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CONFIDENCE AND LOYALTY FOR AGROTOURISM
BRANDS: THE LESVOS PARADIGM

Chryssoula Chatzigeorgiou
International Hellenic University

Evangelos Christou
International Hellenic University

loanna Simeli
University of Macedonia

It has been established that strong brands are important in the agrotourism industry.
Agrotourism brands provide the link between visitors and the agrotourism firms and
tourists may or may not develop a degree of loyalty to relevant brands. The present study
suggests that confidence in an agrotourism brand has high influence in development of
brand loyalty. Based on hypotheses developed, confidence in an agrotourism brand is
influenced by brand characteristics, agrotourism company characteristics and visitor
characteristics. The present survey took place in Greece and examined the attitudes of
visitors in agrotourism firms at the island of Lesvos. Survey results demonstrate that
agrotourism firm brand characteristics appear more important in their impact on a
visitor’s confidence in a brand. It was also established that confidence in a brand is
positively influencing loyalty. Recommendations are developed for agrotourism
marketers in relation to building and maintaining visitor confidence in a brand.

Keywords: agrotourism, branding, brand loyalty, brand confidence, Lesvos

INTRODUCTION

Agrotourism marketers have long been interested in the concept of brand
loyalty because brand loyalty is a measure of the attachment that a customer
has to a brand (Aaker, 1991). Brand loyalty brings the agrotourism firm many
benefits, including repeat visits and recommendations of the agrotourism brand
to friends and relatives.

Early research on brand loyalty focused on behaviour. Brand loyalty was
construed to be a subset of repeat purchase behaviour (Brown, 1952;
Cunningham, 1956) and intention to repurchase. Later, researchers like Guest
(1955) and Jacoby (1971) argued that brand loyalty has two components: brand
loyal behaviour and brand loyal attitudes.
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The attitude behind the purchase is important because it drives behaviour.
While brand loyal behaviour is partly determined by situational factors such as
availability (Jacoby, 1971; Christou, 2002; Martins, 2016; Mavragani et al.,
2019), attitudes are more enduring. Unfortunately, despite its importance,
brand attitudes have not attracted a corresponding degree of research interest
(Almeyda-Ibanez & George, 2017; Chatzigeorgiou et al., 2017; Mensah &
Mensah, 2018). A compilation of definitions and studies on brand loyalty by
Jacoby and Chestnut (1978) revealed that research on brand loyal behaviour
outnumbered studies on brand attitudes three to one.

O’Shaughnessy (2000) suggested that underlying loyalty is always
confidence, a willingness to act without calculating immediate costs and
benefits. Hence, loyalty to an agrotourism brand involves trusting it. In
agrotourism marketing, the concept of confidence is developed on a limited
basis, though much effort has been spent in finding ways to build and maintain
it. In that context, confidence is built on person-to-person relationships.
Confidence in an agrotourism brand differs from interpersonal confidence
because a brand is a symbol (Kiigiikaltan & Pirnar, 2016; Misirlis et al., 2018;
Mombeuil, 2018; Murphy, 2019). Unlike a salesperson, this symbol is unable
to respond to the consumer.

To win loyalty in today’s competitive tourism markets, agrotourism
marketers have to embrace what is becoming second nature to business
marketers (Donath, 1999) and focus on building and maintaining confidence in
the visitor-brand relationship (Christou, 2003a). Unfortunately, the concept of
confidence in agrotourism marketing is largely unexplored. The focus of this
study is to examine some factors affecting the development of confidence in
agrotourism brands, and to explore how that confidence relates to brand loyalty.
By applying current interpretations of confidence to agrotourism brand loyalty,
this study seeks to approach brand loyalty differently and to provide insights
into consumers’ motivation for loyalty to agrotourism brands.

AGROTOURISM BRAND LOYALTY AND CONFIDENCE

Copeland (1923) appears to be the first to suggest a phenomenon related to
brand loyalty, which he labelled ‘brand insistence’. Brown (1952) and
Cunningham (1956) analysed summary measures of brand purchase patterns
and found marked consistencies in consumers’ purchase patterns of brands of
various products. They concluded that individuals exhibit strong and operative
brand loyalty. Others (Lipstein, 1959; Frank, 1962; Farley, 1963; Nella &
Christou, 2014a) also verified the phenomenon. These spurred continuous
inquiry into brand loyal behaviour.

Brand loyalty is repeated purchases prompted by strong internal
dispositions. Jacoby and Kyner (1988) viewed brand loyalty as a
multidimensional construct involving attitudinal components and as a subset of
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repeat purchasing. Dick and Basu (1994) conceptualise loyalty as the strength
of the relationship between the relative attitude towards a brand and patronage
behaviour. Confidence is the expectation of the parties in a transaction and the
risks associated with assuming and acting on such expectations (Deutsch
1958). Confidence is the willingness to rely on another in the face of risk; this
stems from an understanding of the other party. Confidence is an expectation
set within particular parameters and constraints; it involves confident positive
expectation about another’s motives with respect to oneself in risky situations
Boon and Holmes (2001).

In recent years, agrotourism businesses face greater pressures as more
customers become deal-loyal (Chatzigeorgiou, 2017). To win back loyalty
agrotourism marketers began to embrace the idea of building relationships with
customers and winning their confidence (Christou and Kassianidis, 2002; Nella
& Christou, 2014b). However, conceptualisations of confidence in the
agrotourism marketing literature have generally been lacking. In the
agrotourism market, there are too many anonymous customers, making it
unlikely that the hotel firm could develop personal relationships with each
customer. Thus, agrotourism marketers may have to rely on a powerful symbol
(the brand) to build the relationship.

It is proposed in this paper that three sets of factors affect confidence in
agrotourism brand. These three sets of factors correspond with the three entities
involved in the brand-consumer relationship: the agrotourism brand itself, the
agrotourism company behind the brand, and the customer interacting with the
brand. It is also proposed that confidence in a agrotourism brand will lead to
brand loyalty. Based on this approach, a conceptual model (Figure 1) is
developed bellow. The brand’s characteristics play a vital role in determining
whether a consumer decides to confidence it. Drawing from previous research,
it is concluded that individuals are trusted based on their reputation (Zucker,
1986), predictability (Remple et al., 1985), and competence (Andaleep and
Anwar, 1996; Zafiropoulos et al., 2016; Pirnar et al., 2019).

FORMULATION OF HYPOTHESES

Agrotourism brand reputation can be developed through marketing
communication; it is also influenced by product and service quality and
performance. Reputation of a party can lead to positive expectations, which
leads to development of reciprocity between them (Christou, 2003b; Creed and
Miles, 1996; Vlasic et al., 2019). If a consumer perceives that other people
think that a brand is good, he may confidence the brand enough to purchase it.
Hence, it is hypothesised that: A visitor’s perception that an agrotourism brand
has a good reputation is positively related to the visitor’s confidence in that
brand (Hypothesis 1).
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Predictability is about a party’s ability to forecast another party’s behaviour
(Doney and Cannon, 1997). A predictable agrotourism brand allows its user to
anticipate how it will perform at each visitation occasion. Brand predictability
enhances confidence; the customer knows that nothing unexpected may
happen. As such, predictability enhances confidence in a brand as predictability
builds positive expectations. Hence is hypothesised that: A visitor’s perception
that a agrotourism brand is predictable is positively related to the visitor’s
confidence in that brand (Hypothesis 2).

Competent agrotourism brands have the ability to solve consumers’
problems and to meet their needs. Sitkin and Roth (1998) considered ability as
an essential element influencing confidence. A consumer may find out about a
brand’s competence through direct usage or word-of-mouth communication.
Once convinced that a brand is able to solve his or her problem, a customer
may be willing to rely to that brand (Nella & Christou, 2014b). Therefore, it
can be hypothesised that: A visitor’s perception that an agrotourism brand is
competent is positively related to the visitor’s confidence in that brand
(Hypothesis 3).

The characteristics of the agrotourism company behind a brand can also
influence the extent to which the brand is trusted. Company characteristics that
affect a customer’s confidence are the confidence in the companys, its reputation
and the perceived company motives and integrity (Scheer and Steenkamp,
1995; Chenini & Touaiti, 2018). Hence it is hypothesised that: A visitor’s
confidence in an agrotourism company is positively related to the visitor’s
confidence in that company’s brand (Hypothesis 4).

If a customer perceives that other people think that the agrotourism
company behind a brand is known to be fair and just, that customer may feel
secure in acquiring and using the company’s brand; this leads to greater
confidence in that brand. Anderson and Weitz (1992) in the marketing channel
context support this argument. It is thus hypothesised that: A visitor’s
perception that a agrotourism company has a reputation for fairness is
positively related to the visitor’s confidence in that company’s brand
(Hypothesis 5).

The extent to which a leader’s behaviour is relevant to the followers’ needs
influences confidence and confidence in the leader (Jones et al., 1989; Christou
& Kassianidis, 2002a); benevolence of motives is an important factor in a
relationship. In the context of an agrotourism brand, when a visitor perceives
the company behind it to be benevolent, the visitor will confidence that brand.
Therefore, it is hypothesised that: A visitor’s perception that an agrotourism
company has benevolent motives is positively related to his confidence in the
company’s brand (Hypothesis 6).

The degree to which a agrotourism company is judged to have integrity
depends on the consistency of its past actions, credible communications about
it from others, belief that it has a strong sense of justice, and the extent to which
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its actions are congruent with its words; integrity is an antecedent to confidence
(Butler, 1991; Sitkin and Roth, 1998; Christou, 2006). Hence, it is hypothesised
that: A visitor’s perception that a agrotourism company has integrity is
positively related to the visitor’s confidence in that company’s brand
(Hypothesis 7).

Similar characteristics between two parties may lead to confidence; as
confidence begets confidence, common characteristics initiate a positive,
reinforcing process of interaction (Bradach and Eccles, 1997; Christou &
Kassianidis, 2002b). By conforming to a customer’s opinions, values and
standards an agrotourism firm can earn the customer’s confidence Bennet
(1996). 1t is thus hypothesised that: Similarity between a visitor’s self-concept
and a agrotourism brand personality is positively related to the visitor’s
confidence in that brand (Hypothesis 8).

Based on Bennet (1996), to initiate a relationship, a party must be liked by
the other. To form a relationship with a nagrotourism brand, a customer must
like it first. Therefore: A visitor’s liking for an agrotourism brand is positively
related to the visitor’s confidence in that brand (Hypothesis 9).

Brand experience is about a customer’s past encounters with the brand. In
the development of process-based confidence, reciprocity (developed through
recurring exchanges) is the key (Zucker, 1986; Christou, 2010a). Experience is
likely to increase confidence in the partner; as a customer gains more
experience with a agrotourism brand, he understands it better and grows to
confidence it more. This experience is not restricted to positive experiences;
any experience improves the customer’s ability to predict the agrotourism
brand performance. Hence, it is hypothesised that: A visitor’s experience with
a agrotourism brand is positively related to the visitor’s confidence in that
brand (Hypothesis 10).

Brand satisfaction is the outcome of the subjective evaluation that the
chosen alternative brand meets or exceeds expectations (Bloemer and Kasper,
1995; Christou & Nella, 2010). In a continuing relationship, satisfaction with
past outcomes indicates equity in the exchange; this increases the perception of
the exchange partner’s benevolence and credibility (Ganesan, 1994; Christou,
2011; AbuKhalifeh & AlBattat, 2015; Valeri, 2016; Volgger et al., 2017).
Therefore, it is hypothesised that: A visitor’s satisfaction with a agrotourism
brand is positively related to the visitor’s confidence in the brand (Hypothesis
11).

An important determinant of an individual’s behaviour is other individuals’
influence (Bearden et al., 1989); social influence is an important determinant
of consumer behaviour. This is reflected in models of consumer decision-
making that incorporate social norms (Ajzen and Fishbein, 1980) and
interpersonal considerations (Miniard and Cohen, 1993; Christou, 2010b) as
antecedents of behavioural intentions. Consumers may purchase products to
conform with peer groups, in response to concerns of what others think of them
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(Bearden et al., 1989), or because others have provided credible information
about a product (Cohen and Golden, 1987; Christou, 2015; Sotiriadis & Shen,
2017). Thus, it is hypothesised that: Peer support for an agrotourism brand is
positively related to a visitor’s confidence in that brand (Hypothesis 12).

In this study, agrotourism brand loyalty is conceptualised as behavioural
intention to adopt a brand of an agrotourism product and to encourage others
to adopt that brand. When a customer confidence a agrotourism brand and is
willing to rely on it, that customer may form a positive buying intention
towards the brand. Hence, it is hypothesised that: A visitor’s confidence in a
agrotourism brand is positively related to the visitor’s loyalty to that brand
(Hypothesis 13).

METHODOLOGY

The target population for the study was Greek consumers who have made a
purchase decision for any agrotourism product or service at the island of
Lesvos. Quotas on gender and age, corresponding to the distribution of Greek
residents, were used to ensure a representative distribution of participants in
the sample. A shopping-mall intercept survey was used; the method has merits
in speed, economy, and control of respondent type. Three shopping malls were
selected in the island of Lesvos in Greece. Two interviewers and 30
questionnaires were assigned to each mall — a total of 150 questionnaires. The
interviewers were briefed on the quota sampling method and given instructions
on the respondent interviewing process. Respondents were asked to identify an
agrotourism brand for which they had often made a visitation/purchase
decision. They were then requested to think about that agrotourism brand as
they completed the entire questionnaire.

The measures of each construct were from a variety of sources; some were
established measures while others were modified or developed for this study.
A new scale was developed to measure perceived brand reputation; it was
measured by tapping the respondent’s perception of how the agrotourism brand
is known to be and what other individuals have said about the brand. Brand
predictability involved items measuring the agrotourism brand’s consistency in
quality and the extent the respondent perceived the brand to perform as
expected (Remple et al., 1985; Samy, 2016; Chatzigeorgiou & Simeli, 2017).
Brand competence involved items to measure the agrotourism brand’s
perceived relative competence. Confidence in the company was measured by
tapping the respondent’s faith in the agrotourism company (Larzelere and
Huston, 1992; Slak Valek, 2015; Hernandez et al., 2016) Company reputation
was measured by asking respondents to rate the agrotourism company in terms
of its reputation for fairness and honesty (Anderson and Weitz, 1996;
Chatzigeorgiou & Christou, 2016). Perceived company motives were
operationalised by creating a new scale. Perceived company integrity was
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operationalised by tapping perceptions of the agrotourism company’s values in
areas such as ethics, honesty, and consistency of its actions with its promises.

Figure 1: Research model

Agrotourism
brand
characteristics

Agrotourism
company
characteristics

Confidence in
agrotourism
brand

Agrotourism
brand loyalty

Visitor &
agrotourism
brand
characteristics

For measuring the extent of similarity between the visitor’s self-concept
and the brand’s personality, respondents rated themselves and the agrotourism
brand along two identical scales adopted from Malhotra (1991). The difference
in scores for each item in the scale indicates the difference between the
respondent’s self-concept and agrotourism brand’s perceived personality.
Brand liking involved measuring consumer’s preference for the agrotourism
brand over others, and by asking directly if he liked the brand. Brand
experience examined respondents’ usage/visitation of the agrotourism brand,
from the first time they recalled using the brand. Brand satisfaction involved
adapting Westbrook and Oliver’s (1996) relevant twelve-item scale. Peer
support was measured by asking the respondent if friends
supported/recommended the agrotourism brand visitation/purchase.
Confidence in the brand involved asking respondents if the agrotourism brand
is doing what it is supposed to do and if they are willing to rely on it — scales
were adapted from Remple et al.’s (1985) study. All constructs’ items were
ordered randomly. 7-point Likert scales were used where possible; the
remaining questions were either open-ended or required the ticking of relevant
boxes. The questionnaire was administered to 34 individuals for pre-testing.

RESULTS AND DISCUSSION
There were 144 usable questionnaires, and the general profile of the

respondents was comparable to the distribution of gender, age, race, income
and education of Geek residents. There were an almost equal proportion of
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male (47.8%) and female (52.2%) respondents, and they were aged 18 to 74
years. The gross household median monthly income was €1,500-2,000.
Seventeen agrotourism brands and twenty-three agrotourism product types
were named in the survey. Examination of Pearson’s correlation matrix for all
the items revealed no problems with convergent and discriminant validity.
Scale items belonging to the same construct had higher correlations
(coefficients ranged from 0.51 to 0.93), while those relating to different
constructs had lower correlations (coefficients ranged from 0.38 to 0.44).
Construct validity of the measures was examined through factor analysis; a
factor loading of at least 0.3 was used to identify whether a variable is part of
a factor (Nunnally, 1978). Items meant to measure the same construct clustered
together, suggesting that they measured the same conceptual space. Factor
loadings for the variables ranged from 0.487 to 0.653, satisfying Nunnally’s
(1978) 0.3 threshold. Cronbach coefficient alpha was calculated in order to
examine internal consistency and the reliability of the scales; a Cronbach alpha
of 0.70 or higher is sufficient (Nunnally, 1978). All scales used exceeded the
reliability threshold of 0.70 Cronbach alpha.

Pearson’s correlation coefficients for the corresponding variables
specified in the hypotheses are presented in Table 1. The results support
Hypothesis 1 to Hypothesis 13. Hence, it has been established that all the
proposed brand, company, and visitor-brand characteristics influence
confidence in an on-line brand. It was also established that confidence in an on-
line brand lead to brand loyalty. The correlation coefficient between the two
variables is 0.86 and the percentage of variation shared by the two variables or
the coefficient of determination is 0.788.

To examine the significance of the model formed by the hypotheses
(Figure 1), regression analysis was performed; confidence in an agrotourism
brand was the dependent variable while the agrotourism brand, agrotourism
company and visitor-brand factors were independent variables. The model was
significant at p < 0.01 level and the adjusted R* was 0.922. In addition, the
independent variables were checked for multicollinearity (where two or more
independent variables used in the regression are correlated). All correlations
among the independent variables did not exceed the threshold of 0.90 which is
indication of collinearity (Hair et al., 1995). Also, pairwise and multiple
variable collinearity was assessed by calculating the variance inflation factor
(VIF), which tells the degree to which each independent variable is explained
by the others; large VIF values (over the threshold of 10) denote high
multicollinearity (Hair et al., 1995). All VIF values found were bellow 10
hence, did not exceed the acceptable threshold. Five constructs were significant
(at p < 0.05 level) in explaining confidence in an agrotourism brand. These
constructs, found to be important (as their respective beta coefficients
indicated), are agrotourism brand predictability, agrotourism brand liking,
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agrotourism brand competence, agrotourism brand reputation and confidence
in agrotourism company.

Through this study it has been established that a agrotourism brand
contributes to behavioural intention of brand loyalty. Hence, it is worthwhile
for agrotourism marketers to build consumer confidence in their brand.
Agrotourism brand characteristics, particularly brand predictability, brand
competence and brand reputation, are relatively more important in establishing
and maintaining customer’ confidence in a agrotourism brand. Agrotourism
brand liking and confidence in the agrotourism company were also important
factors.

The achievement of agrotourism brand predictability requires consistency;
this asks for ensuring the consistent quality of every product and service sold
by the agrotourism firm. It also requires stringent operating and quality control
procedures. To achieve agrotourism brand predictability, marketers should try
not to make too many drastic changes to products and services too frequently;
if major product changes are necessary, agrotourism marketers should
communicate to customers carefully regarding the changes, so that they know
what to expect from the modified product or service. Brand predictability can
also come from repeated interactions between the customer and the
agrotourism brand. Marketers should try to provide as many opportunities for
customers to interact with the agrotourism brand as possible. In addition, brand
predictability can be developed through consistent communications with
customers; agrotourism marketers should ensure that they are saying fairly
similar things about the product to consumers through all different
communication channels used. Marketers should also be careful about making
promises regarding their agrotourism brand because if these promises are
broken then customers may perceive the brand as being unpredictable.

Confidence in agrotourism brand competence is usually perceived as
domain-specific (Zand, 1982; Revilla Hernandez et al., 2016; George, 2017);
hence, agrotourism companies should try to establish their competence in a few
key areas and manage their brands within these. Marketers should carry out
research to find out consumers’ needs and concerns related to the product area,
so they can develop competence which are relevant to them (Kido-Cruz, 2016).
In addition, marketers should make judicious use of key opinion leaders, who
are viewed as authorities in specific areas, to speak on behalf of the company’s
agrotourism brand. For developing and maintaining a good reputation for a
brand, it is essential that the brand please its customers; this calls for genuine
quality and delivering on its promises. Other efforts include all marketing
communications and promotion, and visitors should be encouraged to spread
positive word-of-mouth. Complaint handling is also important, in order to
avoid negative word-of-mouth. There should be a publicised channel through
which feedback can be easily directed, so unhappy customers can easily contact
the agrotourism company.
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Table 1. Pearson correlation analysis

Pearson

No. Hypothesised relationship Outcome correlation

H1 Brand reputation and confidence in an agrotourism brand  supported ~ r=0:82*

H2 Brand predictability and confidence in an agrotourism supported  r=0:84*%
brand

H3  Agrotourism brand competence and confidence in a brand  supported — r=0:81%*
H4 Confidence in a company and confidence in agrotourism  supported — r=0:81%

brand
H5 Company reputation and confidence in an agrotourism supported  r=0:80*%
brand
H6 Company benevolent motives and confidence in brand supported  r=0:74*
H7 Company integrity and confidence in an agrotourism supported  r=0:74*
brand
H8  Similarity between visitor’s self-concept and agrotourism
brand personality and confidence in agrotourism brand supported  r=0.81*
H9  Agrotourism brand liking and confidence in a brand supported 1= 0:89*

H10  Agrotourism brand experience and confidence in a brand ~ supported — r=0:83*
HI1 Satisfaction with an agrotourism brand and confidence in ~ supported — r=0:94*

a brand

HI2 peer support for an agrotourism brand and confidence ina  SUppor ted  r=0:80*
brand

HI3  Confidence in an agrotourism brand and brand loyalty supported  r=0:92*

* p<0:01,n=144

The aesthetic and functional aspects of the agrotourism brand cannot be
overlooked. Marketers should make sure that the agrotourism installations do
not just focus on their technical aspects alone but should also consider its
appearance and aesthetic aspects as well. Marketers can also develop brand
liking by associating the agrotourism brand with situations in which customers
have positive feelings. Also, the brand can be associated with a well-liked
person or opinion-leader.

CONCLUSIONS

The research results reported in this paper show that confidence in an
agrotourism brand and confidence in the company behind the agrotourism
brand are two issues strongly interconnected; one cannot be achieved without
the other. Agrotourism marketers can develop confidence in the company by
using marketing communications to strengthen the company’s image. The link
between the agrotourism company and the brand can also be strengthened since
the two can reinforce each other. The performance of other products and brands
within the agrotourism company can affect confidence in the company, and as
a result, confidence in another brand belonging to the same company (this is
rather usual in the agrotourism industry). Therefore, marketers should adopt an
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integrated approach with regard to the management of different agrotourism
brands belonging to the same company.

REFERENCES

Aaker, D. (1996) Building Strong Brands, The Free Press, New York.

AbuKhalifeh, A. & AlBattat, A.R. (2015). Customer perceptions of service quality in
luxury hotels in Jordan. Journal of Tourism, Heritage & Services Marketing, 1(1),
30-34. http://doi.org/10.5281/zenodo.376328

Ajzen, 1. & Fishbein, M. (1980) Understanding Attitudes and Predicting Social
Behavior, Prentice-Hall, Englewood Cliffs.

Almeyda-Ibaiiez, M. & George, B.P. (2017). The evolution of destination branding: A
review of branding literature in tourism. Journal of Tourism, Heritage & Services
Marketing, 3(1), 9—-17. http://doi.org/10.5281/zenodo.401370

Andaleep, S. & Anwar, F. (1996) Factors Influencing Customer Confidence in
Salespersons in a Developing Country, Journal of International Marketing, 4(4): 35-
52.

Anderson, E. & Weitz, B. (1996) The Use of Pledges to Build and Sustain Commitment
in Distribution Channels, Journal of Marketing Research, 33(1): 18-34.

Avdimiotis, S. & Christou, E. (2004). GIS applications in tourism planning: A tool for
sustainable development involving local communities. Journal of Environmental
Protection & Ecology, 5(2), 457-468.

Banks, S. (1968) The Relationships of Brand Preference to Brand Purchase. In
Perspectives in Consumer Behaviour. H. Kassarjian, & T. Robertson, (eds.), Scott
Foresman & Co, Glenview, IL.

Bearden, W., Netemeyer, R. & Teel, J. (1989) Measurement of Consumer Susceptibility
to Interpersonal Influence, Journal of Consumer Research, (15)3: 473-481.

Bendapudi, N. & Berry, L. (1997) Customers’ Motivations for Maintaining
Relationships with Service Providers, Journal of Retailing, 73(1): 15-37.

Bennet, R. (1996) Relationship Formation and Governance in Consumer Markets:
Transactional Analysis Versus the Behaviorist Approach, Journal of Marketing
Management, 12(3): 417-436.

Bloemer, J. & Kasper, H. (1995) The Complex Relationship Between Consumer
Satisfaction and Brand Loyalty, Journal of Economic Psychology, 16(3): 311-329.

Boon, S. & Holmes, J. (2001) The Dynamics of Interpersonal Confidence. In
Cooperation and Prosocial Behavior. A. Hinde. & J. Groebel, (eds.), Cambridge
University Press, Cambridge.

Bradach, J.L. & Eccles, R. (1997) Price, Authority, and Confidence: From Ideals Types
to Plural Forms, Annual Review of Sociology, 23(1): 97-118.

Brown, G. (1952) Brand Loyalty: Fact or Fiction, Advertising Age, 23(1): 52-55.

Butler, J.K. (1991) Toward Understanding and Measuring Conditions of Confidence:
Evolution of A Conditions of Confidence Inventory, Journal of Management, 17(5):
643-663.

Chami, M. & Kaminyoge, G. (2019). Closed house of wonders museum: Implications
to the tourism of Zanzibar Stone Town, UNESCO World Heritage Site. Journal of
Tourism, Heritage & Services Marketing, 5(1), 31-36.
http://doi.org/10.5281/zenodo.2641253.

161



Chryssoula Chatzigeorgiou, Evangelos Christou & loanna Simeli

Chatzigeorgiou, C. (2017). Modelling the impact of social media influencers on
behavioural intentions of millennials: The case of tourism in rural areas in Greece.
Journal of Tourism, Heritage & Services Marketing, 3(2), 25-29.
http://doi.org/10.5281/zenodo.1209125.

Chatzigeorgiou, C., Christou, E., Kassianidis, P., Sigala, M. (2009). Examining the
relationship between emotions, customer satisfaction and future behavioural
intentions  in  agrotourism. ~TOURISMOS: AN  INTERNATIONAL
MULTIDISCIPLINARY JOURNAL OF TOURISM, Volume 4, Number 4, pp.
145-161.

Chatzigeorgiou, C., Christou, E., Kassianidis, P. & Sigala, M. (2009). Customer
Satisfaction in Agrotourism services: How do we turn a satisfied customer into a
repeated one? Proceedings of the 4th International Scientific Conference, Planning
for the future learning from the past: Contemporary developments in Tourism,
Travel & Hospitality, Rhodes, 3-5 April, 2009.

Chatzigeorgiou, C., Simeli, I. (2017). Perception of service quality in agrotourism
accommodations: Impact on guest loyalty and re-visit intentions. Journal of
Tourism, Heritage & Services ~ Marketing, 3(1), pp  33-41.
http://doi.org/10.5281/zenodo.401375.

Chenini, A. & Touaiti, M. (2018). Building Destination Loyalty Using Tourist
Satisfaction and Destination Image: A Holistic Conceptual Framework. Journal of
Tourism, Heritage & Services Marketing, 4(2), 37-43.
http://doi.org/10.5281/zenodo.1490491.

Christou, E.S. (1999). Hospitality management education in Greece An exploratory
study. Tourism Management, 20(6), 683—-691. https://doi.org/10.1016/S0261-
5177(99)00039-4.

Christou, E. (1999). Hospitality management education in Greece: overview and
qualitative assessment. Tourism Management, Vol. 20 No. 6, pp. 683-91.

Christou, E. (2002). A total quality approach for excellence in tertiary tourism education:
The TEEQ model. Proceedings of the International Scientific Conference
Rethinking of Education and Training for Tourism, University of Zagreb, Zagreb,
Croatia, 135-147.

Christou, E. (2002). Revisiting competencies for hospitality management:
Contemporary views of the stakeholders. Journal of Hospitality & Tourism
Education, 14(1), 25-32. https://doi.org/10.1080/10963758.2002.10696721.

Christou, E. (2004). The impact of trust on brand loyalty: evidence from the hospitality
industry. Tourist Scientific Review. 1(1), 63-74.

Christou, E. (2005). Promotional Pricing in the Electronic Commerce of Holiday
Packages: A Model of Purchase Behavior. In Frew, A. J. (Ed.) Information and
Communication Technologies in Tourism 2005: Proceedings of the ENTER
International Conference in Innsbruck Austria. (pp. 463—473.) Wien, New York:
Springer Computer Science doi: 10.1007/3-211-27283-6_42.

Christou, E. (2006). Heritage and cultural tourism: A marketing approach, in Sigala, M.
& Leslie, D. (Eds.), International Cultural Tourism: Management, Implications and
Cases: 3—15: Oxford: Butterworth-Heinemann.

Christou, E. (2007). Tourist destinations as brands: The impact of destination image and
reputation on visitor loyalty in Keller, P., & Bieger, T. (Eds.). Productivity in
tourism: Fundamentals and concepts for achieving growth and competitiveness (pp.
57-67). Berlin: Erich Schmidt Verlag GmbH & Co.

162



TOURISMOS: AN INTERNATIONAL MULTIDISCIPLINARY JOURNAL OF TOURISM
Volume 14, Number 1, 2019, pp. 151-166

Christou, E. (2007). Tourism Destination Brand Personality: Influencing Perceptions,
Proceedings of the 2007 ICHRIE Annual Conference and Marketplace, Dallas,
Texas, USA: 25-29 July 2007, pp.43-49.

Christou, E. (2009). Advertising mass tourism destinations: Mediterranean brand
confusion. Paper presented at International CHRIE Conference, Massachusetts, July
2009.

Christou, E. (2011). Exploring the impact of visitor satisfaction on loyalty towards a
specific destination. Acta Turistica, Vol.23, No.1, pp.1-25.

Christou, E. (2013). Exploring brand confusion through hotel adverts. Tourismos: An
International Multidisciplinary Journal of Tourism, Vol.8, No.3, pp.151-163.

Christou, E. (2016). Social media monitoring: A practical case example of city
destinations, Social Media in Travel, Tourism and Hospitality, Routledge, pp. 315—
334.

Christou, E., Avdimiotis, S., Kassianidis, P., & Sigala, M. (2004). Examining the Factors
Influencing the Adoption of Web-Based Ticketing: Etix and its Adopters.
Information and communication technologies in tourism 2004, the 11th ENTER
International Conference in Cairo, Egypt, 2004, pp. 129-138.

Christou, E. & Eaton, J. (2000). Management competencies for graduate trainees. Annals
of Tourism Research, 27(4), 1058-1062. https://doi.org/10.1016/S0160-
7383(99)00129-2.

Christou, E. and Chatzigeorgiou, C. (2019). Experiential Learning Through Industrial
Placement in Hospitality Education: The Meat in the Sandwich. Journal of
Contemporary Education Theory & Research, Vol. 3, No. 2, pp. 34-41.

Christou, E., Chatzigeorgiou, C. & Simeli, I. (2018). Destination branding and visitor
loyalty: The case of agrotourism. Published in: TOURMAN 2018 Conference
Proceedings. Rhodes: Greece (28 October 2018), pp. 237-245.

Christou, E., Karamanidis, 1., Mavrodontis, T. & Sigala, M. (2003). Sustainable
development in tourism management curricula: An international paradigm.
International Scientific Conference: Sustainable Tourism Development and
Environment, University of Aegean, Chios, Greece.

Christou E. & Kassianidis P. (2005). Persuasion Effectiveness of Alternative Types of
Internet Advertising for Hotels: A Cross-Cultural Study. In: Frew A.J. (eds)
Information and Communication Technologies in Tourism 2005. Springer, Vienna.

Christou, E. & Kassianidis, P. (2008). Brand confusion through advertising: The case of
airlines and hotels. Tourism & Hospitality Management, Vol.14, No.2., pp.97-121.

Christou, E. & Kassianidis, P. (2010). Adoption of mobile commerce in the air travel
sector: A qualitative survey of attitudes. TURIZAM, Vol. 14, No. 1, pp.41-52.

Christou, E., & Nella, A. (2010). Proposing an alternative service quality measurement
scale for wine tourism experiences. EuroChrie 2010, Conference Proceedings,
October 25-28, Amsterdam.

Christou, E. and Nella, A. (2012). Web 2.0 and networks in wine tourism: The case
studies of greatwinecapitals.com and wineandhospitalitynetwork.com. In Social
Media in Travel, Tourism and Hospitality: Theory, Practice and Cases. M. Sigala,
E. Christou and Gretzel, U. (Eds). Surrey, UK: Ashgate Publishing, pp.11-24.

Christou, E. and Nella, A. (2016). Web 2.0 and pricing transparency in hotel services, in
Sigala, M., Christou, E. and Gretzel, U. (Eds), Social Media in Travel, Tourism and
Hospitality, Ashgate Publishing, Surrey, pp. 133-148.

Christou, E., Kilipiris, F., Karamanidis, 1., Vasilevska, C., Marinoski, N. & Andreeski,
J. (2000). Strategic academic co-operation in tourism education through tempus-

163



Chryssoula Chatzigeorgiou, Evangelos Christou & loanna Simeli

phare projects: The case of Ohrid. The Tourist Review, Vol. 55 No. 1, pp. 59-74.
https://doi.org/10.1108/eb058329.

Christou, E. & Sigala, M. (2000). Issues that Influence the Use of Multimedia in
Hospitality Education in Europe: An Empirical Approach. EuroCHRIE Spring
Conference 2000, Dublin Institute of Technology, Dublin, Ireland, 18—19 May.

Christou, E. & Sigala, M. (2000). Exploiting Multimedia for Effective Hospitality
Education. EuroCHRIE Spring Conference Proceedings. Dublin, Ireland: Dublin
Institute of Technology.

Christou, E. and Sigala, M. (2002). Conceptualizing the measurement of service quality
and TQM performance for hotels: the HOSTQUAL model. ActaTouristica,
14(2),140-169.

Christou, E. and Sigala, M. (2002). Innovation in hospitality and tourism education.
International Journal of Tourism Research, 4(1), 65-67.

Christou, E. S. and Sigala, M. (2001). Professional development in hospitality and
tourism education: a strategy for the 21st. Century. International Journal of Tourism
Research, 3: 328-330.

Christou, E., & Sigala, M. (2003). Internationalization of the tourism & hospitality
curriculum: A comparative study in Greece and Great Britain. The Proceedings of
2003 EuroCHRIE Congress, pp. 20-23.

Christou, E., Valachis, I. & Anastasiadou, C. (2008). Research methodology in
hospitality industry: The role of the inquiry paradigms. Available at:
www.ul.edu.lb/fthm/papers/3rd%20Axis/Methodology%?20greece.doc.

Cohen, J. & Golden, E. (1987) Informational Social Influence and Product Evaluation,
Journal of Applied Psychology, 71(1): 54-59.

Copeland, M.T. (1923) Relation of Consumer’s Buying Habits to Marketing Methods,
Harvard Business Review, 1(2): 282-289.

Creed, W. & Miles, R. (1996) Confidence in Organizations. In Confidence in
Organizations: Frontiers of Theory and Research. M. Kramer, & R. Tyler, (eds.),
Sage, New York.

Cunningham, R.M. (1956) Brand Loyalty - What, Where, How much?, Harvard
Business Review, 34(1): 116-28.

Del Chiappa, G., Usai, S., Cocco, A. & Atzeni, M. (2018). Sustainable Tourism
Development and Climate Change: A Supply-Side Perspective. Journal of Tourism,
Heritage & Services Marketing, 4(2), 3-9. http://doi.org/10.5281/zenodo.1490348.

Deutsch, M. (1958) Confidence and Suspicion, Journal of Conflict Resolution, 2(2):
265-279.

Dick, A. & Basu, K. (1994) Customer Loyalty: Toward an integrated Framework,
Journal of the Academy of Marketing Science, 22(2): 99-113.

Donath, B. (1999) Consumer Marketing Trends, Marketing News, 28(13): 14-27.

Doney, P. & Cannon, J. (1997) An Examination of the Nature of Confidence in Buyer-
Seller Relationships, Journal of Marketing, 61(1): 35-51.

Eaton, J. & Christou, E. (1997) Hospitality management competencies for graduate
trainees: employers' views. Journal of European Business Education, 7(1), 60-68.

Farley, J.U. (1963) Testing a Theory of Brand Loyalty, Proceedings of the American
Marketing Association, December, 298-306.

Fotiadis, A. (2018). Modelling wedding marketing strategies: An fsSQCA Analysis.
Journal of Tourism, Heritage & Services Marketing, 4(1), 23-26.
http://doi.org/10.5281/zenodo.1247540.

164



TOURISMOS: AN INTERNATIONAL MULTIDISCIPLINARY JOURNAL OF TOURISM
Volume 14, Number 1, 2019, pp. 151-166

Fotiadis, A. & Williams, R.B. (2018). "TiCoSa" a 3d matrix conceptual model to
investigate visitors' perceptions in an athletic event. Journal of Tourism, Heritage &
Services Marketing, 4(2), 32-36. http://doi.org/10.5281/zenodo.1490450.

Frank, R.E. (1962) Brand Choice as a Probability Process, Journal of Business, 35(1):
43-56.

Fu, J. & Kapiki, S.T. (2016). Reengineering knowledge for e-tourism and hospitality
curricula. Journal of Tourism, Heritage & Services Marketing, 2(2), 23-32.
http://doi.org/10.5281/zenodo0.376345.

Ganesan, S. (1994) Determinants of Long-Term Orientation in Buyer-Seller
Relationships, Journal of Marketing, 58(2): 1-19.

George, B. P. (2017). The evolution of destination branding: A review of branding
literature in tourism. Journal of Tourism, Heritage & Services Marketing, 3(1):9-17.
http://doi.org/10.5281/zenodo0.401370.

Gretzel, U., Sigala, M. and Christou, E. (2012). Social Media Change the Name of the
Game in the Tourism and Hospitality Industries, The European Financial Review,
20 October, available at: http://www.europeanfinancialreview.com/?p=1340.

Guest, L.P. (1955) Brand Loyalty: Twelve Years Later, Journal of Applied Psychology,
28(3): 405-408.

Hair, J., Anderson, R., Tatham, L. & Black, W. (1995) Multivariate Data Analysis: With
Readings, Prentice Hall, Englewood Cliffs.

Hernandez, M.R., Talavera, A.S., Lopez, E.P. (2016). Effects of co-creation in a tourism
destination brand image through twitter. Journal of Tourism, Heritage & Services
Marketing, Vol. 2, No. 2, pp 3-10. http://doi.org/10.5281/zenodo.376341.

Jacoby, J. (1971) A Model of Brand Loyalty, Journal of Advertising Research, 11(3):
25-31.

Jacoby, J. & Kyner, B. (1988) Brand Loyalty Vs. Repeat Purchasing Behavior, Journal
of Marketing Research, 25(3): 1-9.

Jacoby, J. & Chestnut, R. (1978) Brand Loyalty: Measurement and Management, John
Wiley & Sons, New York.

Jones, A., James, L. & Bruni, J. (1989) Perceived Leadership Behavior and Employee
Confidence in the Leader as Moderated by Job Involvement, Journal of Applied
Psychology, 74(1): 146-149.

Kido-Cruz, A. (2016). Tourism multipliers in the Mexican economy. Journal of
Tourism, Heritage & Services Marketing, 2(2), 11-16.
http://doi.org/10.5281/zenodo0.376342.

Kigiikaltan, E. G., & Pirnar, 1. (2016). Competitiveness factors of a tourism destination
and impact on residents’ quality of life: The case of Cittaslow-Seferihisar, Journal
of  Tourism, Heritage & Services Marketing, 2(1): 22-29.
http://doi.org/10.5281/zenodo0.376332.

Kyratsis, P., Chatzigeorgiou, C., Tsagkaris, A. & Dinopoulou, V. (2010). Failure mode
and effect analysis (FMEA) implementation in conference tourism services. The
Cyprus Journal of Sciences; Nicosia Vol. 8: 119-131.

Larzelere, R. & Huston, T. (1992) The Dyadic Confidence Scale: Toward Understanding
Interpersonal Confidence in Close Relationships, Journal of Marriage and the
Family, 7(4): 595-604.

Lipstein, B. (1959) The Dynamics of Brand Loyalty and Brand Switching, Proceedings,
Fifth Annual Conference, Advertising Research Foundation, 88-99.

165



Chryssoula Chatzigeorgiou, Evangelos Christou & loanna Simeli

Ma, E.J., Duan, B., Shu, L.M., & Arcodia, C. (2017). Chinese visitors at Australia
wineries: Preferences, motivations, and barriers. Journal of Tourism, Heritage &
Services Marketing, 3(1), 3-8, http://doi.org/10.5281/zenodo.401062.

Malhotra, N. (1991) A Scale to Measure Self-Concepts, Person Concepts, and Product
Concepts, Journal of Marketing Research, 22(3): 456-464.

Mansfield, C. (2018). Travel Writing in Place Branding - A Case Study on Nantes.
Journal of Tourism, Heritage & Services Marketing, 3(2), 1-7.
http://doi.org/10.5281/zenodo.1209117

Martins, M. (2016). Gastronomic Tourism and the Creative Economy, Journal of
Tourism, Heritage & Services Marketing, Vol. 2, No. 2, pp. 33-37,
http://doi.org/10.5281/zenodo0.376346.

Mavragani, E., Nikolaidou, P. & Theodoraki, E. (2019). Traveler segmentation through
Social Media for intercultural marketing purposes: The case of Halkidiki. Journal of
Tourism, Heritage & Services Marketing, 5(1), 15-23.
http://doi.org/10.5281/zenodo.2641011.

Mensah, I. & Mensah, R. (2018). Effects of Service Quality and Customer Satisfaction
on Repurchase Intention in Restaurants on University of Cape Coast Campus.
Journal of Tourism, Heritage & Services Marketing, 4(1), 27-36.
http://doi.org/10.5281/zenodo.1247542.

Miniard, P.W. & Cohen, J. (1993) Modeling Personal and Normative Influences on
Behavior, Journal of Consumer Research, 20(2): 169-180.

Misirlis, M., Lekakos, G. & Vlachopoulou. M. (2018). Associating Facebook
Measurable Activities with Personality Traits: A Fuzzy Sets Approach. Journal of
Tourism, Heritage & Services Marketing, 4(2), 10-16.
http://doi.org/10.5281/zenodo.1490360.

Mombeuil, C. (2018). Interaction from tourism development in Port-au-Prince, Haiti.
Journal of Tourism, Heritage & Services Marketing, 4(1), 8-14.
http://doi.org/10.5281/zenodo.1247527.

Murphy, D. (2019). Increasing clicks through advanced targeting: Applying the third-
party seal model to airline advertising. Journal of Tourism, Heritage & Services
Marketing, 5(1), 24-30. http://doi.org/10.5281/zenodo.2641244.

Nair, R. & George, B.P. (2016). E-learning adoption in hospitality education: An
analysis with special focus on Singapore. Journal of Tourism, Heritage & Services
Marketing, 2(1), 3—13. http://doi.org/10.5281/zenodo.376329.

Nella, A. & Christou, E., (2010). “Investigating the effects of consumer experience
tourism on brand equity and market outcomes: an application in the wine industry”,
International CHRIE 2010 Conference, Puerto Rico, July 2010.

Nunnally, J. (1978) Psychometric Theory, McGraw-Hill, New York.

O’Shaughnessy, J. (2000) Explaining Buyer Behavior, Oxford University Press, Oxford.

Pirnar, I. Kurtural, S. & Tutuncuoglu, M. (2019). Festivals and destination marketing:
An application from Izmir City. Journal of Tourism, Heritage & Services Marketing,
5(1), 9-14. http://doi.org/10.5281/zenodo0.2640987

Remple, J.K., Holmes, J. & Zanna, M. (1985) Confidence in Close Relationships,
Journal of Personality and Social Psychology, 49(1): 95-112.

Revilla Hernandez, M., Santana Talavera, A. & Parra Lopez, E. (2016). Effects of co-
creation in a tourism destination brand image through twitter. Journal of Tourism,
Heritage & Services Marketing, 2(2), 3—10. http://doi.org/10.5281/zenodo.376341.

166



TOURISMOS: AN INTERNATIONAL MULTIDISCIPLINARY JOURNAL OF TOURISM
Volume 14, Number 1, 2019, pp. 151-166

Samy, H. (2016). Exploring Factors that Influence Domestic Tourists' Satisfaction with
Budget Hotel Services in Egypt. Journal of Tourism, Heritage & Services
Marketing, 2(2), 17-22. http://doi.org/10.5281/zenodo.376344.

Scheer, K. N. & Steenkamp, J. (1995) The Effects of Perceived Interdependence on
Dealer Attitudes, Journal of Marketing Research, 32(2): 348-356.

Sigala, M., Christou, E. & Baum, T. (2002). The impact of low cost airlines on business
travel. Proceedings of AIEST Conference (Vol. 44, pp. 313-334), Salvador-Bahia,
Brazil.

Sigala, M., Christou, E., & Gretzel, U. (Eds.) (2012). Social media in travel, tourism and
hospitality: Theory, practice and cases. Ashgate Publishing, Ltd.

Sigala, M., & Christou, E. (2002). Using the Internet for complementing and enhancing
the teaching of tourism and hospitality education: evidence from Europe. In K.W.
Wober, A.F. Frew & M. Hitz (Eds.), ICT in Tourism 2002, (pp. 109-119). Wien:
Springer-Verlag.

Sigala, M. & Christou, E. (2003). Enhancing and Complementing the Instruction of
Tourism and Hospitality Courses Through the Use of On-line Educational Tools,
Journal of Hospitality & Tourism Education, 15:1, 6-15, DOL
10.1080/10963758.2003.10696755.

Sigala, M. and Christou, E. (2006), "Global trends and challenges in services", Managing
Service Quality: An International Journal, Vol. 16 No. 4, pp. 345-348.
https://doi.org/10.1108/09604520610675685.

Sigala, M. & Christou, E. (2006) Investigating the impact of e-customer relationship
management on hotels’ website service quality. ECIS 2006 Proceedings. 118.
http://aisel.aisnet.org/ecis2006/118.

Sigala, M. & Christou, E. (2007). Exploiting Web 2.0 in open and distance education:
Developing personalised and collaborative learning environments. In A. Lionarakis
(ed.), Proceedings of the 4th International Conference on Open and Distance
Learning-ICODL 2007 (pp.181-195). Athens: Propombos.

Sigala, M. & Christou, E. (2014). Social computing in travel, tourism and hospitality.
Computers in Human Behavior, 30, 771-772. doi:10.1016/j.chb.2013.11.003.

Sitkin, S. & Roth, N. (1998) Explaining the Effectiveness of Legalistic Remedies for
Confidence/Distrust, Organizational Science, 4(3): 367-392.

Slak Valek, N. (2015). Tourism expenditure according to mode of transportation: A
comparative study between 2009 and 2012. Journal of Tourism, Heritage & Services
Marketing, 1(1), 3-9. http://doi.org/10.5281/zenodo.376250.

Sotiriadis, M., & Shen, S. (2017). The contribution of partnership and branding to
destination management in a globalized context: The case of the UNWTO Silk Road
Programme, Journal of Tourism, Heritage & Services Marketing, 3(2), 8-16.
http://doi.org/10.5281/zenodo.1209121.

Spyridou, A. (2017). Perceived Service Quality and Customer Revisiting Intention: The
Case of "all you can eat" Asian Restaurants in Southern Taiwan. Journal of Tourism,
Heritage & Services Marketing, 3(2), 30-38.
http://doi.org/10.5281/zenodo.1209129.

Tavlikou A. E. & Assimakopoulos C. (2018). Study on The Impact of Socio-Economic
Crisis on Greek Wellness Tourists' Spending Behavior. Journal of Tourism, Heritage
& Services Marketing, 4(2), 24-31. http://doi.org/10.5281/zenodo.1490419.

Triantafyllou, G., Christou, E., Kassianidis, P. & Lagos, D. (2011). Wine Packaging
Elements: Do they impact consumer’s purchasing behavior. Proceedings of 2nd

167



Chryssoula Chatzigeorgiou, Evangelos Christou & loanna Simeli

Advances in Hospitality and Tourism Marketing and Management (AHTMM)
Conference, Istanbul, Turkey, Bogazici University.

Westbrook, R. & Oliver, R. (1996) Developing Better Measures of Consumer
Satisfaction. In Advances in Consumer Research. B. Monroe (ed.), Ann Arbor,
Michigan.

Yamagishi, T. & Yamagishi, M. (1994) Confidence and Commitment in the United
States and Japan, Motivation and Emotion, 18(2): 129-166.

Yilmaz, O.D. (2018). Revisiting Employee - Guest Interactions in Hotels: An Analysis
of Critical Incidents. Journal of Tourism, Heritage & Services Marketing, 4(2), 17—
23. http://doi.org/10.5281/zenodo.1490400.

Valeri, M. (2016). Networking and cooperation practices in the Italian tourism business.
Journal of Tourism, Heritage & Services Marketing, 2(1), 30-35.
http://doi.org/10.5281/zenodo0.376333.

Volgger, M., Pechlaner, H., & Pichler, S. (2017). The practice of destination governance:
A comparative analysis of key dimensions and underlying concepts. Journal of
Tourism,  Heritage &  Services = Marketing,  3(1),  pp. 18-24.
http://doi.org/10.5281/zenodo.401371.

Valachis, 1., Christou, E., Maroudas, L., & Sigala, M. (2008). Assessment of training
quality in hospitality industry: an exploratory model. In 26th EUROCHRIE
Congress “Building a Legacy, Living the Dream”.

Valachis, 1., Christou, E., Sigala, M. and Maroudas, L. (2009). Developing human
resources’ skills and knowledge in tourism and hospitality industry through the
determination of quality of training program. Tourism and Hospitality Management,
15(1), pp.61-72.

Vlasic, D., Poldrugovac, K. & Jankovic, S. (2019). The Competitive pricing in marina
business: Exploring relative price position and price fluctuation. Journal of Tourism,
Heritage & Services Marketing, 5(1), 3—8. http://doi.org/10.5281/zenodo0.2640935.

Zafiropoulos, K., Vrana, V. & Antoniadis, K. (2015). Use of twitter and Facebook by
top European museums. Journal of Tourism, Heritage & Services Marketing, 1(1),
16-24. http://doi.org/10.5281/zenodo.376326

Zand, D. (1982) Confidence and Managerial Problem Solving, Administrative Science
Quarterly, 27(2): 229-239.

Vaz, M., Dinis, A. & Silva, O. (2017). New rurality, traditional music and tourist
experience. Journal of Tourism, Heritage & Services Marketing, 3(1), 25-32.
http://doi.org/10.5281/zenodo.401373.

Zucker, L. (1986) Production of Confidence: Institutional Sources of Economic
Structure. In Research in Organizational Behavior. M. Staw, & L. Cummings (eds.),
Prentice-Hall, Englewood Cliffs.

Zwegers, B. (2018). Goldmine or Bottomless Pitt? Exploiting Cornwall's Mining
Heritage. Journal of Tourism, Heritage & Services Marketing, 4(1), 15-22.
http://doi.org/10.5281/zenodo.1247534.

Chryssoula Chatzigeorgiou (chrxatz@farm.teithe.gr) is Associate Professor at
International Hellenic University, Department of Organisation Management,
Marketing & Tourism, Greece.

168



TOURISMOS: AN INTERNATIONAL MULTIDISCIPLINARY JOURNAL OF TOURISM
Volume 14, Number 1, 2019, pp. 151-166

Evangelos Christou (e.christou@tour.teithe.gr) is Professor at International
Hellenic University, Department of Organisation Management, Marketing &
Tourism, Greece.

Ioanna Simeli (ioanna.simeli@uom.edu.gr) is Doctoral Researcher at the
University of Macedonia, Department of Applied Informatics, Greece.

SUBMITTED: NOVEMBER 2018
REVISION SUBMITTED: JANUARY 2019
ACCEPTED: APRIL 2019

REFEREED ANONYMOUSLY

169



