultural tourism, promoting interior areas more unknown by tourists and helping to revitalize 

municipalities with lower per capita income, while allowing the application of environmental and cultural 

sustainability criteria, since it is completely detached from the traditional offer of "sun and beach" of the island.  

 

ID 34: Proposal of urban geotourism in La Orotava (Tenerife, Spain) 

William Hernández Ramos - Instituto Volcanológico de Canarias 

Monika Przeor - Instituto Volcanológico de Canarias 

Javier Dóniz-Páez - Universidad de La Laguna 

Pedro Hernández - Instituto Tecnológico de Energías Renovables - ITER.  

Nemesio Pérez - Instituto Tecnológico de Energías Renovables - ITER. 

 

Urban geotourism appears as an innovative form of tourism consisting in exploiting the relief in the urban 

areas. The heritage existing in the cities and in the old towns, are present in natural outcrops or in a tangible 

cultural heritage (urban plane, streets, churches, cemeteries, castles, buildings, etc.).  

The aim of this work is to identify the geo-cultural sites associated to La Orotava Village and propose the urban 

volcanic geo-routes. The study area is located in La Orotava giant gravitational landslide valley, at the northern 

part of Tenerife Island, Canary Islands, Spain. This Village is spotted over the basaltic aa and pahoehoe lava 

flows associated to the Llano de Los Infantes cinder cone of Pedro Gil volcanic rift, as well as various ravines.  

From the historical point of view, La Orotava Village was part of the Menceyato of Taoro, which was one of the 

nine aboriginal kingdoms in which the island was divided before the Castilian conquest (1492) the island. After 

that, the construction of La Orotava Village started in XVI century and lasted until XIX century, when main and 

most edifices were built. Due to the antiquity and a rich history linked to the down town of La Orotava, the 

Village was declared a protected cultural area (Bien de Interés Cultural, BIC, 22 de febrero de 2005). 

Nowadays this town is an important cultural tourist destination in Tenerife.  

The methodology used in this work consisted on cataloguing, classifying and assessing volcanic geo-heritage 

sites present in the La Orotava Village. All geo-cultural sites show the relation between volcanic processes 

and the society roles in this urban space. We selected eleven geo-cultural sites: which include churches, 

gardens, convents, streets, squares and houses along all the Village of La Orotava. Each of the selected sites 

was classified by its main cultural and natural interest. The cultural elements were divided in two groups: 

religious cultural elements and civil cultural elements.  

According to the natural and cultural resources catalogued and the possibilities offered by this new form of 

tourist leisure, the geo-route that we propose attendeds to geographical thematic, including natural, social and 

cultural characteristics. The itinerary is adapted to every type of tourist requirements and the length of the 

route is approximately 5,2 km.  
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ID 35: Resources for the geo-tourism in volcanic Natural Park of Fogo (Fogo island, 

Cape Verde) 

Javier Dóniz-Páez - Universidad de La Laguna 

Esther Beltrán Yanes - Universidad de La Laguna 

Monika Przeor - Instituto Volcanológico de Canarias 

William Hernández Ramos - Instituto Volcanológico de Canarias 

Nemesio M. Pérez Rodríguez - Instituto Tecnológico de Energías Renovables - ITER. 

 

Volcanic eruptions and active volcanoes constitute a threat for people who live around them. However, 

volcanoes offer numerous opportunities to the communities living in volcanically active regions through the 

enhancement of geotourism, geothermal energy and other geological resources. The volcanoes are attractive 

to the general public, but in many places of the world, the volcanic heritage is an opportunity for the leisure 

and touristic recreation.  

Fogo island is located in the southern group of Cape Verde archipelago, in the east Atlantic, about 600 km 

from the west coast of Africa. The Fogo Natural Park (FNP) is located on the summit of Fogo composite 

volcano. This active volcanic island represents an important natural and cultural resource associated to the 

volcanic heritage (caldera, composite volcano, cinder and scoria cones, lava fields, ravines, forests, 

agriculture, livestock, small villages, etc.). The historical eruptions in Fogo occurred in: 1769, 1785, 1816, 

1847, 1852, 1995 and 2014-15. The last eruption took place within the FNP and formed a multiple basaltic 

cinder cones and an important pahoehoe and aa lava field. This volcanic event destroyed the Portela and 

Bangaeira villages. The most important economic activities of the FNP are agriculture, livestock and geo-

tourism. The aim of this abstract is to study the natural and cultural heritage with potential use for geo-tourism, 

as well as to focus on the possibility of creating new products as the volcano-tourism in Fogo. 

The methodology of this study is based on a non-systematic inventory of resources from FNP, according to a 

bibliographical review, aerial photos and fieldwork.  

In case of volcano tourism, the authors highlighted eight main different attractive: landscapes, eruptions, hot 

springs and spas, ecology, nature and adventure travel, black, red and green sand beaches, archaeology and 

cultural parks, as well as the relation between volcanoes and the local religion. Taking into account these 

touristic attractions, we create new products from volcanic heritage, based on the type of tourism and their 

motivation of these to come a Fogo: eco-tourists. Actually, the main resources for the geo-tourism in FNP are 

the trails to the top of Pico composite volcano as well as routes to visit the local culture focused on production 

of wines. Actually, the Fogo island counts with a touristic map with 13 paths in which are detected the main 

natural and cultural resources of the Island and of the NPF associated with the volcanic heritage. Hence, 

visiting the NPF, is easy to see all the volcanic resources described in the scientific literature, like the fumaroles 

in the crater of Pico, hot residuals originated by the 2014-2015 lateral volcanic eruption and black sand 

beaches in São Felipe city, etc.  

These volcanic landscapes show the great opportunity for volcano tourism and are a natural laboratory for the 

practice of geo-tourism. Therefore, the potential of geo-tourism potential can be observed and interpreted 

when we pay attention to the entire volcanic heritage in volcanic Natural Park of Fogo. 

  

ID 73: Tourism and Archaeology, a new attraction in the Canary Islands. 

Dolores Delgado Miranda - Instituto de Estudios Científicos en Momias (IECIM) 

Francisco Miguel Donate González - Coordinador de Patrimonio Ayuntamiento de San Miguel 

 

The first images of the Canary Islands as a tourist spot are found in the retinas of scientific observers, French 
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naturalists, British explorers, expeditionaries who in the search for strategic points to continue their routes, 

were forming a large group of foreign visitors who spread the attractions of the Archipelago Canary. 

This early "tourism" after its conquest in the fifteenth century and following is exploring new points of interest. 

The various scientific areas that could be studied, the island nature, the climate of the Islands as a remedy for 

health problems, are still today one of the tourist attractions that this group of islands presents. And it is on the 

Island of Tenerife, specifically in the Orotava where in 1886 the Hotel and Sanatorium Company of the Orotava 

Valley was formed. Likewise, the imp rovement of the maritime communications media clearly improved their 

situation from the economic point of view. 

But we want to highlight for this insular terrain, a new strategic point as a tourist attraction, Archeology. The 

archaeological wealth of the Canary Islands is confirmed by the existence of seven archeological museums, 

one for each island, which fills with content for the small insular space, we will give some details throughout 

this paper. 

And we will specify on the island of Tenerife, we have a clear example of this interaction between tourism and 

archeology as suggestive, it has new technologies, interest in the preservation of archaeological sites and the 

dissemination of indigenous culture. In the City Council of San Miguel de Abona, the technological 

improvement and expansion of services for tourist and foreign visitors that can benefit from the attractive world 

of Archeology are already being carried out. 

Rooms for the installation of interactive modules, an immersive room and 3D viewing of the main pieces of his 

collection, a virtual world for the outstanding Uchova Cave, a funerary site lost in time that is recreated today 

in a space in 360 degrees, through virtual reality glasses. 

 

ID 87: Islands’ biocultural assemblages as grounds for heritage tourism products: 

the case of Seychelles 

Jaume Guía Julve - Universidad de Gerona 

Natalia Ferrer Roca - Universidad de Gerona 

Lluis Coromina Soler - Universidad de Gerona  

 

Some resort islands are struggling with the problem of how to develop a destination image based not only on 

the sea-related resources and activities but also on the local history, natural attractions and culture (Cameron 

& Gatewook, 2008). However, in most island states, heritage management is often seriously underfinanced 

and under-resourced and as a consequence, the exploration of the islands wide range of intangible heritages 

is discouraged and underdeveloped (Boswell, 2008).  

Small islands’ are the result of an assembling process of biodiversity and cultural identity over the years. The 

islands biocultural assemblages are a result both of external relations with the island’s surrounding 

environment and internal relations within the island’s changing human ecology. Distant political powers and 

economic forces are the major external influences that affect the flow of natural and cultural elements to and 

from the island, while screening effects and isolating effects are factors that explain internal interactions (Tsai, 

2003). Therefore, biocultural assemblages and the associated processes of co-evolution and nature-society 

interactions are the result of intermittent opportunities purposively provided by or inadvertently found in the 

openings and closures of their boundaries, and provide ingredients for relevant heritage narratives. 

In this paper, we explore the evolutionary path of biocultural assemblages in different islands of the Seychelles 

and assert that these assemblages are fertile grounds for the identification of intangible and tangible heritage 

resources with which, meaningful cultural, educational and experiential tourism products could be designed, 

developed and managed (Ho & Mckercher, 2004).    
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Session 2: Smart Island tourism and strategic marketing  

Chair of session: Jaume Guía Julve 

 

ID 31: The utopia of the desert island: anthropological issues around the 

robinsonade’s contemporaneity in the marketing of island tourism 

Adalberto Dias de Carvalho, Professor and researcher at ISCET - Instituto Superior de Ciências Empresariais 

e do Turismo. 

The Robinsonade is frequently used as a tourist-marketing tool. We propose to question all the epistemological 

and strategic assumptions of that use by starting to analyse the notion of "desert island" presented by Deleuze 

as the dream of the man by being himself the consciousness of the island and where, rather than the island, 

man is also who is truly separated from the world, recreating the world.  In this context, this notion will be 

related to Michel Foucault's notion of heterotopy. Heterotopy as a connection of spaces breaking with real 

space and as heterochrony breaking with real time. However, Foucault adds, "today's worry is fundamentally 

about space, probably much more than time". It will no longer be a matter of medieval conception of space as 

a location within a hierarchical set of places, nor of the Galilean space where "localization gave place to 

extension", but from the location, "defined by relations of proximity between points or elements", "substituted 

extension, which itself had replaced emplacement" and concerns the space outside.  

On the basis of these assumptions, we will especially consider the third, fifth and sixth principles which 

characterize these “different spaces”, respectively, as "the power to juxtapose in a single real place several 

spaces, several sites that are in themselves incompatible”, which always assumes an opening and closing 

system and, finally, that either have “the role to create a space of illusion that exposes every real space as still 

more illusory” (…) “or, else, on the contrary, to create another space, another real space, as perfect, as 

meticulous, as well organized, as ours is disordered”. We will also try to mobilize the notion of desert island by 

considering it from the conception of contemporaneity as "a singular relation with one’s own time, which 

adheres to it and, at the same time, keeps a distance from it”, presented by Giorgio Agamben. Methodology: 

conceptual research and content analysis. Expected results: To contribute in order to understand if 

Robinsonade’s contemporaneity in tourism marketing is epistemologically legitimate and anthropologically 

valid. 

 

ID 49: Canary Islands as a cinema setting: New roads for tourism and its economic 

implications 

Jon Frias Mendi - Universidad Europea de Canarias  

Enrique Carrasco Molina - Universidad Europea de Canarias  

María Mercedes Sánchez de Armas - Universidad Europea de Canarias 

 

In recent decades, the tourism industry of the Canary Islands has benefited from strategies promoted by 

different administrations that have sponsored the increase in segmented tourism of higher quality (Hernández 

Martín, Santana Talavera, 2010), which spends more, but, at the same time, turns out to be more demanding. 

In this framework it is observed a growing motivation of more and more tourists planning a vacation to the 

Canary Islands and also interested in enjoying streets, beaches and mountains where their favorite film actors 

have starred their latest movies or series. Think of stars like Silvester Stallone (Rambo V: Last Blood, 2019), 

José Coronado (Gold, 2016), Matt Damon (Jason Bourne, 2016), Brad Pitt / Marion Cotillard (Allies, 2016), 

Chris Hemsworth (In the heart of the sea, 2015), or Christian Bale (Exodus, 2014), to put some names as 

examples. 

The present paper shows how The Canary Islands can be a competitive destination that generates more 

wealth and employment attracting more tourists by the mere factor of being shown as a "movie theater". We 
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also analyse the current tax incentives that benefit film productions, having into account that the Economic and 

Fiscal Regime available to the Canary Islands has favored the Archipelago to offer tax advantages such as a 

40% of direct deduction for foreign productions. With the implementation of tax incentives, in addition to 

campaigns that enhance island landscape benefits (Solá, 2016), the Canary Islands has intensified its focus 

of tourist interest in the economy that is generated around the sectorial activity of big international producers. 

An academic survey, as well as a qualitative and quantitative analysis of economic data, is carried out based 

on reports and contrasted sources from competent administrations in the field of tourism promotion. This 

appoach will provide new data on the economic implications derived from the consolidation of different 

geographical areas of the Archipelago as destinations for film / television productions. 

  

ID 51: Plataformas de Dinamización y Fidelización Turística para Hoteles, Ciudades 

y Destinos Inteligentes. 

Francis Ortiz - CREA SOLUTIONS 

 

Existen diversas soluciones para aproximar al ciudadano y al turista al Destino, aunque no hay una sola 

fórmula que pueda dar con todas las necesidades ni que se pueda considerar definitiva. Los procesos previos 

a la conversión de un Destino Turístico pasan por la Transformación Digital del Sector Público, el tejido 

empresarial en su conjunto y de la población residente. La tecnología, apoyada en una formación contínua 

puede aportar ciertas mejoras que, utilizadas con sentido común pueden ser escalables, sencillas y 

sostenibles. Desde esta perspectiva, se ha identificado una propuesta de Smart Destination basada en 3 

pilares fundamentales: 

El análisis previo de las necesidades del destino 

Mediante un trabajo de consultoría que, con un adecuado liderazgo, formando un equipo multi-disciplinar 

local, dinamizado por expertos en Turismo, Tecnología y Territorio, que a través de diversas técnicas como 

píldoras formativas, sesiones de creatividad y Design Thinking, metodologías ágiles y la ejecución de 

proyectos piloto, identifiquen las necesidades y los recursos necesarios para llevar a cabo cada acción, 

priorizando siempre el beneficio de los ciudadanos, los visitantes y los negocios locales en ese orden y sin 

ingerencias de corporaciones o instituciones externas. La independencia de los grupos de trabajo es 

indispensable para evitar el despilfarro y la falta de concreción sea cual sea el proyecto de dinamización que 

se quiera afrontar. 

Plataformas de Dinamización y Fidelización Integrales 

Existen diversos sistemas de Dinamización y Fidelización de Visitantes disponibles para el Destino, algunos 

a nivel del alojamiento, Hoteles y Apartamentos, Villas, Casas Rurales y Viviendas Vacacionales, otros a nivel 

de Oficinas de Turismo o Corporaciones Locales. Cualquiera de estos actores debe utilizar herramientas que 

no impliquen un excesivo despliegue físico en el Destino de tecnología con obsolescencia programada, sino 

a través de los dispositivos existentes, como son en el caso de los hoteles, las tabletas, sistemas de 

comunicación (TV, Animación) y en el caso de las segundas, los propios dispositivos móviles de Ciudadanos 

y Turistas, siempre que en el caso de los Visitantes, puedan hacer uso de las aplicaciones sin descarga de 

datos o a través de conectividad gratuita y ubicua. 

Análisis exhaustivo de Datos y toma inteligente de decisiones 

Tanto las acciones tomadas por las corporaciones locales en un destino para fidelizar y dinamizar la actividad 

a nivel de plataformas, como cualquier otra acción específica y puntual, contínua o periódica, como pueden 

ser Congresos, exhibiciones, Foros, Encuentros, Exposiciones, Concursos, Acciones Promocionales en 

Ferias, Redes Sociales, Promociones web, acciones en Apps, Experiencias de Realidad Aumentada, etc. 

deben estar siempre asociadas a un sistema de seguimiento exhaustivo tanto del alcance de cada una de las 

acciones, como del posterior efecto social que en los receptores haya podido tener.  

El enorme alcance de los sistemas de comunicación actual, Social Media, Web, Apps, Televisión, Medios 

impresos, generan tal volumen de datos que sin unos recursos adecuados, hacen imposible su adecuado 
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análisis, y por lo tanto, carecemos de las herramientas más fundamentales para poder tomar decisiones 

inteligentes y por tanto, ir mejorando día a día nuestro Destino. 

 

ID 94: Slow Travel Azores & Madeira - opportunities and reality 

Catarina Varão - Universidade do Minho, Universidade Lusófona, Lisbon 

 

The Slow movement (Slow Travel, Slow Food, Slow Living) is an alternative lifestyle and travel concept- those 

travels are considered to be known very similar in their form since the destination is where normally the majority 

of the experience of the trip is concentrated, considering always the fastest means of transport (the plane, the 

car), and usually the most polluting, where the movement of tourists takes place in masses for visiting places 

and points of interest namely knowledge as touristic, referred to in travel guides as not to be missed, although 

with extensive queues for access by avid tourists eager to have a photo registration and proof of that local 

reach, like it was some kind of trophy. The overall objective of this project is to investigate the Slow Travel 

movement and its nuances in the Azores and Madeira archipelago, in order to understand the reality and 

current practices, what opportunities this movement can bring and to what extent these destinations are 

attentive to new opportunities and forms of tourism. 

It is intended to clarify whether or not they are tourist destinations practitioners of the whole field (hotels, 

restaurants, tours and other tourist activities), as well as in the various geographical areas (more touristic 

areas, less populated areas, etc). It seeks to identify sustainability practices or concerns in both regions, 

considering the quality of tourism practiced and awareness raising initiatives (conferences, debates, school 

teaching, tourism clarification and language used, etc.). For this and as a starting point was necessary to 

identify experiences and tours practiced, general attitude towards the environment and this practice and other 

definitions. 

In Slow Travel the experience is the focus of the trip that you want without haste. These experiences can be 

staged by the tourism agents, or the natural ones by the experience of the trip, the route and the usufruct of 

what each place has naturally to offer. Due to its specificity, the slow traveler adopts a slow attitude, traveling 

at its pace even on organized trips (such as those organized by the well-knowledge Canadian company in that 

field Butterfeld & Robbinson) without the rampant run for photographic registration of the tourist spot visited, 

nor agenda too filled with tours, visits and participation in activities as often happens in common package tours. 

 

ID 65: Small Tourism Firms: differences in value propositions 

Daniel Dorta-Afonso - Universidad de La Laguna 

Eduardo Parra-López - Universidad de La Laguna 

José Alberto Martínez González - Universidad de La Laguna 

 

Tourism firms’ value propositions (defined as offerings of value of a tourism firm derived from an application 

of organizational resources to be proposed to customers as a tourism experience –Malik, Pereira, & Budhwar, 

2018)are determinant for their success as they play a relevant role in customer satisfaction, decision to buy 

and willingness to repeat and recommend (Bowden, 2009; Cabiddu, Lui, & Piccoli, 2013; Parasuraman & 

Grewal, 2000; Vargo & Lusch, 2008). Literature acknowledges the importance of value co-creation, highlighting 

the relevant role of customers in the process of value creation (Cossío-Silva, Revilla-Camacho, Vega-Vázquez, 

& Palacios-Florencio, 2016; Petri & Jacob, 2016). Despite the importance of customers, firms are also relevant 

for the process of value creation (Lepak, Smith, & Taylor, 2007)In particular, organizations combine their 

resources to create value propositions, which will be offered to customers (Kim & Choi, 2018; Sirmon, Hitt, & 

Ireland, 2007). Consequently, it is important to analyze tourism firms’ value propositions as the main drives of 

business competitive advantage. In this research we are particularly interested on finding out the main value 

propositions of small tourism firms. 
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To do so, in this research we conducted a survey among 258 owners and managers of different groups of 

small tourism firms (i.e., accommodation, restaurants, travel agencies, car rentals and complementary 

activities). In the survey we asked responders to explain which the main value propositions of their company 

were. We coded each answer 

We expect differences in the value propositions of firms depending on the group of firms they belong to (i.e., 

accommodation, restaurants, travel agencies, car rentals and complementary activities). In particular, we 

expect a big amount of firms basing their value propositions on prices and locations but also on service and 

quality. 

 

ID 75: Tourism firms’ quality of work: the direct effect of temporality 

Daniel Dorta-Afonso - Universidad de La Laguna 

Manuel González de la Rosa - Universidad de La Laguna 

César Rodríguez Morales - Universidad de La Laguna 

Marta Arbelo Pérez - Universidad de La Laguna 

 

It is widely acknowledge in the tourism and hospitality literature that employees are the key drivers of business 

performance. Indeed, they are well-positioned in organizations to directly impact customer value resulting 

therefore in higher levels of customer satisfaction and loyalty, which, in turn, will impact organizational 

performance. However, and despite the critical role of tourism employees for financial and non-financial 

business performance, employment in tourism enterprises in often characterized by several negative issues 

such as low rates, low opportunities for training and low-skilled occupations among others. In this context, the 

analysis of best human resources practices have become popular in the tourism sector (Sun, Aryee, & Law, 

2007). In particular, we place the focus of our research on employment security in the tourism sector as a key 

determinant of the quality of work in tourism.  

To do so, in this research we conduct an analysis of temporality of employment in tourism firms following two 

approaches. First, we make use of public statistical available data (i.e., Survey of Active Population, Social 

Security Affiliation, Tourism Workflow, etc.) to characterize the instability and temporal aspects of employment 

in tourism firms. Second, we hypothesized that providing employees with employment security positively and 

directly impact the quality of work in tourism firms. To verify our hypothesis, we conducted a survey among 

hotels’ employees to estimate the direct impact of temporality in the quality of work in hotels and its relationship 

with performance.  

We expect high levels of temporality and instability in the employment when described with the statistical data 

as well as a negative impact of employment security on the quality of work. Our results have several 

implications that are discussed and open interesting venues for future research. 

  

D 81: Working in tourism businesses: a double edge sword 

Daniel Dorta-Afonso -  Universidad de La Laguna 

Manuel González de la Rosa -  Universidad de La Laguna 

César Rodríguez Morales -  Universidad de La Laguna 

Marta Arbelo Pérez -  Universidad de La Laguna 

 

Most of tourism companies offer their clients value through services (e.g., hotels and other accommodation 

firms, restaurants, car rentals, travel agencies, complementary activities, etc.). Consequently, tourism services 

are characterized by their intangibility, inseparability, perishability and variability. In this context, the quality of 

service is highly grounded on the interactions between workers and clients. As a result, employees of tourism 
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firms are key determinants of the quality of service provided, and therefore of tourists’ satisfaction and financial 

performance.  

Indeed, tourism businesses are key drivers of destination competitiveness in island destinations such as the 

Canary Islands. As such, they have the potential to enhance the well-being of the local population by creating 

employment and impacting in the distribution of the benefits derived from the tourism activity in the destination.  

However, working in tourism businesses is often characterized by negative features such as social discredit, 

low skilled occupations, unsocial working hours, unbalance between work and personal life, low paying rates, 

lack of employment security, low opportunities for training, lack of career development and so on. In this study, 

we are particularly interested in comparing workers profiles and working conditions of the tourism sector with 

other industries to analyse if working in tourism is better or worse than working in other fields.  

In this research we make use of publicly available statistics (i.e., New Contracts per Activity, Affiliation to Social 

Security, Unemployment, etc.) to characterize the labour market in tourism and compare it with other sectors 

(e.g., industry, general services, construction and agriculture). In particular, we pay attention to general worker 

characteristics as well as distinctive characteristics of the tourism sector (paying rates, seasonality, workflows 

etc.) compared to other sectors.  

We expect to find tendencies and characteristics of the labour market in tourism that directly would impact the 

quality of work in the sector. In particular we expect to find lower wages, low skilled workers, higher extra 

working hours, less instability and other negative characteristics of tourism compared to other sectors. 

  

ID 96:  Tourism brand strategies: 32 persuasive communication strategies. 

Mindfulnes Branding and application to the tourism sector 

José Jesús Vargas - Universidad Europea de Madrid 

Almudena Barrientos Báez - Escuela Universitaria de Turismo Iriarte (ULL) (España) 

 

Our research is focused on the effects of an experimental study that examines in depth the discovery, and 

strategic path of the most persuasive universal communication campaigns from 1986 to the present and its 

conceptual and pragmatic application to the tourism sector. The strategic evolution of the communicative pillars 

of companies has undergone an interesting metamorphosis in recent years. In the first two steps of the brand's 

conceptual temple we have gone from the Strategic Branding of Rational Communication, based on the 

qualities of the products, to the Strategic Branding of Sensory Communication, based on the projective 

stimulation of the senses. In the third evolutionary step we move on to the Strategic Branding of Emotional 

Communication, based on the connection with expansive and contractual emotions. Now, fourthly, we are at 

the threshold of a new dome of the brand's Strategic Communication concept: Mindfulness Branding.  

We start, in the first instance, of the analytical identification of the most successful brand Strategies in the field 

of advertising communication, its tourist application, and review its convergence with the concepts of 

Mindfulness Branding, or conscious advertising or tourist communication. Our analytical sample is focused on 

the most creative and most awarded advertising campaigns of the Advertising Festival of El Sol, in the last 30 

years (1986-2016). A broad and representative sample in 20 countries. From this recognized selection, we 

have proposed, and created, a taxonomic classification of 32 types Success strategies with a series of 

universal characteristics that, apparently, last, in time and space. Secondly, we will investigate the essence of 

each one of the Strategies, and we will link them analytically with the tourism sector, and thirdly with the 

essential pillars of Mindfulness, to identify the route, and possible life cycle, that each one of these 

communicative and tourist strategies, depending on the essential bases of the new Mindfulness Branding 

conceptual scenario. 
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ID 4: The Guachinche Wine Culture in Tenerife: a potential destination brand for 

enotourism and resource for local communities 

Eva Parga Dans - Group of Territorial Studies, Faculty of Sociology, Universidad de La Coruña. 

Pablo Alonso González - Institute of Heritage Sciences – CSIC  

 

Wine tourism regions have become key potential destination attractors to a territory, as well as resources for 

local development in the global tourism market. Challenges to overcome in the development of a successful 

sustainable local wine tourism industry include the need for expansion of the destination image as well as the 

preservation of the region’s wine-making history, heritage and qualities (Alonso González and Parga Dans, 

2018; Parga-Dans and Alonso González, 2017). By engaging on wine tourism promotion and cultural heritage 

management debates, this on-going project explores the guachinches of Tenerife (Canary Islands). The term 

guachinche refers to locales where home-made wine is served together with a few traditional Canarian meals 

in the north of Tenerife. These sites have become a tourism, gastronomic and heritage reference in the island 

(Corona Estévez, 2016). Moreover, guachinces represent a successful business model, averaging prices 

reaching €6/litres, compared to the average €2,06/litres of Spanish wines (Medina Rodríguez, 2016). 

Guachinches face important challenges associated to the need of ensuring a quality trademark to protect their 

authenticity, identity and the heritage linked to them, including know-how and material culture. This need has 

resulted in the creation of new legislation between the Cabildo de Tenerife and guachinche associations. 

Data collection drew on a cross-disciplinary ethnographical-sociological study involving a qualitative approach. 

The key data came from: 1) Semi-structured interviews aimed at tracing the key features of wine culture, 

cultural heritage and the relationship between quality-authenticity of guachinches, involving a wide community 

of stakeholders in the wine sector; 2) Literature review and archival material collection. 

Results show: 1) the region’s winemaking tradition through ethnographic fieldwork and archival material; 2) 

the contemporary socio-economic impact of guachinches through sociological perspective; and 3) 

opportunities regarding the guachinche development of a tourism image associated both to quality and 

tradition. Findings provide valuable information and insights for academics, destination managers and policy-

makers, who can then identify opportunities through the wine culture in Tenerife in developing synergies 

between tourism promotion and culture preservation, strengthening the guachinche wine culture, the regional 

brand image and the connection with wine tourism. 

 

ID 29:  Determinants of mixed waste generation within the accommodation sector: 

the case of Puerto de La Cruz 

Eugenio Diaz Fariña - Universidad de La Laguna 

Noemi Padrón Fumero - Universidad de La Laguna 

Juan José Díaz Hernández - Universidad de La Laguna 

 

One of the most unsustainable problems of tourism is waste generation. On the one hand, tourism’ contribution 

to the municipal solid waste (MSW) generation was around 11% in the island of Tenerife between 2006-2015 

(Diaz-Farina et al., 2018). Indeed, the accommodation sector is one of the main tourist contributors, reaching 

up to 40% of the total MSW in tourist destinations such as Puerto de la Cruz. On the other hand, tourism waste 

generation requires significant financial efforts from local authorities, which are not always adequately reflected 

in their financial budget. For example, the annual waste fee charged to accommodation establishments in 

Puerto de la Cruz is €13.90/bed, independently of the amount of waste generated and way below the 

€79.40/bed/year currently in force in other municipalities in the island of Tenerife. Indeed, tourism firms do not 

fully contribute to the municipal waste service costs, resulting in cross subsidies within the local tourism 

industry. In this study, we pursue two aims. First, we analyze the determinant variables of mixed waste (MW) 

generation in the hotels and apartments of Puerto de la Cruz and, secondly, we propose a Pay-As-You-Throw 
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(PAYT) fee for MW generation to the accommodation sector within Puerto de la Cruz, thus introducing an 

incentive scheme for reducing the MW generation and increasing the recycling rate. For this purpose, we 

exploit a cross-section with variables that characterize 61 establishments, including variables describing the 

perception on firm’s waste management policy and door-to-door daily waste collected within a two-month 

period. The sample represents 91% of total accommodation supply of Puerto de la Cruz. The analysis is carried 

out in two steps. First, a Principal Component Analysis (PCA) has been carried out with the aim of reducing 

the number of variables that characterize establishments and their environmental policy, internal waste 

management and training on waste received by employees. In a second step, a multiple linear regression is 

performed to identify those variables that determine the MW generation in accommodation sector. Results 

reveal that the number of beds together with the occupancy rates become the most relevant variable of MW 

generation. 

Counterintuitively, the presence of a global environmental policy in the establishment causes an increase in 

the MW generated. Moreover, the presence of a waste policy within the establishment is also related with 

larger waste generation, although in this case there is not enough statistical evidence. Information provided to 

employees on how to perform a proper internal waste management seems to reduce the amount of MW, while 

specific training in waste management increases the amount of waste generated. In addition, the better 

managers’ perception of waste policy in the establishment, the lower the amount of waste generated. There is 

no statistical evidence that hotels generate more waste than apartments, nor that there is a significant 

difference in the amount of waste generated according to the category of the establishment. To our knowledge, 

this is the first contribution to the literature on the determinants of the MW generation within the accommodation 

sector in a tourist destination. 

 

ID 64: Tourism Excellence: ¿truth or consequence? 

Cristiana Oliveira - Universidad Europea de Canarias 

José Serrano González - Universidad Europea de Canarias 

Elena Pérez - Universidad Europea de Canarias 

 

The objective of the study is to analyze the cultural identity reflected in the San Antonio de Lajas patronal feast 

in Peru; for this purpose, the conservation of local customs, participation and the knowledge and interest shown 

by the local population in said cultural manifestations was evaluated. For the understanding of the 

phenomenon, the contextualization and the theoretical support that highlights the importance of the 

conservation of the intangible cultural heritage, as well as the effects of transculturation and migration given 

that they are present in the San Antonio de Lajas festivity, in the region, were carried out of Cajamarca, Peru. 

The study approach is qualitative. The research designs for data collection and processing were grounded and 

phenomenological theory; Observation, interviews, documentary analysis and photographic records were used 

throughout a period of analysis that covers from 2003 to 2018. 

Changes were identified in cultural expressions in religious activities, music, dance and gastronomy; the 

participation of the population is of the spectator during the patronal festivity, and we have also detected that 

religious devotion has diminished notoriously and that they only participate in events programmed for 

recreational purposes. The knowledge about the importance of celebrating the patronal feast has been limited 

to show interest in social activities within the religious festival. In this sense, there are changes in social 

integration and recreation activities and a syncretism was observed in the changes of typical clothing, adoption 

of external social behaviors reflected in non-religious popular events and festivals, where the local population 

interacts with migrants and visitors. We consider, as a result of all this, how to approach the tourist 

management of these immaterial resources that are already undergoing local changes. 
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Session 3: Best Practices in sustainable tourism management 

Chair of session: Libertad Ramos Siqueira 

 

ID 46: Documenting the “weak heritage” as a tourist attractor: the documentation of 

ethnographic elements and the treatment of personal documents based on 

scientific criteria improving cultural tourism and heritage conservation. 

Juan D. López Arquillo - Universidad Europea de Canarias 

Eduardo Sebastián Pardo - Universidad de Granada 

Anna Arizzi - Universidad de Granada 

Jorge Adolfo Porta Igual - Tesela materiales, innovación y Patrimonio 

Cristina Sebastián Jiménez - Tesela materiales, innovación y Patrimonio 

 

Cultural heritage is unquestionably one of the driving forces behind the change of tourism paradigm that has 

lead over the last decade to a change in the tourism model in many areas that did not have the possibility of 

integrating this powerful resource. Cultural tourism needs attractors in order to encourage the inclusion of 

certain areas in the current tourism circuits.  

In order to make this possible, however, it is essential to document and research meticulously the history of 

ethnological goods and vernacular architecture (‘weak heritage’), since there is hardly any information on them, 

even if they are currently recognized as part of our cultural heritage. Besides, these elements might be found 

in areas which access of great difficulty when carrying all the required equipment for processing documentation 

based on Geomatics. 

Without references to other documentary sources, it has been demonstrated the need to consider certain 

family and personal documents (such as photos and tellings) as information sources, even though they still 

generate little interest on the part of the researchers.  Nonetheless, it has been shown the importance of these 

sources as a means of documenting those ‘weak heritage’ elements in a scientifically proper way in order to 

gain and expand knowledge on the issue, and lead subsequently to its conservation and inclusion in the cultural 

circuits of a given area. 

Trying to apply the usual means and techniques of research and documentation in architectural historical 

heritage to this ‘weak heritage’ might become an arduous task, if not impossible. We would find that terrestrial 

laser scanning technologies (TLS), photogrammetric means and other techniques based on Geomatics cannot 

be used when documenting certain heritage elements in hard-to-reach island environments/areas. This 

unquestionable architectural heritage value and the obvious tourist interest are at a serious risk of collapse, 

therefore, it is completely necessary to document it. Developing a complete methodology of photogrammetry 

in qualified heritage substitution (PQHS), operating principle of the Patrimonial Manager in Tourist Territories 

(GPTT) would be the only suitable alternative. 

In the same way, historical documentation from the archives of the administration and other agencies has short 

references to this “weak heritage”. In these cases, the personal archives of the families from the areas under 

promotion are taken into account, and documentation of historical assets for which no reference existed until 

then is created. Both documentation systems, PQHS and family/personal archives, have proved to be ideal 

thanks to the agreement between parameterized data collection and photogrammetry methodology in difficult-

to-access environments with high cultural heritage developing potential.  

Thanks to the above-mentioned techniques, the Valle del Darro site in Granada has been declared a cultural 

heritage site (BIC). A catalogue made and gathered in the GPTT, and it documents the history and captures 

the present of its ‘weak heritage’ elements which were once condemned to disappear from the touristic routes, 

and, now, this has favored their conservation, as well as it has expanded the range of cultural destinations, 

leading to an example of sustainable, Smart and respectful tourism. 
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ID 19:  The Archipelago of the Azores: The Island of Pico and its sustainable 

development 

Lídia Aguiar - ISCET - Instituto Superior de Ciências Empresariais e do Turismo 

 

The archipelago of Azores, a group of nine islands is located in the North Atlantic Ocean, about 1500 Km far 

from European Continent. Colonized by the Portuguese in the 15th century, its history has left marks on 

tangible and intangible heritage which, combined with the richness of its biodiversity, contribute to a high 

tourism potential. With this paper we aim to address Pico, the second largest island, where an important natural 

park is located which stands out for the diversity of natural and cultural heritage. It is precisely here that one 

can find Pico mountain, the highest in Portugal, and the third largest volcano in the Atlantic Ocean. Pico Island’s 

vineyards were recognized as Cultural Landscape by Unesco in 2003. Important to highlight is the great variety 

of nominations and awards, including several in the domain of architecture, the architectural innovation in the 

rehabilitation of home interiors and the vernacular architecture based on the island’s natural resources. There 

is, therefore, no other option but preserve the natural and cultural assets and the identity of the island to 

manage the park towards sustainable development.  

From all the awards, the most relevant is undoubtedly the World Heritage Site in which UNESCO has 

recognized the exceptional value of a certain area of wine-growing. This designation will only be of interest if 

it benefits the preservation of the cultural assets inserted in the landscape and at the same time contribute to 

the economic development of local populations. From Pico Natural Park, we will focus mainly on the Natural 

Reserve and on the Protected Landscape area, more specifically, on the cultural landscape to prove that the 

two 15th century vineyards, classified as World Heritage by Unesco, still keep its purity.  However, it is known 

that in small islands there are sometimes conflicts with local populations, in matters related to protected areas, 

particularly when they interfere with local economies. It has become fundamental, then, to assess how these 

constraints have been overcome, in order to achieve a sustainable economy. Our methodology was based on 

literature review, statistical data of the island and the official reports of the Autonomous Government of the 

Azores, in order to verify the evolution of tourism over the last few years and check the measures taken to 

achieve sustainability. 

 

ID 24: Marine Tourist Products in El Hierro. Challenges from a Governance 

Approach 

David Domínguez - Universidad de La Laguna 

Agustín Santana - Universidad de La Laguna 

 

Marine resources and tourist products are especially relevant in shaping the tourist experience in El Hierro. 

The island’s main stakeholders are focused on offer nature tourism qualitiy activities, in an attempt to develop 

a sustainable tourist model. A mixed methods analysis of the local characteristics of the marine products, and 

specifically the diving network, provide us useful information about the interactions between entrepreneurs and 

public administration bodies, civil partnership and tourists, as well as the socioeconomical and environmental 

impacts on the marine ecosystem resulting from the tourist sector. This analysis can help to design strategic 

proposals about sustainable destination management and cooperation between involved actors. 

As an investigation in progress, we show some preliminary findings. In El Hierro, diving is by far the biggest 

and most important marine tourist product. Diving centers, as small tourism firms, are located in La Restinga, 

where they cohabited with the artisanal fishing sector in Marine Protected Area of Mar de Las Calmas, in the 

south of the island. Relevant actors describes a complex reality, based on lack of effective communication with 

the public administrations, the increased tension between diving centers with different practices and comercial 

approaches and a variety of issues related to training requirements, responsable use of marine resources and 

the develop of a National Marine Park in the area. 
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ID 25:  Islands’ tourism strategic planning: in search of best practices in sustainable 

tourism policies 

Luís Ferreira - Instituto Superior de Ciências Empresariais e do Turismo (ISCET), Porto, Portugal 

Jorge Pinto - ISCET - Instituto Superior de Ciências Empresariais e do Turismo 

 

Sustainable tourism is one of the pillars of public tourism development policies. According to the Brundtland 

Report, sustainable development is the development that meets the needs of the present without 

compromising the ability of future generations to meet their own needs (WCED 1987). 

Rephrasing Boons et al., (2013) sustainable tourism development depends greatly on the ability of 

governments to design and implement appropriate policies. To develop more sustainable tourism destinations, 

it is essential to persuade governments to incorporate sustainable development principles into their plans and 

activities.  

According to Hall (2000), the public sector’s search for tourism planning has also been boosted by political 

authorities, when  the tourist market changes are perceived and the need for government policies to address 

the problems of economic restructuring in urban and rural areas, thus trying to ensure better quality of life for 

local communities and an improved experience for the tourist.  

UNWTO (2019) mentions the recognition of the need for sound and planned management of tourism 

destinations. Faced with several challenges, DMO, as the leading entity in the tourism destination, has a crucial 

role in promoting a greater engagement of the tourism sector, as well as policy and decision-makers with 

sustainable development. Reinforcing this idea, are the 2030 Agenda for Sustainable Development and the 

recommendations set out in the SDGs and developed in several documents from the UN, UNEP and UNWTO 

(UNWTO, 2018). 

In this context, a content analysis carried out into a set of tourism strategic plan is pursued to identify the public 

policies promoted by governments to ensure sustainable tourism in their tourist destinations. For this purpose, 

the following islands’ tourism strategic plan are analysed: Barbados, Curacao, Kauai, Malta, Tasmania, 

Trinidad, and Tobago.  

This research, based on the pointed-out tourism strategic plans analyses the following variables: principles, 

vision, objectives, goals, strategies, and actions. Monitoring and evaluation indicators are also studied in the 

context of their strict link with the development of sustainable tourism in these territories.  

The expected results intend to present some interesting examples of a few territories that identified and defined 

a set of policies in their tourism strategic planning process that allowed them to support the development of 

sustainable tourism, particularly in island destinations. 

  

ID 79: “Perception residents tourism” and “tourism social perception”. Thematical 

proposal review from Spain 

Pedro Ernesto Moreira Gregori - Universidad de Las Palmas de Gran Canaria. ULPGC, Spain 

Juan Carlos Martín - Universidad de Las Palmas de Gran Canaria. ULPGC, Spain 

Concepción Román - Universidad de Las Palmas de Gran Canaria. ULPGC, Spain 

 

We analyse some of the main academic reviews until now published regarding the positive and negative 

impacts of tourism perceived by host residents (Monterrubio 2008; Harrill 2004; Sharpley 2014; Nunkoo et al. 

2013). We first note the initial importance of Doxey's studies (1975) “the tourist irritation index” or “Irridex 

Model”, as well as the studies by Butler (2006) the tourist destination cycle, and those by Dogan (1989) and 

of AP and Crompton (1993) more focused on the analysis of the residents’ reactions towards tourism 
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development.  

We then comment the various theories that are used to explain these studies, highlighting about all of them, 

the Social Exchange Theory. According to which, there would be an exchange of costs and benefits between 

residents and visitors that would be mutually satisfactory if both groups fulfil their expectations and interests. 

Other theories of relevance are the Social Representations Theory, the Community Attachment Theory and 

the Growth Machine Theory. 

The residents’ typologies (Davis et al.1988) that range from those who “love” to those who “hate” tourism and 

its impacts is another interesting theoretical reference.  

We then analyse the main contributions that study Spanish destinations: 20 publications of 29 researchers for 

the period 2005-2018. A relation of cases of quantitative studies based on surveys allows us to have a general 

idea of the different theoretical approaches and pragmatic conclusions obtained according to national 

destinations and tourist products. 

Subsequently, applying the methodology for the bibliographic reviews of large volumes and through the 

technique of “Computer Assisted Data Analysis” (CAQDAS), we analyse the publications according to the 

concepts of: “Perception Residents Tourism” (n=550), “Tourism Social Perception” (n=669). A special section 

is devoted to the main social theory used in research: the “Social Exchange Theory” (n=128).  

Afterwards, we perform a taxonomic study of content analysis for the publications indexed in Scopus database 

during the period 2008-2018 (dendograms, thermal letters, conceptual maps and kwic). We then propose a 

qualitative classification that cannot be considered exhaustive of the different theoretical approaches that have 

been applied. Thus, we conclude that beyond a number of common variables or indicators, it is not possible 

to apply a unique universal theoretical model that can be used indiscriminately in all tourist destinations 

worldwide. This is inferred in part because of the ambiguity and even contradictions of some results and the 

enormous diversity of destinations. We consider that future studies could provide in detail the analysis of each 

destination’s contexts diversity. 

  

ID 27 Analysis of Tourist Systems Predictive Models Applied to Growing Sun and 

Beach Tourist Destination 

Miguel Ángel Ruiz Palacios - Universidad Privada del Norte 

Soledad Sáenz - Universidad César Vallejo 

Cristiana Oliveira - Universidad Europea de Canarias 

José Serrano González - Universidad Europea de Canarias 

 

This study aims to present a new analysis model of Sun and Beach destinations of Perú, for it has evaluated 

a set of explanatory models and theories related to the tourism system, in the search, current models do not 

reflect at present, the needs of an emerging tourist destination. It was selected, developed and modified, 

adapting a model to the characteristics of the chosen destination, so that a new predictive model emerges that 

will serve to be used as a diagnostic method for the tourism system. 

The study has a qualitative approach, and its design is grounded theory and phenomenological design, the 

procedure of triangulation, coding and categorization of information was carried out, interviews were applied 

to representatives companies, municipality and key persons, as well as observation, to know the current 

conditions of each item evaluated. The investigation covers the months of May 2018 to January 2019, where 

it was possible to appreciate the high tourist demand (summer 2019) and the wild flora and fauna of the Lomas 

de Ancón in its two seasons: winter season (2018) and summer 2019 (dry season), to be able to compare 

them. To define the diagnostic model of the tourism system, nine theoretical proposals and the principles of 

totality and cause and effect were evaluated, which allowed understanding the social phenomenon of Ancon 

district. 

The study concludes that the new analysis model allows identifying the potential of sun and beach tourism 
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destinations in destinations in the growth phase. The District of Ancón has resources and tourist attractions 

that would allow it to develop new tourism products and diversify the local tourist offer. It is expected that the 

diagnosis model will be a reference point for projects and strategic tourism plans with a systemic approach. 

 

ID 36:  Many facet Rasch Model. Instrument for the analysis of corporate social 

responsibility in the interorganizational relations of tourism sector.  

Libertad Ramos Siqueira - Universidad Europea de Canarias 

Esperanza Gil Soto - Universidad de La Laguna  

Mª Ángeles Sanfiel Fumero - Universidad de La Laguna 

Yaiza Armas Cruz - Universidad de La Laguna 

 

Supply chains are currently on the cutting edge of development of corporate social responsibility (CSR) 

actions. In this context, interorganizational relationships represent a fundamental pillar for their 

implementation. This paper aims to analyze the psychometric properties of a measure of the construct “inter-

organizational relations of tourist establishments in the CSR strategy”. The Rasch Multiple Facets model is 

used to evaluate the effect of three facets involved in the corporate strategy: experts, tourist establishments 

and items. After confirming the adjustment and reliability of the measures, the results indicate the vision that 

the establishments themselves, as well as a group of experts, have regarding the importance acquired by 

inter-organizational relationships in the tourism supply chain for the success of the strategies of CSR of the 

establishments, and if that importance varies depending on the type of establishment and its category. 

 

ID 37: Overtourism, tourismophobia and other obsessions. Sustainability seen from 

Porto. 

Jorge Pinto - ISCET - Instituto Superior de Ciências Empresariais e do Turismo 

Luís Ferreira - Instituto Superior de Ciências Empresariais e do Turismo (ISCET), Porto, Portugal 

 

While not being a new debate in the academic world of tourism, the discussion around its limits has 

exponentially grown as the number of tourist arrivals has dramatically increased in the two largest Portuguese 

cities: Lisbon and Porto. Such growth led to the widespreading within public opinion and publishing of keywords 

which, until very recently, were virtually unknown to common people, such as Overtourism, Turismophobia or 

Gentrification. This recent generalization in Portugal called into question a pronely benign view on the "magic" 

effects of tourism that seemed to turn everything it touched into gold. In the specific case of Porto, the rapid 

change in the uses and functions of the urban space is especially evident in the ephemeral nature of the 

commercial structure (with a clear loss of the so-called "traditional trade" and in the emergence of new 

commercial offers, between hybrid, neo-traditional and post-modern), as well as in the residential change, 

through the arrival of new residents but, mostly, by the invasion of "local housing" solutions. This process has 

led to diverse and, more often than not, opposing readings, sharpening the distance between institutions, 

social classes, academics and entrepreneurs, thus navigating between the virtues and perils of tourism 

overcrowding and the consequences for quality of life and social segregation from an economic standpoint.  

We shall conduct a lot-by-lot analysis of an area in the eastern part of Porto, characterised by the presence of 

"ilhas" (islands), although with a significantly different meaning from what is usually defined as"any piece of 

sub-continental land that is surrounded by water" . The "ilhas" in Porto consist of rather deep and narrow urban 

lots which, during the industrial period, were densely occupied.  

 This analysis shall be based on quantitative data (observation and collection of occupation and use data) and 

qualitative data (interviews with the local population and entrepreneurs).  
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Through the methodology proposed above, the work aims to understand the dynamics created by the sudden 

growth of tourism in the last decade and its role in the transformation of the economic and demographic 

dynamics, as well as in the processes of mutation in identity and function of the places themselves, while 

jeopardising  the social and tourism sustainability. 

 

ID 9:  A practical model for hotel water efficiency and conservation: Results of a 

Canary Island case study 

Deborah Popely - Kendall College at National Louis University 

Alberto Moreno Melgarejo - Universidad Europea de Madrid 

 

Water scarcity is a growing problem of particular concern to island tourism destinations (Kasim, Gursoy, 

Okumus, & Wong, 2014).  Water- dependent tourism businesses such as hotels are challenged to maintain 

uninterrupted water supplies to maintain operations and meet customer expectations in these locations 

(Barberán, Egea, Gracia-de-Rentería, & Salvador, 2013).  Numerous studies measured hotel water use at two 

to three times that of local residents (Barberan, et al, 2013; Kasim, et al, 2014).  Water shortages and outages 

can do lasting damage to hotel profitability and market position (Styles, Schoenberger, & Galvez-Martos, 

2015).   This paper proposes a practical model for water conservation and efficiency in hotels of various types 

and service levels based on qualitative case study research with three hotels on the historically water-stressed 

island of Gran Canaria in the Spanish Canary Islands (Popely, 2018).  

The four-part model recommends water management strategies under the following themes: 1) value water 

as a strategic resource, 2) mitigate the risk of natural resource scarcity, 3) promote water efficiency and 

conservation, and 4) sustain supply through corporate water stewardship. The model aligns with literature on 

best practices in hotel water efficiency and builds on numerous studies on hotel water consumption and 

conservation.  Since hotels in arid regions experience above-average water costs (Barberan et al., 2013), 

implementation of these strategies can result in substantial cost savings and enhance hotel financial 

performance (Styles, et al., 2015).  By reducing the impact on regional water supplies, hotel managers can 

contribute to the greater social and economic welfare and maintain positive community relations.  

 

ID 86: Ecosystem of Creative and Cultural Tourism: a model proposal to deliver 

authentic experiences. 

Josefina Salvado - CIDEHUS – Centro Interdisciplinar de História, Culturas e Sociedades da Universidade de 

Évora 

Ana Maria Alves Ferreira - Centro Interdisciplinar de História, Culturas e Sociedades (CIDEHUS) Universidade 

de Évora. 

Jaime Serra - Universidade Évora 

Noemi Marujo - Universidade Évora 

 

Tourism is a complex business, described as a system (Leiper, 1979) which possesses complex 

interconnectivity between its stakeholders and resources. McCormack (2011) describes ecosystem as a 

system made up of intelligent, autonomous and adaptable agents, whose objective is to enable 

interconnections for collective gain. Goeldner & Ritchie (2006) argue that the tourism ecosystem involves 

organisation networks which extend across numerous scales, industries and different spatial activities, 

connecting a large range of actors who each bring a variety of values, roles, interests, abilities, practices and 

diverse resources and ideas.  

When linking the cultural and creative sectors & tourism, we found a concept of “creative tourism” being 

considered as an extension of “cultural tourism” (Richards, 2005; Richards & Wilson, 2006a, 2006b), and a 
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key element of the creative ecosystem (Harrington 1999). “Creative Tourism” offer visitors the opportunity to 

develop their creative potential through active participation in courses and learning experiences, which are 

characteristic of the holiday destination where they are taken (Richards & Raymond, 2000). This angle points 

out that tourism products need to have a local identity and a cultural heritage symbol, which could turn regions 

into strong tourism destination icons.  

Based on an in-depth literature review, we suggested a Creative & Cultural Tourism Model (C&CTM), 

supported by the four concepts outlined in Table 1, Creativity, Value Constellation, Coopetition and Cultural 

Landscape.  

In the proposed model, the creativity is a differentiating element, since it has the ability to improve cultural 

tourism, it is able to generate value, it encourages regional innovation, it is sustainable and it is mobile 

(Richards, 2001). Also, cultural and creative ecosystems incorporate creative industries, creative spaces, 

creative projects and creative people [Harrington (1999) and Shandwick (2015)].  

Following the Richards & Wilson (2006a) “differentiating tourism” stages [1st – Create historical landmarks and 

identity icons for the regions (Evans, 2003, 2005); 2nd – Create attractions and mega-events or exhibitions to 

resonance the territory identity (Garcia, 2004; Richards and Wilson, 2006); 3rd – Design the “theme” of 

cities/areas to build singularity and 4th – Generate “heritage (re) valorisation”, adapting creative tourism to the 

requirements of authenticity of the experience to be provided for the visitor], we presented an example of each. 

In conclusion, the complex relational interconnectivity among Cultural & Tourism stakeholders has the potential 

to leverage the territory endogenous resources in low-population-density areas. But the major restriction on 

model’s implementation is the multi-layered relational network (among business players and community 

actors), and their (very different) points of view, about the multifunctionality of landscapes and territory 

development strategies. 
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The main objective of this study is to analyse comparatively the public policies for historical and cultural 

heritage conservation and use in Natal, Brazil and Palma de Mallorca, Spain, from tourism governance 

perspective. The use of historical and cultural heritage for tourism purposes in line with public conservation 

policies has been the subject of numerous discussions. Generally, in tourism development plans or projects, 

the public sector has to consider various components and determining factors when planning implementation 

and effectiveness of them.  

Coordinating public policies related to the historical and cultural heritage conservation and use with the network 

of actors involved in the tourism sector, including the local population, is one of the main challenges to which 

traditional management systems can not cope. This is where the key concept, action form that is essential 

when developing innovative tourism plans or projects, arises: tourism governance. For Ruano de la Fuente 

(2002), tourism governance is based on satisfying the interests of all the entities involved in tourism, including 

the local population, a great one forgotten on numerous occasions in such initiatives, perfecting the 

communication between all of them.  

In this way, it is possible to obtain greater unity among all public administrations involved in tourism 

development plans or projects and all the companies that compose it, such as hotels, travel agencies, tour 
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operators, restaurant companies, among others, that show interest or need to participate in this plan or project 

and that are directly or indirectly affected by what in it is concerned. In this scenario, this study qualitatively 

analyses the public policies for historical and cultural heritage conservation and use in Natal, Brazil and Palma 

de Mallorca, Spain, in view of a comparative study of cases from the perspective of tourism governance. In 

this way, study data were obtained through literature and documentary research.  

The discourse analysis method was used as an analytical resource for reading the documents in support of 

tourism promotion and conservation heritage assets in the investigated historical and cultural sites. Public 

policies, in view of their regulatory function, when properly prepared, are able to preserve and democratically 

manage the public space, ensuring the opportunity for social exchange, cultural, political and sustainable 

tourism in contemporary societies. Therefore, tourism governance becomes a key element in the tourism 

participative management, targeting the interests of all involved, including the local population. However, the 

main result obtained in this study was the government inefficiency in democratically managing the historical 

and cultural heritage conservation and use in Natal, Brazil and Palma de Mallorca, Spain, in the public policies 

to encourage tourism framework. The local population seems to be excluded from the decision-making 

processes that, in short, have an interest focused purely on tourism economic benefits, which goes against 

the assumptions of tourism governance and the activity sustainability. 
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The tourist companies and in this case, the hotels, are the companies formed by a large number of people, 

where different tasks are performed within the company and their functions are vital for the proper functioning 

of the hotel. These work like a machine, it is enough that a gear dies so that the company does not work. 

Therefore, it is vital that all workers feel a fundamental part of the institution and are mobile to work for a 

common goal. 

In recent years, a large number of companies have recognized the importance that EI has in the work and 

requires professionals who, in addition to being academically trained, have sufficient capacity to develop in 

themselves and in others the personal skills we need to create an ideal working environment within the 

company. In this sense, one of the pioneer companies in realizing the importance of IE has been Google, since 

2007 it teaches courses to its employees related to the subject. The most demanded course is “Search within 

yourself” and revolves around five main axes, the five components of EI: empathy, motivation, self-regulation, 

self-awareness and social skills. 

 

  


