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Abstract

Over the last couple of years, slow food has developed as a sustainable form of tourism capable of
transforming rural destinations and their development. In the hustle-bustle that everyone goes through,
people are constantly looking for oases of peace and ways to restart and be well, feel healthy. The paper
started from the initial hypothesis H that slow food has a direct impact on the sustainable development of
rural destinations, but we wanted to get information about what kind of gastronomy affects the
sustainable development of rural destinations and how it happens? The research was carried out with the
guests of two traditional restaurants where local, traditional cuisine is prepared and served in a traditional
way—one in Hungary and the other in Vojvodina (Serbia). A total of 493 guests from these two
restaurants were interviewed so as to obtain information on what influences the creation of positive slow
food images. It has been concluded that slow food concretes are influenced by some attributes such as:
Value for money, quality of food, quantity of dishes, variety of dishes, food presentation, and overall
traditional meal experience and also the surroundings' attractiveness. High scores for these attributes
confirm the positive influence of slow food on sustainable development of rural destinations.

Keywords: slow food, rural tourism, sustainable development, gastronomy, Pannonian plain

INTRODUCTION

The modern population is increasingly exposed to a constant influx of stressors (DuBois et al.,
2024). Contemporary lifestyles require individuals to move quickly, yet in reality they engage
in minimal physical activity while often consuming unhealthy foods, which further
contributes to various illnesses (Luo et al., 2024). Considering current trends in the food
manufacturing industry, it would not be surprising if, in the near future, meals were replaced
by nutrient tablets designed to meet basic daily needs (Sharma et al., 2024). This alarming
direction is reflected in the global rise of obesity (Wang et al., 2025) and the increasing
incidence of cancer and other life-threatening diseases (Venugopal & Pechous, 2024). In

response to these challenges, individuals have begun to explore alternative approaches that
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promise a healthier and more balanced lifestyle, one of which is sustainable gastronomy
(Yikmis et al, 2022; Sgroi, 2023). Sustainable gastronomy emphasizes the origin of
ingredients as well as environmentally responsible production and distribution practices
(Nyberg et al., 2022). Given the intensifying impacts of climate change, the rapid growth of
global waste, and the accelerated depletion of natural resources, sustainability is required
across all societal sectors (Batat, 2020). Gastronomy is no exception (Yikmis et al., 2024).
Closely linked with notions of “good food,” it encompasses not only refined taste and
gourmet experiences, but also the cultural dimensions reflected in local food traditions
(Yilmaz & Yalcin, 2024).

A key movement advocating these principles is Slow Food—an Italian initiative promoting
mindful eating, seasonal products, and reduced environmental impacts of food production,
while supporting local producers and traditional practices (Hamada et al., 2024). Founded by
Carlo Petrini in 1989, it encourages the preservation of traditional cooking methods and local
ingredients (Reed, 2008). The movement’s philosophy integrates pleasure in eating with care
for the community and the environment. Beyond culinary practice, Slow Food represents a
lifestyle rooted in hedonism, health, ecology, and sustainable development (van Bommel &
Spicer, 2015), standing in opposition to the values of fast food culture. Recognizing the need
to slow down, reconnect with nature, and improve overall well-being, many individuals
increasingly seek rural environments as places of escape and renewal. Rural tourism (Pani¢ et
al., 2024; Nasti¢ et al., 2024) has thus emerged as a form of sustainable tourism offering
leisure activities, peaceful surroundings, and authentic cultural experiences (Bojovi¢ et al.,
2024). Within this context, Slow Food plays a significant role by representing sustainable
gastronomy served in traditional settings, often reminiscent of ancestral ways of preparing and
consuming food (Carvache-Franco et al., 2021). Slow Food imagery evokes relaxation,
pleasure, and meaningful social interaction, shaped by the surrounding atmosphere and
gastronomic experience (Rinaldi, 2017). Meals become celebratory moments shared among
family and friends, fostering intimacy, conversation, and emotional comfort.

As a sustainable tourism model (Vujko et al., 2021; Besi¢ et al., 2024), rural tourism is
increasingly recognized as a strategy for improving socio-economic conditions in rural
destinations (Craciun et al., 2022). Seal (2022) defines rural tourism as a set of tourism
activities connecting visitors with outdoor recreation, agriculture, rural lifestyles, and local
culture, including fishing and nature walks (Gao & Wu, 2017; Wijijayanti et al., 2023). Rural
environments offer opportunities for rest, experimentation, and immersive experiences in

local living conditions. Gastronomy—particularly Slow Food—has proven to be a key
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indicator of sustainable development in rural destinations and forms an essential link between
rural tourism and long-term sustainability (Addai et al., 2024).

The success of Slow Food tourism depends on implementing effective measures to support
small-scale producers and family farms, which in turn enhances community empowerment
and strengthens the regional economy. The empirical research was conducted with 493
respondents—diners in two sample restaurants offering exclusively traditional dishes made
from local ingredients. The goal was to understand how tourists perceive and evaluate rural
tourism experiences that include Slow Food. Considering similarities in geography, customs,
and culinary traditions between Hungary and Serbia, the authors expect that the findings will
be useful for advancing rural tourism development in Serbia. The key outcome of this
research indicates that Slow Food images are shaped by tourists’ perceptions of value for
money, food quality, number and variety of dishes, presentation, traditional meal experience,

and the attractiveness of the surrounding environment.

LITERATURE REVIEW

Sustainability in gastronomy encompasses criteria drawn from ecology, economics,
sociology, and public health, particularly emphasizing safe and nutritionally valuable food.
According to Calbi et al. (2024), ecological criteria refer to the processes used in obtaining
sustainable inputs. These criteria highlight production methods that positively affect local
ecosystems and natural resources (Jonsson et al., 2024). Within ecological dimensions, key
activities include the use of environmentally beneficial products, adherence to animal welfare
standards, and the promotion of employee awareness regarding sustainability (Aguilera &
Rozzi, 2024). Desirable ecological practices further involve sourcing meat from animals
raised under controlled grazing conditions, selecting fish from sustainable stocks, prioritizing
seasonal ingredients, ensuring full traceability of food origins, minimizing food miles, and
properly managing kitchen waste (Cheng et al., 2024). Economic sustainability, according to
Sgroi (2022), is achieved when operational processes are financially viable, support local
economic growth, and result in products priced reasonably for consumers (Pulina et al., 2021).
Investments in energy-efficient systems are often introduced not only to support
environmental goals but also to improve long-term economic performance (Papendiek et al.,
2016; Stefan et al., 2021). Social sustainability focuses on integrating all stakeholders within
the circular economy—from producers and distributors to hospitality providers and final

consumers (Stanojevi¢ et al., 2021). Central to this approach is building trust and ensuring
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complete product traceability (Chen et al., 2023). In practice, social sustainability is reflected
in the preservation of cultural traditions, fair treatment of workers in terms of wages and
working conditions, and ongoing education regarding food safety and sustainable gastronomic
practices.

Health-related sustainability emphasizes the importance of organic food production.
According to Akther et al. (2024), sustainable healthy food is often equated with organic
food—products cultivated through organic farming methods as outlined by the International
Federation of Organic Agriculture Movements (Anjos et al., 2020). Although definitions vary
across regions, organic farming typically prioritizes resource cycling, ecological balance, and
biodiversity conservation (Baker et al., 2002; Barbosa et al., 2018). Regulatory bodies restrict
the use of pesticides, fertilizers, irradiation, industrial solvents, and synthetic additives.
Organic products must be free of genetically modified organisms and artificial chemicals
(Bergstrand, 2022). Organic animal-based products—such as certified organic eggs—must
comply with animal welfare standards, including access to free-range conditions rather than
battery cages (Tao et al., 2015).

The Slow Food movement represents another major contribution to sustainability in
gastronomy. Founded by Carlo Petrini in Bra, Italy, in 1989, Slow Food emerged as a
counter-movement to the rise of fast-food culture, symbolized at the time by the opening of
the first McDonald’s in Rome (Fusté-Forné & Jamal, 2020). Its philosophy is grounded in
three principles: good, clean, and fair. “Good” food refers to high-quality, tasty, and healthy
products that reinforce cultural and geographical identity (Jackson et al., 2023). “Clean” food
emphasizes environmentally responsible production that avoids harming natural ecosystems
(Chauhan & Rao, 2024). “Fair” food requires socially sustainable conditions, ensuring
equitable wages and treatment for producers while maintaining reasonable prices for
consumers (Martinez-Sykora et al., 2024). The Slow Food ethos integrates organoleptic
quality, memory, and emotional connections to food with ethical production processes that
respect both ecosystems and social relationships. Fairness includes adequate compensation for
small-scale producers and equity throughout production and distribution systems. To achieve
its goals, the movement promotes an alternative lifestyle that challenges the fast-paced
consumer culture of modern society (Moliterni et al.,, 2025). By encouraging a shift in
paradigms and emphasizing tradition, culture, and national identity, Slow Food has evolved
into a global network—supported particularly through the Terra Madre initiative—which
unites local food communities and individuals sharing the movement’s ideals (Fusté-Forné &

Jamal, 2020).
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In the context of this study, the term “slow food image” refers to the set of cognitive,
affective, and sensory impressions associated with traditional local gastronomy. This image
encompasses several dimensions—perceived food quality, authenticity, traditional
preparation, sensory experience, service style, and the cultural-symbolic meaning attached to
dishes. These dimensions collectively shape how visitors interpret and emotionally respond to
local cuisine. As emphasized in tourism literature, food functions not only as a nutritional
element but also as a cultural marker that shapes visitors’ perceptions of a place (Bjork &
Kauppinen-Réisdnen, 2016). Research further shows that gastronomic image is constructed
through the interaction of environmental cues, local ingredients, meal presentation, and
personal expectations (Kim, Eves & Scarles, 2009; Sims, 2009). Accordingly, the slow food
image encompasses the holistic sensory and emotional experience generated through local
cuisine—how it tastes, how it is presented, and how it reflects regional identity and heritage.
In this study, the slow food image is operationalized through seven (later expanded to nine)
attributes measured on a five-point Likert scale, capturing visitors’ evaluations of value for
money, food quality, variety, presentation, and the experiential and environmental context of
the meal. In this sense, the slow food image operates as a motivational and experiential
dimension that contributes to destination attractiveness and influences tourists’ evaluations
and behavioral intentions. The conceptual logic underlying this framework follows a simple
process: traditional gastronomic offerings and the natural environment shape visitors’
perceptions of food quality and authenticity; these perceptions influence satisfaction with the
overall experience; satisfaction, in turn, strengthens support for rural destinations and
contributes to sustainable tourism development. This relational structure is consistent with
established models linking food-based experiences, destination image, and behavioral
intentions in tourism research (Kim et al., 2009; Sims, 2009).

Agritourism represents a distinct and increasingly important form of rural tourism in which
agricultural activities, traditional food production, and farm-based experiences constitute the
core elements of the tourist offer. Phillip et al. (2010) define agritourism as tourism that
occurs on working farms, where visitors engage with agricultural landscapes, local
gastronomy, and rural culture. Owing to its reliance on short food supply chains, local
ingredients, and direct interaction between producers and consumers, agritourism is widely
considered one of the most sustainable models of rural tourism development (Barbieri &
Mshenga, 2008; Vujko et al, 2025). Sustainability in agritourism is expressed
economically—through diversification of farm income; socially—through preservation of

cultural practices, traditional knowledge, and rural identity; and environmentally—through
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promotion of ecological farming practices and reduction of transportation-related emissions
(Tew & Barbieri, 2012; Cvijanovi¢ et al., 2025). Local gastronomy plays a central role: meals
offered to visitors are commonly prepared from home-grown or regionally sourced
ingredients, enhancing perceptions of authenticity and strengthening the connection between
food, place, and identity (Recuero-Virto & Valilla Arréspide, 2024; Pauni¢ et al., 2024). In
this regard, agritourism closely aligns with the principles of the Slow Food movement, as both
emphasize traditional production, high-quality local foods, and respect for ecological and
cultural values. Agritourism also contributes to the preservation of rural landscapes, supports
small family farms, and stimulates local economies, making it an effective strategic tool for
sustainable rural development. By integrating agriculture, sustainability, and tourism,
agritourism provides an essential conceptual link between local gastronomy and rural tourism

practices relevant to this study.

METHODOLOGY

The research conducted for the purposes of this paper was based on the methodology
previously used by Nield, Kozak and LeGrys (2000). Using a modified version of their
approach, respondents were asked to rate seven attributes—value for money, food quality,
number of dishes, variety of dishes, food presentation, overall traditional meal experience,
and attractiveness of surroundings—on a five-point scale from one to five. The authors of this
paper used these attributes to sketch the images of slow food in the perception of 493 guests.
These slow food images are not only related to the taste and quality of the food itself, but arise
from the entire set of circumstances that shape guests’ impressions. The authors assume that it
is important for guests to receive the value they expect for their money, which, in a rural
environment, is often associated with the taste of food prepared “like at grandma’s house.” In
fact, the attribute “value for money” contains an emotional component that is highly
individual for different guests. Food quality undoubtedly refers to the impact that food has on
human health and is linked to the “from field to table” concept, which implies that the guest
can at any time know the origin of each ingredient that goes into a meal. To adapt the original
Nield—Kozak—LeGrys (2000) scale to the context of traditional gastronomy in rural areas, a
reduced and culturally adjusted set of attributes was selected. The wording of items was
refined to reflect region-specific elements of slow food, and the instrument was translated and
back-translated to ensure semantic and cultural equivalence. This modified version thus
preserves the core evaluative structure of the original scale while strengthening its contextual

relevance.
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The number of dishes served to the guest is perceived as part of a traditional manner of
serving food: starting with appetizers, then soup or stew, followed by the main course, salad,
bread and finally dessert. The richness of the table is something common in these regions and
is considered part of tradition. Visual “pictures” also affect slow food images. The manner of
serving has an additional effect: waiters with a smiling face and positive attitude represent the
sense of hospitality that can be felt in the regions where the research was conducted. Food and
table offerings can equally be considered part of this slow food perception. A large menu with
many different traditional dishes, all of high quality and very tasty, plays a major role in
reinforcing the images that slow food evokes. After the method of serving food—that is, how
the food is brought to the guests—other elements also matter. Ideally, the restaurant is full,
guests ask for more, and leave with a smile on their face. The area surrounding the restaurant
should also be arranged in a typical traditional manner, with appropriate decorations and
props. At first sight, the place should clearly signal what type of food is served there.
Traditional furniture and decorative elements are expected in both the interior and exterior.
Music is also very important: these parts of the country are associated with tamburica and folk
music performed with tamburica or accordion. Last but not least is the location of the
restaurant—namely, the wider environment and atmosphere. The ambiance of a traditional
restaurant should be closely linked with nature and provide an environment that facilitates
relaxation and enjoyment, promotes peace and tranquility, and by its appearance fosters a
good mood among guests.

The authors visited two restaurants for better representation: one located in Hungary and
the other in Vojvodina (Serbia). The research was conducted over a period of more than two
years, from March 2022 until September 2024. The survey, in the form of interviews, was
carried out personally by the authors. Guests of these restaurants were interviewed, and the
data were recorded during conversations and informal chats. The authors assumed that this
approach would elicit more honest answers, given the intimate and relaxed ambiance. For
each attribute, interviewees were given an explanation of what it represents and what it
means, so there were no equivocal answers. The sampling approach corresponded to
sequential convenience sampling, where every guest present at the time of the researchers’
visit and willing to participate was included. Participation was voluntary and anonymous, and
no exclusion criteria were applied beyond willingness to take part. The final sample consisted
of 493 participants, of whom approximately 54% were female and 46% male. The age
structure ranged from 18 to 74 years, with the largest share of respondents belonging to the
30-49 age group. Around two-thirds of the participants were domestic visitors, while one-

third were foreign guests, reflecting the typical composition of visitors in both study locations.
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The Hungarian restaurant is located inside the Hortobagy National Park and is named
Hortobagyi Csarda, while the Serbian restaurant is located within the FruSka Gora National
Park and is called Banstolka. Both are situated in the Pannonian Plain; their geographical
characteristics and the traditional principles of the people living there provide ample
justification for claiming a strong similarity between the two. In Hungary, rural tourism is
highly developed and is clearly present on the agenda of top decision-makers. In Serbia,
however, rural tourism is not yet developed in accordance with its real potential and still
remains below the level of possibilities. The authors thus collected information based on the
scrutiny of hospitality guests’ perceptions regarding slow food within the gastronomic offer
and its importance, and examined whether there are differences in the offer between the two
nations, given their different stages of rural tourism development. Both restaurants were
treated as case-study sites, selected for their representativeness of traditional rural gastronomy
rather than for statistical generalization. Accordingly, the findings should be interpreted
within the framework of case-based inquiry.

This study begins from the main hypothesis (H) that Slow Food represents a dimension
that is associated with and may contribute to the sustainable development of rural tourism
and, consequently, to the sustainable development of rural destinations. In line with the
theoretical framework and the research objectives, two research questions were formulated:
What type of gastronomy can sustainably develop rural areas? How does gastronomy
influence sustainable rural development? Based on these questions, two sub-hypotheses were
derived:

H1: Local food and beverages may support the development of rural destinations by
enhancing the authenticity, attractiveness, and overall value of the gastronomic offer.

H2: Sustainable food and beverage production may contribute to the sustainable
development of rural destinations by reinforcing ecological, cultural, and socio-economic
sustainability.

It should be emphasized that both sub-hypotheses are examined at a micro-level through
guests’ perceptions, rather than through systemic or objectively measured sustainability
indicators.

The main hypothesis (H) and the two subordinate hypotheses (H1 and H2) were
empirically tested through evaluation of guests’ perceptions across nine attributes related to
the slow food experience, as well as through comparative analysis between respondents from
Serbia and Hungary. It is important to note that the study examines guests’ perceived

sustainability impacts rather than objective environmental indicators. The focus is therefore
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on subjective evaluations of ecological, cultural, and socio-economic dimensions embedded
in the slow food experience.

To ensure methodological rigor, a combination of complementary statistical procedures
was applied. Descriptive statistics (means and standard deviations) were computed to provide
an overview of general perception patterns. Based on these results, a ranking procedure was
undertaken to identify the most influential attributes shaping the slow food experience. All
statistical procedures were performed in IBM SPSS Statistics 29. Given that the variables
were measured on a five-point Likert scale and thus represent ordinal data, differences
between the Serbian and Hungarian samples were assessed using nonparametric methods. The
choice of nonparametric techniques was based on the ordinal nature of the data and the
absence of normal distribution assumptions. Values in the lower part of the scale (1-2)
appeared only sporadically, which explains why the majority of mean scores fall within the 3—
5 range—a common pattern in hospitality satisfaction studies. Cliff’s delta (3) was used as a
robust measure of effect size to evaluate the magnitude of group differences. Additionally,
Pearson’s Chi-Square tests were performed to determine whether the distribution of responses
differed significantly between the two countries. Statistical significance was evaluated at the p
< 0.05 level. This refined and methodologically consistent approach ensured the transparency,

robustness, and reproducibility of all analytical procedures.

Rural Hungary

Rural tourism in Hungary began to take institutional form in 1994, when the National Rural
and Agrotourism Association assumed responsibility for representing rural tourism service
providers (Nemes et al., 2019). Following an organizational transformation in 2001, the
National Rural and Agrotourism Association was reorganized into an umbrella association
comprising 19 county-level organizations, thereby extending its operational reach throughout
the entire country. Today, the Association has approximately 2,000 members
(https://www.ksh.hu). According to rural hosts themselves, this figure is nearly three times
higher than the number registered in the official statistics of the Hungarian Tourism Agency,
exceeding 50% of all rural accommodation providers in the country. In 2023, the Central
Statistical Office reported 71,232 rooms and 256,962 bed places in private and other
accommodation establishments across Hungary (https://www.ksh.hu). The National
Association of Rural and Agrotourism frequently uses the term “village tourism” as a
synonym for the foundational and most widespread form of rural tourism (Szabo, 2006;

2011). According to Gonda and Bori (2023), demand in rural tourism is directly linked to
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general motivational trends observed in contemporary tourism. Tourists increasingly seek
pristine natural landscapes, clean and aesthetically pleasing environments, and experiences
associated with silence, tranquillity, and “perfect” recreation. These motives highlight the
attractiveness of “untouched” rural areas as appealing tourism destinations. Nemes et al.
(2019) emphasize that rural tourism in Hungary is today primarily dominated by domestic
visitors, who account for approximately 90% of all guests. After the millennium, when the
proportion of foreign and domestic guests was nearly equal, a significant shift occurred,
resulting in a predominant domestic demand.

Regarding gastronomy, Gonda and Bori (2023) note that Hungarian cuisine has roots in
ancient Asiatic culinary traditions, enriched over time with Germanic, Italian, and Slavic
influences. Some of the most iconic dishes include: Gulyasleves (Goulash Soup): A savory
and aromatic dish featuring tender meat and vegetables in a richly seasoned, flavorful broth;
Porkolt: A dense stew typically made from meat and vegetables, characterized by the distinct
taste of paprika—a hallmark of Hungarian cuisine; Haldszl¢ (Hot and Spicy Fish Soup): A
flavorful and spicy fish soup heavily seasoned with paprika; Langos (Deep-fried Pastry): A
popular street food consisting of deep-fried dough topped with garlic butter, sour cream, and
cheese; Kiirtds kalacs (Nagy, 2018), internationally known as chimney cake, is a traditional
Hungarian pastry prepared from a slightly sweet, yeast-leavened dough that is rolled into a
long strip and wrapped around a cylindrical wooden spit. The dough is then brushed with
melted butter and rolled in sugar before being baked over charcoal or in a rotisserie-style
oven. During baking, the sugar caramelizes, forming a shiny, crisp, amber-colored crust. Once
baked, the pastry is typically coated with additional toppings such as ground walnuts,
cinnamon, cocoa powder, vanilla sugar, or shredded coconut. Contemporary commercial
variants may include additional fillings or coatings such as chocolate spreads, but these are
modern adaptations and not characteristic of the traditional preparation. Its characteristic
hollow, cylindrical shape and spiral structure give it its “chimney” appearance, while its

preparation method reflects historic Transylvanian and Hungarian culinary traditions.

RESULT AND DISCUSSION

Before conducting comparative analyses, descriptive statistics were calculated for all nine
examined attributes. The results show that all variables received high average ratings,
indicating a generally positive perception of the slow food offer in both restaurants. The
highest overall mean values were recorded for Food quality (M =4.31, SD = 0.73), Overall
traditional meal experience (M =4.28, SD = 0.76), and Attractiveness of surroundings (M

= 4.23, SD = 0.80). Slightly lower, but still strongly positive, evaluations were found for
13
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Variety of dishes (M = 4.20, SD = 0.81), Food presentation (M = 4.18, SD = 0.83), and
Number of dishes (M = 4.16, SD = 0.82). The lowest mean values were recorded for Value
for money (M = 4.11, SD = 0.84), Standard of food service (M = 4.05, SD = 0.87), and
Speed of service (M = 3.98, SD = 0.90). These results indicate that the gastronomic elements
most strongly shaping the slow food image are those associated with food quality,
authenticity, and the overall culinary experience. Together, these nine attributes form an
integrated perceptual structure that reflects how guests construct the “slow food image” of a
restaurant. In this framework, food-related qualities, serving traditions, and environmental
cues jointly shape the experiential meaning attached to slow food. Based on the mean scores
of all nine attributes, a ranking was conducted to determine which elements most strongly
shape the slow food experience in the examined restaurants. The results show that Food
quality holds the highest overall position, followed by Overall traditional meal experience
and Attractiveness of surroundings. Mid-ranked variables include Variety of dishes, Food
presentation, and Number of dishes, all of which achieved high but relatively similar scores.
The lowest-ranked attributes were Value for money, Standard of food service, and Speed of
service, although their mean values remained above 3.9, confirming consistently positive
evaluations. Taken together, this ranking indicates that respondents attributed greatest
importance to the intrinsic qualities of food and the broader experiential atmosphere, rather
than operational elements such as speed or standardized service procedures. When viewed as
a composite perceptual profile, the overall mean across all attributes (M = 4.17) further
confirms that the slow food experience is evaluated very positively.

To further examine whether respondents from Serbia and Hungary differed in their
evaluations of the nine examined attributes, a nonparametric effect-size measure—Cliff’s
delta (8)—was calculated. This method is suitable for ordinal data and provides a robust
assessment of the magnitude of differences between two independent groups. Across all nine
variables, the obtained & values ranged between 0.01 and 0.08, indicating negligible effect
sizes. According to established interpretative thresholds, o values below 0.147 reflect trivial
differences between groups. These results demonstrate that respondents from the two
countries assessed the attributes of the slow food experience in a highly similar manner. In
other words, national context did not meaningfully influence perceptions of food quality,
authenticity, service, or the overall slow food experience. These findings complement the chi-
square tests reported below, reinforcing the conclusion that the two restaurants—although
located in different countries—provide highly comparable traditional gastronomic
experiences aligned with shared cultural and culinary heritage. It should be emphasized that
the y* results indicate only the absence of statistically significant group differences and do not

imply any causal relationship between national context and perception.
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Research was carried out among 273 guests of the restaurant Banstolka in the Fruska Gora
National Park, Vojvodina (Serbia) and 220 guests of the Hortobagyi Csarda in the Hortobagy
National Park, Hungary. Respondents were asked questions consecutively and rated them on
a scale from 1 to 5. The first attribute was “Value for money,” for which respondents in both
restaurants gave very high scores. For restaurants, “value for money” refers to the type of
cuisine served, the usual pricing of food, and portion size. In most traditional restaurants,
however, this value is linked to the emotions the experience evokes. Based on the responses
from both restaurants (Tab.1), what guests particularly appreciated was the sense of family
warmth arising from the close relationship between host and guest. Small gestures—such as
offering bite-sized canapés of toast bread, quiche, spreads or patés, or house appetizers—were
highlighted as details that make guests feel special. Small things create memorable

experiences.

Table 1 Value for money

Country of origin Total
Serbia Hungary
Value for money | 3 Count 89 79 168
% within Value for 53,0% 47,0% 100,0%
money
% of Total 18,1% 16,0% 34,1%
4 Count 100 76 176
% within Value for 56,8% 43,2% 100,0%
money
% of Total 20,3% 15,4% 35,7%
5 Count 84 65 149
% within Value for 56,4% 43,6% 100,0%
money
% of Total 17,0% 13,2% 30,2%
Total Count 273 220 493
% within Value for 55,4% 44,6% 100,0%
money
% of Total 55,4% 44,6% 100,0%

The results in Tab.2 indicate that there is no statistical significance in respondents’ answers
based on the country in which the study was conducted. This suggests that guests in both
restaurants provided very similar responses, implying that the two restaurants share many
common elements of traditional culinary culture and local food typical of their respective

regions.

Table 2 Pearson Chi-Square Test

Value | df Asymptotic Significance (2-sided)

Pearson Chi-Square | ,600a 2 ,741
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The next attribute, food quality, received the highest ratings. Guests of both restaurants
uniformly expressed high satisfaction with meal quality (Tab.3). In traditional restaurants,
quality is closely linked to the ingredients used. Traditional food products hold particular
importance. For a product to be classified as “traditional,” it must be produced in a specific
locality—such as a country, region or place—using an authentic recipe. The raw materials and
production processes must be carried out within that area. According to Sidali and
Hemmerling (2014), traditional food products should have been present on the market for at

least 50 years and form part of gastronomic heritage.

Table 3 Food quality
Country of origin Total
Serbia Hungary
Food quality | 3 Count 88 60 148
% within Food 59,5% 40,5% 100,0%
quality
% of Total 17,8% 12,2% 30,0%
4 Count 101 86 187
% within Food 54,0% 46,0% 100,0%
quality
% of Total 20,5% 17,4% 37,9%
5 Count 84 74 158
% within Food 53,2% 46,8% 100,0%
quality
% of Total 17,0% 15,0% 32,0%
Total Count 273 220 493
% within Food 55,4% 44,6% 100,0%
quality
% of Total 55,4% 44,6% 100,0%

Tab.4 shows that respondents’ scores in both restaurants were homogeneous regarding food
quality; therefore, no statistically significant difference was found. Slow food images based
on food quality relate primarily to the traditional origin of food products from which meals
are prepared. This has demonstrated strong importance in forming a positive image of the

restaurants.

Table 4 Pearson Chi-Square Test

Value | df Asymptotic Significance (2-sided)

Pearson Chi-Square | 1,452* |2 ,484

The following three tables (5—7) refer to traditional serving culture in the regions where the
two restaurants are located. As seen in all three categories, respondents again awarded the
highest ratings, with no significant difference between the two countries (Tables 6 and 8). The

number of dishes served in several courses, the manner of serving, and the variety of tastes
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are part of the traditional culinary culture of both Serbs and Hungarians. Culinary heritage and
authentic cuisine (Lin et al., 2021) play a vital role in tourism development (Jeroscenkova et
al., 2015). Gastronomic heritage has recently become recognized as a distinct segment of
cultural heritage. National cuisine reflects regional culture and, when perceived as authentic,
attracts tourists seeking true cultural experiences (Yang & Lee, 2019). Preserving culinary
heritage contributes not only to increased tourist arrivals but also represents territorial capital

that brings social and economic benefits and helps maintain the identity of local ethnic

communities.
Table 5 Number of dishes
Country of origin Total
Serbia Hungary
Number of dishes | 3 Count 73 67 140
% within Number of 52,1% 47,9% 100,0%
dishes
% of Total 14,8% 13,6% 28,4%
4 Count 89 86 175
% within Number of 50,9% 49,1% 100,0%
dishes
% of Total 18,1% 17,4% 35,5%
5 Count 111 67 178
% within Number of 62,4% 37,6% 100,0%
dishes
% of Total 22.5% 13,6% 36,1%
Total Count 273 220 493
% within Number of 55,4% 44,6% 100,0%
dishes
% of Total 55,4% 44,6% 100,0%
Table 6 Pearson Chi-Square Test
Value | df Asymptotic Significance (2-sided)

Pearson Chi-Square | 5,551* |2 ,062

Authenticity in local food refers to whether its components or preparation methods are
specific to a given area (Barska & Wojciechowska-Solis, 2018). A dish is authentic if it is
traditionally prepared, uses local ingredients, and is prepared by locals following native
methods (Kruzmetra et al., 2018). According to Baldacchino (2015), authenticity derived
from tradition includes recipes, ingredients, cooking methods, tastes, eating habits and social
symbolism. The manner of serving such food—including the dishes in which food is
presented and the size of portions—is equally important. Culture and tradition cannot be
viewed separately from local gastronomy, which shapes the identity of a region or nation.
Local food is generally considered authentic produce that not only represents a tourist

destination but also conveys the culture of local tradition. Gastronomic products grown and
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served within the same region represent a culinary reflection of local life and culture, passed
from generation to generation. This makes gastronomy a strategic tool for advancing the
social and economic development of a destination, forming one of the core principles of slow

food tourism.

Table 7 Variety of dishes

Country of origin Total
Serbia Hungary
Variety of dishes | 3 Count 85 60 145
% within Variety of dishes | 58,6% 41,4% 100,0%
% of Total 17,2% 12,2% 29,4%
4 Count 99 86 185
% within Variety of dishes | 53,5% 46,5% 100,0%
% of Total 20,1% 17,4% 37,5%
5 Count 89 74 163
% within Variety of dishes | 54,6% 45,4% 100,0%
% of Total 18,1% 15,0% 33,1%
Total Count 273 220 493
% within Variety of dishes | 55,4% 44,6% 100,0%
% of Total 55,4% 44,6% 100,0%
Table 8 Pearson Chi-Square Test
Value | df Asymptotic Significance (2-sided)

Pearson Chi-Square | ,917° 2 ,632

Tab.9 presents respondents' views on the importance of Food presentation. The manner in
which the tradition is presented to the respondents reflects both a high degree of national
identity and national pride. Identification with this was seen among respondents of both

restaurants as the highest ratings given for this category.

Table 9 Food presentation

Country of origin Total
Serbia Hungary
Food presentation | 3 Count 71 67 138
% within Food 51,4% 48,6% 100,0%
presentation
% of Total 14,4% 13,6% 28,0%
4 Count 89 86 175
% within Food 50,9% 49,1% 100,0%
presentation
% of Total 18,1% 17,4% 35,5%
5 Count 113 67 180
% within Food 62,8% 37,2% 100,0%
presentation
% of Total 22,9% 13,6% 36,5%
Total Count 273 220 493
% within Food 55,4% 44,6% 100,0%
presentation
% of Total 55,4% 44,6% 100,0%
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Also, as in the previous answers, there is no statistical significance here either (Tab.10).

Table 10. Pearson Chi-Square Teest

Value | df Asymptotic Significance (2-sided)

Pearson Chi-Square | 6,298 | 2 ,043

Slow food can enhance place attachment by bringing guests closer to the culture and heritage
of a destination, enabling them to experience the unique authenticity of a region (Wang &
Mattila, 2015). Increased visibility of food and drink within tourism strengthens the image of
culinary heritage. For this reason, the overall experience guests had in both restaurants is
particularly important. Based on data in Tab. 11, traditional food is very well presented in
both establishments, contributing significantly to the general impression and the images
created by slow food. No statistically significant differences were found between responses

(Tab. 12).

Table 11. Overall traditional meal experience

Country of origin Total
Serbia Hungary

Overall traditional meal 3 Count 80 75 155
experience % within Overall 51,6% 48.,4% 100,0%

traditional meal

experience

% of Total 16,2% 15,2% 31,4%

4 Count 98 72 170

% within Overall 57,6% 42.,4% 100,0%

traditional meal

experience

% of Total 19,9% 14,6% 34,5%

5 Count 95 73 168

% within Overall 56,5% 43,5% 100,0%

traditional meal

experience

% of Total 19,3% 14,8% 34,1%
Total Count 273 220 493

% within Overall 55,4% 44,6% 100,0%

traditional meal

experience

% of Total 55,4% 44.6% 100,0%

Table 12. Pearson Chi-Square Teest

Value | df Asymptotic Significance (2-sided)

Pearson Chi-Square | 1,336* | 2 513
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Perhaps the most important element of tradition and culture is the physical location of
traditional restaurants (Grubor et al., 2022). It is crucial that the restaurant be situated in an
integrated and authentic environment. This contributes to the positive ratings observed in
Tab.13. Both restaurants are located in natural surroundings of the Pannonian Plain—a
representative geographical area typical for both Vojvodina (Serbia) and Hungary (Tab.14).
Rural destinations influence cortisol secretion, directly affecting stress levels. Combined with
slow food imagery, this explains why such environments are increasingly important for the

sustainable development of rural destinations.

Table 13. Attractiveness of surroindings

Country of origin Total
Serbia Hungary
Attractiveness of 3 Count 70 63 133
surroundings % within Attractiveness | 52,6% 47,4% 100,0%
of surroundings
% of Total 14,2% 12,8% 27,0%
4 Count 87 86 173
% within Attractiveness | 50,3% 49.7% 100,0%
of surroundings
% of Total 17,6% 17,4% 35,1%
5 Count 116 71 187
% within Attractiveness | 62,0% 38,0% 100,0%
of surroundings
% of Total 23,5% 14,4% 37,9%
Total Count 273 220 493
% within Attractiveness | 55,4% 44.6% 100,0%
of surroundings
% of Total 55,4% 44.6% 100,0%

Table 14. Pearson Chi-Square Teest

Value | df Asymptotic Significance (2-sided)

Pearson Chi-Square | 5,570* | 2 ,062

The combined findings from descriptive statistics, ranking analysis, chi-square tests, and
nonparametric effect-size estimation consistently indicate that respondents in both countries
held uniformly positive perceptions of all elements associated with the slow food experience.
Attributes linked to culinary authenticity, food quality, and experiential value were
particularly highly evaluated, while operational aspects such as speed or standardization of
service received relatively lower, but still favorable, assessments. Moreover, the negligible
effect sizes obtained through Cliff’s delta confirm the absence of meaningful differences

between Serbian and Hungarian respondents, suggesting that the slow food offer is perceived
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in a comparable manner across both national contexts. Based on these results, the first sub-
hypothesis (H1), which proposes that local food and beverages contribute positively to the
development of rural destinations, is accepted. The second sub-hypothesis (H2), which states
that sustainable food and beverage production supports the sustainable development of rural
destinations, is likewise accepted. Finally, the main hypothesis (H)—that Slow Food
represents a dimension associated with sustainable development in rural tourism in rural
tourism and, consequently, the sustainable development of rural destinations—is formally
accepted. These findings provide clear empirical confirmation of all three hypotheses and
demonstrate the relevance of slow food as a strategic component of sustainable rural tourism

development (Tab.15).

Table 15 Summary of Hypothesis Testing Outcomes

Hypothesis Statement Methodological Basis Outcome
H1 Local food and beverages positively Descriptive statistics; Accepted
contribute to the development of rural attribute ranking; chi-square
destinations. tests; Cliff’s delta
H2 Sustainable food and beverage production | Descriptive statistics; Accepted
positively influences the sustainable attribute ranking; chi-square
development of rural destinations. tests; Cliff’s delta
H (Main Slow Food is a dimension that is Integrated interpretation of | Accepted
Hypothesis) associated with sustainable development all analyses
in rural tourism and, consequently, in rural
destinations.

CONCLUSION

A superficial success of gastro-tourism is increasingly visible: fine dining restaurants,
wineries, and guesthouses attract visitors and generate income, transforming what were once
small villages into thriving destinations. However, gastro-tourism can contribute to economic
and cultural revitalization only when it is managed sensitively and responsibly, ensuring that
it does not create new social or economic disparities. For this reason, policy-makers and
community leaders should work collaboratively to develop tourism models that are both
inclusive and sustainable, thereby enhancing long-term resilience in rural areas. Under such
conditions, rural gastro-tourism can function not as a source of division but as a catalyst for
positive social and economic change. While the findings clearly demonstrate strong guest
appreciation for traditional, ingredient-based hospitality, these results do not allow for
definitive causal claims regarding the broader sustainable development of rural destinations.
Rather than indicating direct impact, the results suggest that slow food practices may support

or be associated with sustainability-oriented processes in rural tourism.
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The natural and anthropogenic resources present in rural regions of the Republic of Serbia,
although valuable, are not sufficient on their own for the development of rural tourism. They
do represent a form of competitive advantage, yet true competitiveness in tourism depends on
the wise, long-term, and sustainable use of available resources. The findings of this study
show that Hungary and Serbia possess almost equal attractiveness when slow food is taken
into account. Distinctive and representative food products significantly enhance the overall
gastronomic experience. Nonetheless, the conditions under which rural tourism operates in
these two countries differ substantially. Because the empirical evidence derives from two
case-study restaurants, the findings should be interpreted within the scope of context-specific
gastronomic experiences. Broader generalizations to national-level rural tourism systems
would require more extensive datasets and multi-site research designs. In Serbia, a major
issue lies in the lack of cooperation between state authorities and local self-government units.
This is further compounded by the absence of defined concepts and strategies for rural
tourism development, the lack of incentive mechanisms (such as tax support), and
deficiencies in legal regulations—including unclear categorization standards for rural tourism
facilities. Numerous additional obstacles hinder the growth of rural tourism: inadequate
tourist infrastructure and superstructure, poor public and transportation infrastructure, general
disinterest among the rural population, insufficient environmental protection, and a workforce
inadequately trained to meet tourism needs. Limited improvements make further development
challenging. Additional structural problems include insufficient implementation of modern
information and communication technologies, misallocation of resources, demographic
decline and aging in rural areas, low education levels among households interested in tourism
activities, and lack of involvement of key actors in preparatory measures preceding the tourist
season.

Given that Hungary covers 93,030 km? and Serbia 88,499 km?, and considering that the
number of registered rural households providing accommodation services in Hungary is
double that in Serbia (1,052), it is clear that Serbia’s efforts toward developing rural tourism
are far from complete. Further research is required to better understand the evolution of rural
tourism in Serbia, including both its strengths and weaknesses. Slow food has proven to be a
highly effective developmental policy. It brings not only financial benefits but also cultural
revitalization to rural societies. Many regions aspire to replicate the successful models found
in destinations such as Tuscany and Provence, where economic benefits spread throughout the
local community. Gastronomic tourism specifically responds to the growing demand for

authentic culinary experiences and attracts visitors seeking local flavors in picturesque
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landscapes. An increase in such visits may further stimulate investments in infrastructure,
services, and agriculture, leading to broader regional development. Overall, the results of this
study support the view that slow food represents a key dimension associated with the
sustainable development of rural tourism and, consequently, may contribute to the
sustainable development of rural destinations. Accordingly, the policy-related implications
discussed in this study should be viewed as indicative rather than prescriptive. They highlight
potential directions but cannot serve as comprehensive strategic recommendations without
systematic destination-level evidence. Its implementation appears to offer both immediate
and long-term opportunities for strengthening rural economies, preserving cultural heritage,

and enhancing the overall attractiveness of rural areas.
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Abstract

Anchored in Expectancy Theory of Motivation, this study investigates how expectancy, instrumentality,
and valence influence hotel employees’ intention to stay in the industry, while assessing the moderating
role of technology support. The research was conducted among operational employees of four- and five-
star hotels across fourteen provinces in Indonesia, yielding 388 valid responses through purposive
sampling. Data was collected using a structured questionnaire via online and analyzed via Partial Least
Squares Structural Equation Modeling (PLS-SEM). The findings demonstrate that all three motivational
components; expectancy, instrumentality, and valence exert significant positive effects on employees’
intention to remain, reaffirming the robustness of expectancy theory within contemporary hospitality
settings. These results suggest that employees are more inclined to stay when they perceive a clear link
between effort and performance, trust that performance will lead to valued rewards and assign meaningful
value to those outcomes. However, technology negatively moderates the relationship between expectancy
and intention to stay, as well as between valence and intention to stay, indicating that technology-
intensive environments may weaken certain motivational perceptions. In contrast, no significant
moderating effect was observed in the instrumentality retention relationship. Collectively, the findings
contribute theoretically by contextualizing expectancy theory in technology-driven workplaces and offer
practical insights for hotel managers seeking to design balanced, human-centered retention strategies.

Keywords: Hospitality, Technology, Expectancy Theory, Motivation, Intention to Stay Working
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INTRODUCTION

Employee retention remains a key strategic issue in the hotel sector, where turnover not only
inflates hiring costs but also disrupts service consistency and guest satisfaction (Dangaiso &
Mukucha, 2024; Rabiul et al., 2025). Victor Vroom’s expectancy theory offers a valuable
framework for examining this challenge: it posits that motivation depends on three
interrelated perceptions expectancy, instrumentality, and valence which guide behavioral
choices and commitment (V. Vroom et al., 2015). Expectancy reflects an employee’s belief
that their effort will lead to successful performance (Khan et al., 2021). In the hotel context,
where staff often face irregular schedules and multitasking demands, sustaining that belief is
critical. When employees trust that working the extra shift or learning a new system will boost
their performance, their motivation and job attachment strengthen. Instrumentality captures
the perceived link between performance and outcome whether excelling at one’s job leads to
tangible benefits like bonuses, promotions, or recognition (Joshi, 2025; Rai et al., 2025).
Evidence from hotel-based models indicates that when staff perceive this link as clear and
credible, their motivation stays high. Valence represents how much employees value the
outcomes tied to their performance (Kalogiannidis et al., 2025). Research by Chiang and Jang
(2008) demonstrated that valence carries both intrinsic and extrinsic dimensions, with
intrinsic rewards such as self-worth and personal growth often exerting a stronger pull for
hotel employees.

Chiang and Jang (2008) modified expectancy theory model, tested with 289 hotel
employees, confirmed that both intrinsic instrumentality and intrinsic valence significantly
shape work motivation suggesting that financial perks alone cannot sustain retention. Given
these insights, hoteliers are urged to foster meaningful rewards like career development paths
and recognition programs that align with staff values, thereby fueling deeper emotional
investment in the organization (Ali et al., 2025; Ferdian et al., 2022; Urme, 2023). Overloaded
schedules, insufficient training, and minimal feedback can erode the belief that effort
translates to good performance, weakening motivational dynamics (Baquero et al., 2025;
Ferdian, 2021).

Similarly, unclear evaluation processes and opaque promotion criteria can shatter
instrumentality. When employees doubt that hard work will be rewarded, their drive and
intention to stay can diminish (Xu et al., 2022). Valence, being deeply personal, varies widely
some employees may prioritize pay, while others seek skill development or flexible work

(Younies & Al-Tawil, 2021). Organizations must therefore tailor incentives and recognition
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systems to align with individual motivations (Ginting et al., 2024). Beyond these motivational
drivers, technology has emerged as a pivotal context in modern hospitality settings (H. Park et
al., 2023). Tools like mobile check-in systems, digital scheduling platforms, and guest-service
apps are increasingly integrated into daily workflows across hotels (Talukder, 2025).

Although substantial research explores employees’ attitudes toward technology, far fewer
studies examine how technology interacts with expectancy, instrumentality, and valence to
shape retention. Technology support indicates that systems perceived as useful and easy to
use enhance user engagement (Tavitiyaman et al., 2024). When applied to hotel employees,
this implies that well-designed tools could reinforce their sense that effort produces results
(Kirillova et al., 2020). Digital platforms also create opportunities to strengthen
instrumentality (Kabadayi et al., 2022). If performance metrics like guest satisfaction ratings
are tracked, made transparent, and directly linked to rewards, employees perceive a stronger
performance outcome connection (Prentice et al., 2019). Moreover, digital tools can elevate
valence by freeing employees from administrative burdens, enabling them to engage more
with guests or enhance their skills activities may find more intrinsically rewarding (Hua et al.,
2020). Thus, technology support may act as a moderator: amplifying the influence of
expectancy, instrumentality, and valence on employees’ intention to stay. When tech is
accessible and supportive, the motivational chain may grow stronger.

Evidence in hotel literature supports similar moderating relationships. For instance, Chiang
and Jang (2008) demonstrated how communication satisfaction strengthens expectancy effects
on motivation, providing conceptual support for exploring technology moderation. However,
empirical studies that explicitly model technology support as a moderator in expectancy
driven retention remain scarce (Bakir et al., 2025). Most treat tech simply as an additional
predictor rather than a catalyst that intensifies core motivational dynamics. Industry reports
note productivity and efficiency gains from hotel technology yet rarely connect these to staff
retention or motivational beliefs (Spindler, 2024). The individual psychological impact of
tech solutions is still underexplored.

With hospitality increasingly embracing Al chatbots, automated housekeeping systems,
and real-time performance dashboards, it becomes urgent to assess how these tools affect
employee psychology in particular, whether they bolster or erode motivational components
(Dasgupta & Jamader, 2024). Tailoring technology to reinforce employees’ core motivational
beliefs may offer managers a twofold win: operational efficiency and enhanced retention
(Tavitiyaman et al., 2022). To address this gap, this article investigates how expectancy,

instrumentality, and valence influence employees’ intention to stay, and how technology
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support modifies those relationships. We draw on expectancy theory foundation (V. Vroom et
al., 2015), the applied hotel model by Chiang and Jang (2008)and tecnology insights
regarding technology usability.

Through surveys capturing employees’ perceptions of digital tools, motivational beliefs,
and staying intent, we aim to offer a nuanced model where technology support acts as a
situational amplifier of motivational forces. In doing so, we seek to refine expectancy theory’s
applicability in modern service settings and provide actionable guidance for hospitality
managers investing in digital systems. If technology is implemented without regard for
motivational dynamics, its benefits may be curtailed. Ultimately, understanding how
technology support interacts with expectancy, instrumentality, and valence offers a path
toward integrated retention strategies where psychological engagement and operational design

work hand-in-hand.

LITERATURE REVIEW

Intention to Stay Working in the Hotel Industry and Expectancy Theory Perspective
Employee turnover remains a persistent issue in the hospitality field, particularly in hotels,
where workforce instability frequently disrupts service consistency and operational efficiency
(Chiang & Jang, 2008). Given this context, uncovering the key motivational elements that
encourage employees to stay working in the hotel industry is essential. Expectancy Theory by
Vroom (1964) offers a useful lens to explore this matter, presenting three interrelated
concepts expectancy, instrumentality, and valence that explain how individuals make
decisions about their work effort based on expected outcomes.

Expectancy pertains to the belief that one’s effort will result in successful job performance.
In hotel environments, where roles often demand high levels of interaction, physical exertion,
and multitasking, this belief becomes a critical factor. Employees are more likely to stay if
they trust that their hard work will lead to effective performance and recognition. Clack
(2021) noted that when employees perceive no relationship between their input and
performance success, they become disengaged. Thus, fostering skill development through
training and providing clear performance standards are strategies that enhance this belief and
encourage retention. Kusluvan et al. (2010) further emphasize that employees who feel
competent and prepared through training tend to remain longer in their roles. A study by Ford
et al. (2023) also showed that when employees are supported by their organization and feel
capable of performing their duties well, they are more likely to develop loyalty and stay in
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their jobs. These findings lend empirical backing to the first hypothesis, which proposes that
employees who perceive a strong link between effort and performance are more motivated to

stay. Thus, we propose the following hypothesis:

HI:  Expectancy has a positive impact on the employee intention to stay working in the

hotel industry

Instrumentality refers to the perceived connection between performance outcomes and
rewards. In the hospitality sector, where career advancement opportunities may be limited due
to organizational hierarchies, this linkage is often ambiguous. When employees feel that their
efforts will not result in tangible rewards like promotions or job stability, their motivation to
remain diminishes (Chiang & Jang, 2008). Therefore, clarity in how rewards are tied to
performance is essential. Research by Chen et al. (2023) illustrates that when hotels
communicate reward systems transparently and outline clear career pathways, employee
perceptions of instrumentality improve. Employees are more committed when they believe
their performance will be fairly rewarded. These insights validate Hypothesis 2, reinforcing
the idea that perceived performance-reward connections contribute significantly to an
employee’s decision to stay. Choi et al. (2024) also argue that the absence of clear
instrumentality can lead to emotional burnout. When high performers see little reward for
their effort, dissatisfaction rises, leading to higher turnover rates. This underlines the need for
performance evaluation systems that not only acknowledge employee contributions but also

reward them in a consistent and meaningful way. Thus, we formulate the following

hypothesis:
H2:  Instrumentality has a positive impact on the employee intention to stay working in
the hotel industry

Valence reflects the personal value an employee places on the expected outcomes of their
work. In hotel jobs, where compensation may not always match effort, the nature and
attractiveness of rewards such as appreciation, growth prospects, or flexible hours play a
pivotal role in shaping retention decisions (Zhu & Xie, 2023). Employees are more likely to
stay if the benefits they receive align with what they personally value (Binu Raj, 2020). For
example, while one employee may prioritize career growth, another may value flexible
scheduling or recognition. Park and Hai (2024) suggest that when organizations fail to align
rewards with what employees truly care about, the risk of turnover increases. Massingham

and Tam (2015) provide further evidence by showing that personalized rewards those that
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resonate with individual values have a significant impact on job satisfaction and employee
commitment. Thus, Hypothesis 3 suggesting that when rewards are viewed as desirable,
employees are more likely to remain. Demographic factors such as age, life stage, and cultural
background also influence valence. Ayoobzadeh et al. (2024) observed that generational
differences shape what rewards employees deem important while younger staff might pursue
career progression, older employees may look for retirement benefits or work-life balance.
Understanding these differences allows hotel managers to design reward structures that cater

to diverse needs and improve retention. Thus, we propose the following hypothesis:

H3: Valence has a positive impact on the employee intention to stay working in the

hotel industry

In conclusion, Expectancy Theory provides a compelling theoretical foundation for
understanding why hotel employees choose to stay or leave. Each component expectancy,
instrumentality, and valence offer unique insight into motivational forces driving employee
behaviour. Organizations that recognize and nurture these dimensions are more likely to foster
a loyal and engaged workforce. By creating a workplace environment where effort is
supported, achievements are rewarded, and rewards align with employee values, hotels can
address turnover more effectively. Expectancy Theory, therefore, serves not only as a
theoretical guide but also as a practical tool for human resource management within the

hospitality industry.

The Role of Technology Support as Moderator
Employee retention remains a persistent challenge in the hotel industry, where frequent staff
turnover and shifting work expectations continue to affect workforce stability (Chiang &
Jang, 2008). Organizations in this sector are increasingly focused on identifying factors that
motivate employees to stay. Vroom’s Expectancy Theory by Vroom (1964) has been
extensively applied to understand workplace motivation, emphasizing three core elements:
expectancy (the belief that effort leads to performance), instrumentality (the belief that
performance leads to outcomes), and valence (the value placed on outcomes). As hotel
operations become more digitized, technology emerges as a key factor that may influence
these motivational dynamics particularly by strengthening or moderating the link between
motivation and employees’ intent to remain.

Expectancy reflects an individual’s perception that exerting effort will result in competent

performance. In the fast-paced hotel environment, achieving performance targets is often
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dependent on the availability of adequate tools and resources. Digital tools such as property
management systems, scheduling software, and mobile applications can ease task execution
and improve operational clarity, thereby increasing employee confidence (Yagmur et al.,
2024). In this context, technological support may serve as a moderator that reinforces the
relationship between effort and performance, potentially strengthening employees’ intention
to stay. Organizations that provide intuitive and supportive technology foster a more
competent workforce. Hossain et al. (2025) reported that hospitality staff working with user-
friendly systems felt more capable of meeting job demands, reinforcing their sense of control
and efficiency. These observations support Hypothesis 4, which posits that when employees
perceive high levels of technological support, the positive impact of expectancy on their

retention intentions becomes more pronounced. Thus, we formulate the following hypothesis:

H4:  Technology support moderate significantly the influence of expectancy toward

employee intention to stay working in the hotel industry

Instrumentality is concerned with how strongly employees believe that successful
performance will be recognized and rewarded. In modern hotel operations, this belief is often
shaped by digital performance tracking and reward systems. Transparent digital platforms can
clearly communicate how effort is linked to outcomes such as bonuses, promotions, or
recognition, thereby enhancing instrumentality (Ma & Chen, 2025). Thus, technology has the
potential to moderate this connection, improving its influence on employee commitment.
Further support comes from Burnett and Lisk (2021), who found that digital appraisal tools
that monitor performance in real time helped employees visualize the link between their
contributions and rewards. When staff members trust that their efforts are being accurately
tracked and fairly acknowledged, their motivation to remain with the organization improves.
These findings back Hypothesis 5, suggesting that technology positively moderates the
relationship between instrumentality and intention to stay. On the contrary, when
organizations lack digital systems or rely on opaque evaluation processes, employees may
struggle to see how their performance influences outcomes. This disconnect can lead to
dissatisfaction or disengagement. Transparent, tech-based systems not only streamline HR
practices but also promote fairness and accountability key components in retaining talent.

Thus, we propose the following hypothesis:

H5:  Technology supports moderate significantly the influence of instrumentality

toward employee intention to stay working in the hotel industry
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Valence refers to the perceived desirability of job-related outcomes. In hotel settings,
technological tools can increase the attractiveness of these outcomes by offering customized
rewards, digital learning paths, and flexible scheduling systems. Employees are more likely to
remain in organizations that provide access to meaningful personal benefits and development
opportunities through technology (Nguyen et al., 2023). In this sense, technology can enhance
the perceived value of rewards, moderating the influence of valence on retention. Digital HR
platforms also empower employees to manage their own career progress and access
personalized benefits, which strengthens their perception of organizational support. Dhankhar
and Singh (2023) found that when employees can interact with technology to chart their
career development, they are more likely to view rewards as valuable and aligned with
personal goals. This lends support to Hypothesis 6, affirming that technology enhances the
connection between valence and the decision to stay employed. Thus, we propose the

following hypothesis:

H6:  Technology supports moderate significantly the influence of valence toward

employee intention to stay working in the hotel industry

In addition, generational preferences play a role in how technology influences motivation.
Younger workers, particularly Millennials and Generation Z, expect seamless digital
integration in the workplace. When hospitality organizations meet these expectations through
modern technology, employees are more likely to feel engaged and satisfied with their work
environment (Sofi et al., 2025). This alignment between personal values and organizational
offerings contributes significantly to retention. Overall, technology has transformed not only
how hotels operate but also how they manage and support their workforce. As outlined by
Expectancy Theory, the intention to remain employed is shaped by how employees perceive
the connection between effort, performance, and rewards. When those perceptions are
supported by appropriate technological tools, the resulting motivational effect can be
significantly amplified. Understanding the role of technology as a moderator is crucial for
hotel managers seeking to retain valuable employees in an increasingly digital workplace. By
integrating systems that enhance clarity, fairness, and personalization, organizations can
strengthen the motivational drivers of expectancy, instrumentality, and valence ultimately
improving employee retention and long-term organizational performance.

Fig. 1 shows the conceptual model of the research.
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Figure 1 Research Model
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Source: Authors.
DATA AND METHODS

Aligned with the stated research objectives and questions, this study adopts a causal-
associative research design to examine the predictive relationships among key motivational
constructs. The primary dependent variable is employees’ intention to remain in the hotel
industry. The independent variables comprise the three core components of Expectancy
Theory of Motivation: expectancy, instrumentality, and valence, each conceptualized as
antecedents influencing retention intention. In addition, technology support is incorporated as
a moderating variable to assess its conditional effect on the strength and direction of the
relationships between the motivational constructs and employees’ intention to stay. A
quantitative cross-sectional design and purposive sampling was adopted with unit of analysis
comprises operational employees from both front-of-the-house and back-of-the-house
departments located in fourteen selected provinces. The inclusion of these provinces was
strategically justified by regional variations in tourism intensity, levels of hotel development,
labor market structures, and the extent of technological adoption within hotel operations. This
approach enhances the contextual diversity and generalizability of the study’s findings across
Indonesia’s heterogeneous hospitality landscape. Four- and five-star hotels were selected
because they operate in highly standardized, performance-driven environments characterized
by formalized human resource systems, structured reward mechanisms, and advanced
technological integration. These upscale properties also experience intense service demands

and competitive labor markets, making employee retention a critical managerial concern and
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an appropriate context for testing expectancy theory and technology-related moderating
effects.

The survey instrument was systematically structured into four distinct sections to ensure
comprehensive and coherent data collection. All measurement items representing the
constructs of interest were adapted from established prior studies to maintain theoretical
consistency and content validity. Responses were captured using a seven-point Likert scale
ranging from 1 (“strongly disagree”) to 5 (“strongly agree”). Prior to the main data collection,
a pilot study was undertaken to evaluate the instrument’s reliability and construct validity.
Human resource managers from eight four-star and eight five-star hotels across selected
Indonesian provinces were contacted via telephone to obtain formal permission to survey
operational employees. The managers were briefed regarding the study’s objectives and the
purpose of the survey. Data were collected via online questionnaire administered through
Google Forms. A total of 388 valid responses were obtained. The majority of respondents
were male (217; 55.93%) and aged between 26 and 30 years (205; 52.84%). Most participants
possessed higher education qualifications (293; 75.52%) and reported three to four years of
work experience (184; 47.42%).

To examine the interrelationships among the research variables, Partial Least Squares
Structural Equation Modeling (PLS-SEM) was employed, consistent with the
recommendations of Hair et al. (2021). Following the procedural guidelines of Ramayah et al.
(2016) and Hair et al. (2021), the analysis was conducted using SmartPLS version 3.1.1. The
evaluation proceeded in two stages: assessment of the measurement model to establish
reliability and validity of the latent constructs, followed by examination of the structural

model to test the hypothesized relationships between exogenous and endogenous variables.

RESULTS

Measurement Model

The internal consistency, reliability, and convergent validity of the research model were
examined using Composite Reliability (CR) and Average Variance Extracted (AVE). As
presented in Table 1, all indicators demonstrated strong and statistically acceptable loadings,
ranging from 0.714 to 0.939, onto their respective constructs, supporting the reliability of the
measurement items. Furthermore, the AVE values confirmed that the model possessed
adequate convergent validity. Specifically, Expectancy (0.664), Instrumentality (0.621),
Valence (0.834), Technology Support (0.834), and Employee Intention to Stay (0.813) all
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exceeded the commonly accepted threshold of 0.50. The structure of the measurement model

is illustrated in Fig. 2, while Table 1 provides detailed factor loading information.

Figure 2 Measurement Model
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Table 1 Measurement model assessment
Average
Cronbach’s Composite Variance
Code Item Mean S.D Loadings e e
& Alpha Reliability Extracted
(AVE)
Employee Intention 0.961 0.968 0.813

to Stay

EIS1 I feel a strong sense of 3.858 1.054 0.859
fulfillment in my
career within the hotel
sector and intend to

continue pursuing
opportunities in this
industry.

EIS2 My professional plans 3.655 1.119 0.936
include remaining in
the hospitality field for
the foreseeable future.

EIS3  The career potential in 3.647 1.167 0.910
the hotel industry
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Code

Item

Mean S.D Loadings

Cronbach’s
Alpha

Composite
Reliability

Average
Variance
Extracted
(AVE)

EIS4

EISS

EIS6

EIS7

appears promising,
which positively
influences my decision
to stay.

The fast-paced and
stimulating nature of
the hospitality
environment motivates
me to remain in this
line of work.

Positive  interactions
and supportive
relationships with team
members and
management enhance
my desire to stay in the
industry.

I recognize clear
pathways for career
development and
advancement, which
strengthen my
commitment to staying
in the hotel sector.

I choose to continue
working in hospitality
because 1 feel that its
culture and values
resonate with my own.

3.948

3.861

3.920

3.869

0.946

1.158

1.087

1.036

0.890

0.892

0.949

0.871

Technology Support

0.967

0.972

0.834

TS1

TS2

TS3

TS4

TS5

The technology
available at my
workplace helps me
complete tasks more
efficiently.

The hotel's technology
systems support me in
reaching my work
goals.

I feel well-trained and
adequately prepared to
operate the technology
used in my workplace.
Using technology at
work has boosted my
confidence in doing
my job.

I believe the
technology support
provided by

3.675

3.912

3.773

3.858

3.866

1.083

0.962

0.977

0.913

0.854

0.904

0914

0.913

0.933

0.874
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Code Item

Mean S.D Loadings

Average
Cronbach’s Composite Variance
Alpha Reliability Extracted

(AVE)

TS6

TS7

management has
enhanced my job
performance.
Whenever 1 encounter
technical  issues, 1
receive prompt and
effective assistance.
The technology
offered in my
workplace encourages
me to remain with the
company for a longer
period.

3.943

3.822

0.835

1.011

0.918

0.934

Expectancy

0.916 0.932 0.664

El

E2

E3

E4

E5

E6

E7

I’'m confident that with
full dedication, 1 can
successfully complete
the tasks assigned to
me.

I trust that enhancing
my skills and gaining
more knowledge will
support me in meeting
work expectations.

I feel the company
offers adequate
support and resources
that enable me to
perform well.

I believe that
consistent effort and
hard work will lead to
rewarding outcomes.
I’'m confident that the
training I receive from
the company
contributes  positively
to my job
performance.

I feel that staying
focused on my
responsibilities allows
me to meet the
required standards.

I believe that when I
seek  assistance  or
direction, I will receive
the help I need to
complete my work
efficiently.

3.907

4.026

4.178

3.884

3.680

3.778

4.026

0.926

0.876

0.778

0.799

1.036

1.014

0.799

0.813

0.837

0.803

0.815

0.796

0.869

0.767
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Code Item

Mean

S.D  Loadings

Cronbach’s
Alpha

Composite

Average
Variance

Reliability Extracted

(AVE)

Instrumentality

0.900

0.919

0.621

Il

12

I3

14

I5

16

I7

I trust that strong
performance is
acknowledged and
valued by the
management.

I believe achieving my
work goals can lead to
receiving bonuses or
other forms of reward.
I sense a clear link
between how well 1
perform  and  the
chances of being
promoted.

I’'m convinced that
improving the quality
of my work can
contribute to greater
job stability.

I believe consistent
performance will be
noticed through formal
evaluations or official
recognition.

I feel that the extra
effort I put in will be
met with fair and
appropriate
appreciation.

I’'m confident that the
contributions I make to
the company  will
support my
professional ~ growth
over time.

4.034

3.946

4.039

3.858

3.879

3.781

3.696

0.764

0.790

0.838

0.907

0.866

1.023

1.138

0.728

0.714

0.731

0.849

0.866

0.771

0.841

Valence

0.950

0.962

0.834

V1

V2

V3

V4

I truly appreciate the
financial benefits, such
as bonuses and salary
raises, that reflect my
performance.

Being acknowledged
by management for the
work I do means a
great deal to me.

I see career
advancement as a
meaningful form of
motivation.

I value the chance to

3.809

3.866

3.923

4.018

1.112

1.027

0.949

1.141

0.924

0.924

0.882

0.939
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Average

. Cronbach’s Composite Variance

Code Ttem Mean S.D  Loadings . Reliability Extracted
(AVE)

learn and grow
through the training
opportunities provided
by the company.

\A Knowing that strong 4.008 1.047 0.894
performance can lead
to greater job security
is one of my main
drivers to give my
best.

V6, V7 Item Removed

N=388

According to Hair et al. (2021), outer loading values in this study were found to exceed the
recommended minimum of 0.5, while composite reliability (CR) scores were all above the 0.7
benchmark. Similarly, the average variance extracted (AVE) values also surpassed the
suggested threshold of 0.5, aligning with the standards set by (Hair et al., 2021). These
findings indicate that the constructs demonstrate adequate convergent validity and internal
consistency. Furthermore, to establish discriminant validity, Henseler et al. (2015)
recommend that the Heterotrait-Monotrait ratio (HTMT) should remain below 0.90. As shown
in Table 2, the HTMT values for all constructs fall within this acceptable range, confirming

that the model satisfies the requirements for discriminant validity.

Table 2 HTMT value
Employee
Expectancy Instrumentality Valence Technology Support Intention
to Stay
Expectancy
Instrumentality 0.885
Valence 0.677 0.860
Technology Support 0.778 0.887 0.83
9
Employee Intention 0.732 0.795 0.73 0.721
to Stay 7

Structural Model Assessment

The structural model was tested to evaluate the hypothesized relationships between the
constructs through the analysis of path coefficients (B values) and their statistical significance
(p-values). The results of this analysis are detailed in Table 3. As outlined by Hair et al.

(2021), the model demonstrates a strong explanatory power, with an R? value of 0.650,
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indicating a substantial portion of the variance in employee’s intention to stay working in the
hotel industry is explained by the model. A visual representation of the path analysis can be

found in Fig. 2.

Table 3 Path analysis

Hy Std T P
pothes Path Beta .. Statisti  Value
is Deviation cs X

H;  Expectancy -> Employee Intention to Stay 0.255 0.063 4.051 0.000

H, Instrumentality -> Employee Intention to Stay  0.306 0.099 2.921 0.004

H;  Valence -> Employee Intention to Stay 0.175 0.064 2.860 0.004

Notes: R2=0.650 (Employee Intention to Stay Working), Q2=0.507 (Employee Intention to Stay Working),

Concerning the results table above, the path coefficient results show that expectancy
(B=0.255, T=4.051), instrumentality (=0.306, T=2.921), and valence ($=0.175, T=2.860)
show a significant influence on employee intention to stay working in the hotel industry.
These statistical results indicate that each element within the expectancy theory plays a
meaningful role in shaping workers' motivation to continue their employment. The T-values
for each variable surpass the conventional threshold, confirming the strength and reliability of
these relationships. From these findings, it can be inferred that the motivational factors
described in expectancy theory are crucial in retaining hotel employees. When employees
believe that their efforts will lead to good performance (expectancy), that good performance
will result in desirable outcomes (instrumentality), and that those outcomes are personally
valuable (valence), they are more likely to remain with the organization. This suggests that
hotels aiming to improve employee retention should pay close attention to how these

psychological drivers are addressed in their management practices.

Moderating Effects

The fourth, fifth, and sixth hypotheses (H4, Hs and Hs) explore whether technology support
serves as a moderating variable in the relationship between expectancy, instrumentality, and
valence, and employees’ intention to remain employed in the hotel sector. This inquiry is
grounded in the theoretical perspective that technology support may influence how these
motivational factors affect retention intentions. To assess the moderating role, the analysis
utilized the SmartPLS moderation tool, applying the product indicator method as suggested by
Hair et al. (2021). The moderation is considered significant if the interaction term shows a

statistically meaningful path coefficient. The findings of this analysis are presented in Table 5.
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Table 5 Moderating effect of the technology support

. Hypoth Path analysis Beta T Statistics P Result
esis Values
Hs Expectancy + Technology
Support -> Employee .
Intention to Stay Workking in -0.105 1.969 0.048 Significant
The Hotel Industry
Hs Instrumentality + Technology
Support -> Employee Not
Intention to Stay Workking in 0.095 1116 0.265 Significant
The Hotel Industry
He Valence + Technology
Support - ->  Employee 159 5 599 0.005 Significant

Intention to Stay Workking in
The Hotel Industry

Notes: ***p<0.05

The findings indicate that technology support significantly weakens the relationship between
expectancy and employees’ intention to remain in the hotel industry (p = -0.105), as well as
the relationship between valence and intention to stay (B = -0.159). These negative
moderating effects suggest that, contrary to expectations, the presence of technology support
may reduce the strength of the influence that expectancy and valence have on an employee’s
decision to stay. In other words, when technology support is perceived as high, the
motivational impact of employees' expectations and the value they place on outcomes appears
to diminish. On the other hand, the interaction between technology support and
instrumentality did not yield a significant effect (B = 0.095), indicating that technology
support does not moderate the relationship between perceived outcome performance linkages
and employees’ intention to stay. This implies that, regardless of the level of technology
support available, employees’ belief that their performance will lead to specific outcomes
remains unchanged in its influence on their retention intentions. Overall, the results highlight
a nuanced role of technolog support, which may not always enhance motivation as

traditionally assumed.

DISCUSSION

This study advances Expectancy Theory within the hospitality retention context by
empirically examining the direct effects of expectancy, instrumentality, and valence on hotel
employees’ intention to stay, as well as the moderating role of technology support. The first
hypothesis examined the influence of expectancy toward employee willingness to stay
working in the hotel industry. Expectancy has a significant influence on employees' intention

to stay working in the hotel industry, as it shapes their belief that their efforts will lead to
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desired outcomes, such as career growth or job satisfaction. Expectancy theory suggests that
when employees believe their hard work and performance will result in positive outcomes,
whether in the form of promotions, recognition, or skill development, they are more likely to
remain committed to their jobs. This is aligned with Doan et al. (2025) that hotel employees
with high expectancy, meaning they believed their efforts would lead to tangible rewards,
were more inclined to stay with their employer’s long term. This is because a clear connection
between effort and reward enhances job satisfaction, loyalty, and engagement, reducing
turnover. Therefore, ensuring that employees perceive a strong link between their
contributions and future success can significantly increase retention in the hotel industry.

On the second hypothesis, instrumentality has a significant influence on employees'
willingness to stay working in the hotel industry, as it affects their perception of whether their
performance leads to desirable outcomes such as rewards, promotions, or job security. In this
sense, when employees believe that their efforts will result in meaningful rewards, they are
more likely to remain committed to the organization. This finding strengthen Koo et al.
(2020) study which found that hotel employees who perceived a strong link between their
performance and tangible rewards such as bonuses, career advancement, or recognition,
exhibited higher levels of job satisfaction and were less likely to consider leaving their jobs.
This suggests that when instrumentality is clear and well-communicated, employees feel more
valued and motivated, which enhances their willingness to stay with the company. Hence,
fostering a performance-based reward system where employees can clearly see the benefits of
their work plays a crucial role in retention.

The third hypothesis is supported when valence has a significant influence on employees'
intention to stay working in the hotel industry, as it reflects the value employees place on the
rewards they receive for their performance. This clearly denote that employees perceive
rewards such as promotions, bonuses, job satisfaction, or career development are highly
desirable and align with their personal goals and values, they are more likely to remain with
their employer. This finding corroborated well with Akgunduz et al. (2020) that hotel
employees who attached high valence to both intrinsic rewards (e.g., meaningful work, job
satisfaction) and extrinsic rewards (e.g., salary increases, promotions) demonstrated a stronger
commitment to their organization and were less likely to seek employment elsewhere. This
indicates that when rewards are perceived as valuable, employees can significantly increase
job satisfaction and loyalty, leading to higher retention rates. Therefore, enhancing the
perceived value of both financial and non-financial rewards is crucial in retaining employees

in the hotel industry.
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The fourth hypothesis shows that technology support negative significantly moderates the
relationship between expectancy on employee intention to stay working in the hotel industry.
Technology support serves as a negative moderator factor in the influence of expectancy on
employees' intention to stay working in the hotel industry, as it shapes employees' perceptions
of the likelihood that their efforts will lead to desirable outcomes. The finding provides an
interesting contrast to much of the existing literature. Previous studies, such as those by
Vroom (1964) and further supported by Chiang and Jang (2008) have emphasized that
expectancy an individual’s belief that effort will lead to performance is generally strengthened
by organizational resources, including technology. However, the present study suggests that
in certain contexts, particularly within the hotel industry, an overreliance on or the presence of
technology systems may weaken the perceived link between effort and outcomes. This result
may reflect a shift in how employees interpret technology support. As highlighted by
Tavitiyaman et al. (2024), the success of technology implementation is not only determined
by availability but also by user perception and integration into daily work processes. If
employees feel that technology dominates or automates tasks to the point of reducing their
individual contribution, it could undermine their sense of agency and personal efficacy. This
aligns with findings of Rasool et al. (2022), who noted that technology overload can lead to
stress and reduced motivation. Therefore, while technology support is often introduced with
the intention of empowering employees, this study reveals that, without thoughtful
implementation, it may unintentionally diminish the motivational power of expectancy.

The fifth hypothesis shows that technology insignificantly moderate the relationship
between instrumentality on employee intention to stay working in the hotel industry. This
finding implies that employees’ belief performance will lead to specific rewards
(instrumentality) operating independently of the level of technology support provided by the
organization. While instrumentality has been widely recognized as a key predictor of
employee motivation and retention (Chiang & Jang, 2008; Vroom, 1964), the lack of a
moderating effect from technology support aligns with prior research suggesting that
instrumental beliefs are shaped more by organizational fairness, clarity of reward systems,
and trust in management than by tools or systems alone (Sharma et al., 2025). In hospitality
settings, where interpersonal interactions and managerial recognition often carry more weight
than system-driven outcomes, employees may rely more on personal assessments of
performance-reward linkages than on technology enablers. Therefore, while technology may

facilitate work processes, it may not significantly influence how employees perceive the

46



Ferdian, F., Zahari, M.S.M., Serly, V., Suyuthie, H., Azwar, H., Samala, A.D., Fiandra., Y.A.

connection between their efforts and tangible outcomes reinforcing the idea that motivation
tied to rewards is more relational than operational in nature.

The last hypotheses revealed that technology support serves as a moderating factor in the
relationship between valence and the employees' intention to stay working in the hotel
industry. The findings reveal a significant negative moderating effect, indicating that higher
levels of technology support may weaken the influence of valence employees perceived value
of outcomes on their intention to stay. This result suggests that when technology becomes a
dominant part of the work environment, it may unintentionally reduce the motivational impact
of desired rewards or outcomes. This finding diverges from the assumptions in classical
expectancy theory (Vroom, 1964), where valence is expected to be strengthened when
supported by adequate organizational tools and systems. However, study by Khliefat et al.
(2025), have shown that excessive or poorly integrated technology can lead to feelings of
frustration, overload, or depersonalization, which may reduce the perceived value of rewards.
In the context of the hotel industry, where personal recognition, team dynamics, and human
interaction often contribute significantly to the perceived worth of outcomes, the presence of
impersonal systems or automation may reduce emotional engagement with rewards. This
aligns with findings by Debnath et al. (2025), who noted that technological environments
could alter the emotional perception of job-related incentives, especially when they disrupt
traditional human-centered work processes. Thus, while technology support is essential for
operational efficiency, it must be balanced with strategies that maintain the personal and

emotional relevance of workplace rewards.

STUDY IMPLICATION

This study offers several important academic and theoretical implications for the advancement
of Expectancy Theory within contemporary hospitality scholarship. First, the findings
reaffirm the robustness and explanatory power of expectancy, instrumentality, and valence in
predicting employees’ intention to stay, thereby extending classical motivational theory into a
high contact, service intensive context. By empirically validating these core components
within four- and five-star hotel environments, the study strengthens the external validity of
Expectancy Theory framework and substantiates its continued relevance in emerging Asian
hospitality markets. More importantly, the identification of significant negative moderating
effects of technology support on the expectancy retention and valence retention relationships

introduces critical theoretical refinement. In technology, intensive hotel contexts such as Al
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driven revenue management systems in sales and marketing departments, automated
inventory control systems in kitchen operations, robotics-assisted room delivery services, and
biometric attendance tracking in HR, the presence of advanced digital infrastructure may alter
employees’ perceptions of effort performance linkages. Contrary to traditional assumptions
that organizational resources uniformly enhance motivational dynamics, the findings suggest
boundary conditions under which technological infrastructure may attenuate, rather than
amplify, core expectancy mechanisms. For instance, when housekeeping productivity is
algorithmically monitored through real-time tracking dashboards, employees may perceive
reduced personal discretion over performance outcomes. Similarly, automated guest-feedback
analytics in front office operations may shift recognition from interpersonal acknowledgment
to system generated ratings, weakening the valence of rewards. This challenges linear
interpretations of resource-based reinforcement within expectancy theory and calls for a more
nuanced, context sensitive conceptualization that incorporates socio technical complexity.
Additionally, the non-significant moderation effect on instrumentality implies that
performance reward contingencies remain fundamentally relational and justice driven,
relatively insulated from technological intensity. Collectively, these findings contribute to
motivational theory by integrating digitalization into a contingent structural force, thereby
repositioning expectancy theory within technologically mediated service ecosystems and
opening new avenues for theorizing employee cognition in Al augmented workplaces.

These empirical findings generate substantive managerial implications for operational
hotel employees, hotel managers, and HR professionals operating in technology intensive
hospitality environments. First, the significant positive effects of expectancy, instrumentality,
and valence on employees’ intention to stay signal that retention strategies must be
operationally embedded rather than rhetorically communicated. For operational employees,
particularly those in front of house and back of house departments, clarity of task
expectations, access to structured training, and consistent supervisory feedback are critical
levers. When employees perceive that effort reliably enhances performance, their
psychological attachment to the organization strengthens. Thus, managers should
institutionalize continuous skills upgrading, mentoring systems, and daily performance
briefings that reinforce the effort performance linkage in tangible ways. Second, the strong
role of instrumentality underscores the necessity for transparent performance contingent
reward systems. For hotel managers, this implies moving beyond informal recognition toward
data-informed yet human centered appraisal systems. Clear promotion pathways, visible

criteria for bonuses, and structured career mapping should be communicated explicitly to
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operational staff. HR professionals must ensure that evaluation mechanisms are perceived as
procedurally fair and consistently applied across departments. In upscale hotels where
hierarchies are pronounced, ambiguity regarding advancement opportunities may rapidly
erode trust. Therefore, integrating structured succession planning and internal mobility
programs can enhance employees’ confidence that high performance yields meaningful
returns. Third, the importance of valence indicates that reward systems must be differentiated
rather than standardized. Operational employees vary in what they value financial incentives,
flexible scheduling, professional development, or interpersonal recognition. HR practitioners
should conduct periodic preference audits and deploy flexible benefits frameworks that align
incentives with diverse workforce expectations. Tailored recognition initiatives, such as
personalized development plans or cross-training opportunities, may enhance the perceived
meaningfulness of organizational rewards.

Most critically, the negative moderating role of technology support demands strategic
caution. While digital systems such as Al powered guest service chatbots, automated
housekeeping dispatch systems, robotics assisted delivery, and real-time revenue optimization
platforms enhance efficiency, excessive technological reliance may dilute employees’ sense
of personal agency and diminish the motivational salience of rewards. For managers, this
necessitates a balanced digitalization strategy: technology in front office operations should
augment guest interaction rather than replace interpersonal service recovery; kitchen
automation should support chefs’ craftsmanship rather than over standardize production; HR
analytics should inform, but not substitute, relational leadership practices. HR professionals
must complement system-based monitoring with human-centered supervision, ensuring that
automation does not erode interpersonal engagement in departments such as F&B service
teams or housekeeping units. User centered technology training, participatory implementation
processes when introducing new PMS upgrades or robotics systems, and ongoing technical
support are essential to prevent technology-induced disengagement. In sum, these findings
suggest that sustainable retention in modern hotels requires an integrated approach where
motivational architecture, relational management, and technological infrastructure are aligned

to preserve human-centered service cultures while advancing operational excellence.

CONCLUSION

In conclusion, the present study demonstrates that expectancy, instrumentality, and valence

constitute significant determinants of employees’ intention to remain within the hotel
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industry. Consistent with motivational theory, employees are more inclined to sustain
organizational commitment when they perceive a credible linkage between effort and
performance, performance and rewards, and when those rewards are personally meaningful.
However, technology support does not uniformly amplify these motivational pathways.
Empirical evidence indicates that technology negatively moderates the relationships between
expectancy and retention intention, as well as between valence and retention intention,
suggesting that higher levels of technological support may attenuate the motivational salience
of effort performance beliefs and the perceived desirability of outcomes. In contrast,
technology support does not exert a significant moderating effect on the instrumentality
retention relationship, implying that performance reward contingencies remain largely
unaffected by technological intensity. Collectively, these findings underscore the nuanced and
context dependent role of technology in shaping employee motivation and retention within
contemporary hospitality environments. They suggest that technological resources, while
operationally beneficial, must be strategically configured to reinforce rather than inadvertently
dilute core motivational drivers

The findings of this study should be interpreted in light of several limitations. First, cross-
sectional design restricts the ability to draw causal inferences regarding the relationships
between expectancy, instrumentality, valence, technology support, and intention to stay.
Future research could employ longitudinal or experimental designs to examine changes in
motivational perceptions over time. Second, the study relied on purposive sampling of
operational employees from four- and five-star hotels in Indonesia, which may limit
generalizability to other hospitality segments, such as budget hotels or different cultural
contexts. Comparative studies across countries or hotel categories are therefore
recommended. Third, the exclusive use of self-reported survey data may introduce common
method bias. Subsequent studies could incorporate multi source data, including supervisor
assessments or objective retention records. Finally, future research may explore additional
moderators, such as leadership style or organizational culture, to deepen understanding of

motivational dynamics in technology driven hotel environments.
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Abstract

This study investigates the pivotal role of experiential wine cellar visits in fortifying the applied
marketing system of traditional wineries operating in North-Burgneland, Austria; thereby contributing to
the current discourse on Central European wine tourism and regional development. Drawing on the
experiential marketing framework, the research examines how winery tours and tasting experiences can
build customer loyalty, drive repeat purchases, and elevate brand image, all of which are critical for
sustainable wine destination development. Using a netnographic approach, the study analyzed
approximately 1,900 customer reviews harvested from the Vivino platform to rigorously assess the
multidimensional nuances of the visitor experience. This analysis was anchored by the experiential
marketing framework, focusing on the key dimensions of learning, recreation, and aesthetic pleasure. The
empirical results demonstrate that co-creational aspects of knowledge transfer, specifically in the form of
professionally assisted tours and structured cellar door experiences, make a significant contribution to
overall visitor satisfaction. Crucially, the scenic "winescape"—the environmental and sensory qualities of
the destination—alongside tailored entertainment offerings, were also found to play essential and
synergistic roles in shaping the holistic customer experience. This evidence strongly reinforces the
contemporary shift in wine tourism research, specifically relevant to Central European regional
development, where the focus moves from the mere product to the comprehensive, integrated wine
destination concept (as highlighted in recent Deturope research).The study also identifies practical
challenges faced by Central European tourism providers, such as the imperative to differentiate unique
offerings in a competitive market and address staffing issues. This work is looking to optimize the
marketing strategies for family-owned wine businesses through experiential engagement, particularly
concerning the effective development and promotion of the winescape in a cross-border Central European
context.

Keywords: Wine Marketing, E-WOM, Marketing Strategy, Experiental Dimensions

INTRODUCTION

In contemporary tourism scholarship, the focus has fundamentally shifted from viewing
individual attractions in isolation to analyzing the complete destination experience (McCabe,
2024). For the wine industry, this shift is encapsulated by the concept of the "winescape,"
which recognizes that the value proposition of a winery extends far beyond the product in the
bottle (Carlsen, 2006, Dressler & Paunovic, 2021). The winescape integrates the nature,
folklore, culture, architecture and history of a touristic destinatation, positioning it as a
complex product — service bundle (Kubat et al., 2022, 2023). This phenomenon is prevalent in

the Central Europe: as its historical and cross-border nature of wine regions demands a
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nuanced approach to regional development and marketing (Gyurké & Gonda, 2024; Kubat et
al., 2023). Wineries, especially the numerous family-owned enterprises, are crucial custodians
of this winescape, embodying the unique natural and cultural values of their locale. Their on-
site operations—specifically tours and tasting experiences—are not merely points of sale, but
vital mechanisms for communicating the entire regional identity to the consumer.
Consequently, the act of a visitor stepping onto a winery premises and participating in a
tasting is an intentionally designed experiential encounter. While the immediate, short-term
goal remains the commercialization of the product portfolio, the strategic significance lies in
leveraging this experience to build long-term value. This practice is foundational to
establishing customer involvement and, ultimately, loyalty (Joy et al., 2021, Picha et al.,
2025). Due to the changing business climate wineries — particularly market-competitive,
traditional SMEs — develop sophisticated, forward-thinking marketing strategies to ensure
their longevity. Academic literature has increasingly recognized that the conscious
construction of a memorable visit contributes vastly to the successful survival of the wineries
(Kralikova et.al., 2025). This is rooted in the Experiential Marketing Framework, which
asserts that direct, multi-sensory engagement creates powerful synergies: converting a
transient, single-instance leisure experience into sustained long-term relationships (Donavan
& Stantic, 2024). A well-executed tour and tasting, therefore, strengthens the brand and offers
a compelling opportunity for encouraging repeat purchase and re-visit behavior. The
academic scrutiny of how these physical, direct experiences translate into strategic marketing
outcomes is currently emerging (Thach & Charters, 2016; Novotna & Kunc, 2019). The
literature confirms that the quality of these experiences, coupled with a positive brand image,
demonstrates a fundamental correlation with customer loyalty (Indradewa & Riyanto, 2024,
Joy et al., 2021; Juliana et al., 2025). As a complex, strategically relevant touchpoint, the
winery visit requires careful design to ensure that the immediate experience always
effectively points back to the wine product and its future purchase. The Lake Neusiedl region
of Austria, with its unique geographical and climatic conditions, serves as an exemplary case
study for Central European wine tourism. The region is characterized by a dense
concentration of small and middle-sized family-run wineries that must effectively
differentiate their experiential offerings in a competitive market. Furthermore, these regional
SMEs grapple with operational obstacles, such as the widely reported difficulties in securing
suitable staffing for specialized wine tourism roles (Kubickova & HoleSinska, 2021). Despite
the consensus on the strategic importance of the experiential winery visit, a specific, holistic

advisory framework remains absent. No existing study provides empirically-derived, granular
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guidance on how exactly the key dimensions of the visitor experience—namely knowledge
acquisition, entertainment, and aesthetic engagement—must be structured and delivered to
reliably support the customer's return in the form of re-purchase or re-visit. Without tailored
instruction, the capacity of wineries remains restricted. The goal of this research is therefore
to advise the family-run wineries in the Lake Neusiedl region by systematically analyzing
extensive consumer narratives (e-WOM) as follows:

- Isolate and quantify the contributions of educational, aesthetic, and entertainment
dimensions to visitor satisfaction and perception of the winescape.

- Develop actionable recommendations for optimizing the winery visit as a strategic
touchpoint for building long-term customer engagement and generating reliable re-
purchases.

- Identify and illuminate common pitfalls and regional challenges (e.g., operational
issues and market differentiation) to aid SMEs in creating a sustainable and

profitable wine tourism model.

The Target Area: The Lake Neusiedl Wine Region in its Austrian Context

The following description of the Austrian wine landscape and its structure, particularly the
characteristics that define its quality and market position, is highly reliant on the strategic
framework and data provided by the Austrian Wine Marketing Board (AWMB, 2023).

Austria is globally recognized for its high-quality, distinct wines, which are warmly
welcomed by wine experts and wine lovers domestically and internationally. The national
winemaking scene is overwhelmingly dominated by small and medium-sized family-run
estates, with mass production playing only a minor role. Most wineries average a size of five
hectares, resulting in high labour intensity and strict yield restrictions that position Austrian
wines particularly well in the upper and premium price segments. This inherent focus on
small, family-owned structures directly reinforces the rationale for this study, as these entities
rely heavily on direct, experiential sales channels to compensate for minimal price
competition at the entry-level (Wieschhoff, 2022). Furthermore, Austria is a world leader in
environmentally friendly practices: no less than 21 per cent of its agricultural land and 13 per
cent of its vineyards are managed in accordance with organic farming guidelines.

Of Austria’s total vineyard area, approximately 13,300 hectares are located in Burgenland,
in the north-eastern part of the country. Burgenland is unique within Austria because its
production is predominantly dominated by red wines, differentiating it from other wine-

growing regions. The region boasts five different wine appellations with clearly distinguished
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profiles: Neusiedlersee DAC, Leithaberg DAC, Rosalia DAC, Mittelburgenland DAC, and

Eisenberg DAC. Burgenland's cuisine, heavily influenced by its proximity to Hungary, also

plays a crucial role in its wine marketing, emphasizing food and wine pairing.

The specific target of this study is the Lake Neusiedl (or Neusiedlersee) wine producer area
is situated in the northeastern part of Burgenland. The region is highly competitive, home to
471 wineries, which are mostly handcrafted by local winemakers with close ties to their
homeland (AWMB, Sieben Elemente, 2023). This intense, family-driven competition
underscores the need for non-product differentiation, which is the core subject of this
research: How do wineries leverage experiential tours and tastings to stand out in this
crowded market?

The distinctiveness of the Lake Neusiedl region stems from several factors:

- Climate and Lake Influence: The dry continental Pannonian climate is the predominant force,
especially along the eastern shores. The steppe lake itself is significant because of its
unparalleled influence on the surrounding environment. It regulates temperatures, provides
humidity, and creates ideal conditions for the development of grape varieties.

- Wines and Terroir: Besides Zweigelt, the region is internationally famous for its noble sweet
wines from the Seewinkel area (Trockenbeerenauslese and Eiswein). The largely calcareous soils
of the Leithagebirge hills, on the western side of the lake, provide an excellent home for both
white Burgundies and the distinctive Blaufrankisch variety, Austria’s most prominent red wine.

- Cultural Heritage: The transboundary region around Lake Neusiedl was admitted to the list of
UNESCO Cultural World Heritage Sites in 2001, reinforcing the appeal of the area's Winescape
(Cascio, 2025) and providing a unique aesthetic backdrop for the visitor experience.

- Winery Structure: Burgenland boasts a higher proportion of organic winemakers than the rest of
Austria. The focus on quality, family legacy, and regional typicity confirms that the thriving of
these wineries are inseparable from to their internal ability to communicate these unique

attributes directly to the customer, primarily through experiential marketing efforts.

THEORETICAL BACKGROUND

The present study is grounded in a robust theoretical framework that bridges the
conceptualization of the physical wine setting with the psychological mechanisms of
consumer experience and long-term loyalty. This foundation integrates three core areas of
academic inquiry: the winescape from terroir to tourism destination, the experiential
marketing framework including the ,,sweet spot” of flow, and the perception and integration

of post-visit customer behavior shown in independent businesses.
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The Winescape: From Terroir to Tourism Destination

The contemporary understanding of wine consumption extends beyond the product itself to
encompass the complex environment in which it is produced and presented. This integrated
setting is captured by the term "winescape," which Kubat et al. (2023) define as the total sum
of the environment and human interactions that enable the co-creation of the customer
experience. The winescape is multiscalar. In its narrower context, the winescape is defined by
the individual wine estate, where the producer fully manages the immediate service
environment, or servicescape, to embed the customer experience within the regional
atmosphere (Cascio, 2025). This concept highlights that the ultimate success of the Lake
Neusiedl region, for instance, hinges not just on the quality of its DAC wines, but on the
ability of its wineries to translate their unique local characteristics into a memorable and
compelling physical experience. It is within this specific servicescape that the winescape can
be consciously manipulated to encourage customer engagement and loyalty (Santos et al.,

2020).

The Experiential Marketing Framework and the Sweet Spot of Flow

To operationalize the winery visit, this study adopts the seminal Experiential Marketing
Framework articulated by Pine and Gilmore (1998), which categorizes experiences into four
dimensions—Entertainment, Education, Aesthetics, and Escapism—based on the consumer’s
participation (passive/active) and connection with the environment (absorption/immersion)
(Haller et. al. 2021). While all four dimensions are present, wine tourism research has
specialized their application:

Education has a specific, high-priority motivational factor, as customer are eager to
familiarize themselves with wine, the production pathways and the terroir itself (Bekar &
Benzergil, 2025). Activities such as formal wine tastings and vineyard tours fall under this
realm. When education is smoothly integrated with entertainment, it creates "edutainment,"
enhancing both engagement and learning retention (Tomay & Tuboly, 2023).

Aesthetics is critical due to the sensory nature of wine consumption, as this dimension
pertains to the visual appeal and atmosphere of the servicescape (e.g., lodging, architecture,
and surrounding landscape), which directly targets the senses and influences the overall
quality of the experience (Kladou et. al, 2024).

Entertainment (e.g., cellar concerts, demonstrations) and Escapism (e.g., active
participation in blending or harvesting) provide the necessary diversity of in-situ experiences

(Franceschini et. al., 2025). Optimal experiences, sometimes referred to as the "sweet spot"
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(Terziyska, 2024), successfully blend these realms. This convergence helps consumers attain
an optimal psychological "flow state" (Csikszentmihalyi, 2017), a state of deep focus and
enjoyment that is crucial for ensuring the visit is not merely transactional, but a genuinely

rewarding event that fosters a strong, positive brand association.

The Link to Post-Visit Behavior and SME Challenges

The ultimate metric for the success of an experiential marketing strategy is its influence on
post-visit consumer behavior. The direct experience is a powerful tool for generating two key
strategic outcomes: brand evangelism and brand love generation, both of which
fundamentally correlate with the brand image and positive emotional experiences (Joy et al.,
2021). Winery visits, by offering a cluster of attractions and experiences, are essential for
producers not just for immediate sales but for building this long-term loyalty (Ortega-Pérez et
al., 2025). Research confirms that visitors’ perceptions of wine tours and tastings form
expectations that evolve over time (Hall et al., 2000). Crucially, future behaviors, such as re-
purchasing or re-visiting, are demonstrably shaped by the satisfaction derived from previous
experiential encounters (Mitchell & Hall, 2004, 2006). This established relationship highlights
the cellar-door experience as the central point in a continuous cycle of pre-consumption
phase, in-situ encounter, post-encounter behavior (Hall, 1996). This strategic necessity is
intensified within the Central European wine tourism sector. The Lake Neusiedl region is
characterized by small, family-run estates. These SMEs often face structural hurdles that
complicate the delivery of a seamless experiential product (Kubickova & HoleSinska, 2021).
Primary challenges include:

- Differentiation: Many local wineries share similar advantages (tradition, terroir,
organic focus), making it difficult to stand out beyond the Austrian Wine
Marketing Board’s generic branding (Wieschhoft, 2022, Konig et. al. 2022).

- Human Resources: A persistent challenge across German-speaking wine regions is
the difficulty in securing competent, service-oriented staff who can perform the
multi-faceted role of tour guide, wine professional, and salesperson simultaneously
(Grechi et. al. , 2024, Prtsa et. al. 2025).

By using netnography to analyze extensive consumer narratives, this study aims to
precisely identify which elements of the experiential framework (Education, Entertainment,
Aesthetics) overcome these structural challenges and are most potent in driving the desired

post-visit outcomes of re-purchase and loyalty.
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Research question

This study is designed to move beyond the descriptive analysis of wine tourism experiences
toward establishing the predictive power of specific experiential dimensions on critical
strategic marketing outcomes. The core logical twist introduced here shifts the focus from
identifying the presence of experiential realms to quantifying the differential impact these
realms have on converting a satisfied visitor into a loyal, repeat-purchasing customer. The
overarching research objective is to empirically examine the direct and mediated relationships
between the key components of the Pine and Gilmore (1998) model (namely Education,
Aesthetics, and Entertainment) as perceived in the regional winescape. Like the ultimate
strategic outcomes of customer loyalty and post-visit behavioral intentions (re-purchase and
re-visit). The study’s objectives are synthesized into the following Research Questions (RQs):

RQ1: The Core Driver: Edutainment and Knowledge Acquisition. The educational
dimension, particularly when delivered as edutainment is often cited as a primary motivator
for winery visits. To what extent does the Edutainment dimension of the winery visit, as
perceived by consumers, significantly drive visitor satisfaction and perceived knowledge
acquisition in North — Eastern Burgenland. This question tests the efficacy of knowledge-
transfer strategies as a foundational element of the overall positive experience.

RQ2: Differential Impact: Aesthetics vs. EntertainmentWineries often invest heavily in
both the physical setting (Aesthetics/Winescape) and organized social activities
(Entertainment). This question seeks to compare their relative power in achieving loyalty.
What is the differential predictive power of the Aesthetic (Winescape) dimension versus the
Entertainment dimension in fostering customer loyalty (affective and cognitive) and the
feeling of Escapism among winery visitors?This question moves beyond description to
compare which element of the servicescape is the more efficient strategic investment for long-
term customer bonding.

RQ3: The Strategic Link: Satisfaction as a MediatorThe concept of the "sweet spot"—the
optimal flow state—is academically understood as maximizing satisfaction. The real-world
marketing value, however, lies in whether this satisfaction leads to future sales. To what
extent does visitor satisfaction with the on-site experience (the proxy for reaching the "sweet
spot") mediate the relationship between the three experiential dimensions and post-visit
behavioral intentions (re-purchase and re-visit)?This question is central to the study,
establishing the chain of causality.

RQ4: Actionable Strategy: Optimizing the SME TouchpointThe final objective is to

translate theoretical findings into a practical guide for the target demographic. Based on the
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analysis of consumer e-WOM narratives, what actionable, experience-design
recommendations can be formulated to help family-run wineries differentiate their unique
offerings and effectively, mitigate the documented operational challenges (e.g., staffing and
competitive saturation) through optimized experiential marketing. This question provides the
critical link back to the SME challenges outlined in the introduction, ensuring the findings are
relevant and practical for the Lake Neusiedl regional context.

These questions move from isolating the key drivers (RQ1, RQ2) to modeling the strategic
process (RQ3) and concluding with concrete, context-specific applications (RQ4), providing a

comprehensive framework for both scholarly contribution and industry guidance.

DATA AND METHODS

This study employed a netnographic approach to analyze Electronic Word-of-Mouth (e-
WOM) data, allowing for an empirical, consumer-centric examination of experiential
marketing success within the Lake Neusiedl region. This methodology is strongly supported
in contemporary tourism and marketing research, particularly for its ability to capture rich,
unfiltered narratives of complex service experiences (Gewinner, 2023; Terziyska, 2024).
Netnography and e-WOM netnography, a specialized qualitative research technique adapted
for digital environments, was chosen for its capacity to extract deep, context-rich insights
from naturally occurring online communication. Recent academic work highlights the
necessity of this approach for understanding modern consumer behavior, where digital
opinions (e-WOM) significantly influence the decision-making process, destination image,
and intent to visit or re-visit (Guerreiro et al., 2024., 2018; Zvaigzne et al., 2023). By
analyzing e-WOM, this research directly taps into the unprompted perceptions that shape the
post-visit behavioral outcomes (re-purchase and re-visit intention), which are central to the
study's objectives (Juliana et al., 2023).

This study utilized Vivino, a specialized wine social network application with a global
community of millions of users. This choice offers significant methodological advantages,
like niche focus. Vivino provides a highly relevant data corpus where users are already self-
selected wine enthusiasts, ensuring a higher level of product and experience knowledge in
their critiques compared to general tourists (Wu & Liang, 2021; Terziyska, 2024). While
Vivino's primary function is wine assessment, the platform's review structure often implicitly
and explicitly captures the experiential aspects of the on-site visit, distinguishing it from

broader platforms. Furthermore, crowdsourced Vivino ratings have been shown to correlate
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substantially with professional critics' assessments, validating the platform as a reliable source
of information on wine quality, which is a key driver of the overall experience (Kopsacheilis
et al., 2024). Data collection was executed in March 2023, targeting all reviews pertaining to
wineries located in the Lake Neusiedl District. Using the open-source data mining platform
RapidMiner, a total of 1,895 customer reviews published between January and December
2022 were systematically scraped. The vast majority of the collected reviews were in German
or Austrian German. This constraint ensures that the analyzed data accurately reflects the
primary domestic and regional German-speaking tourist base (Austria, Germany, Switzerland,
and expatriates), aligning the findings with the target market of the regional SMEs. The
nuanced interpretation of German dialects, which often blend implicit opinions and
fragmented expressions, was managed by the native-speaker researcher to ensure contextual
reliability. To enhance data quality and reliability, the following filters were applied,
mirroring best practices in netnographic research (Tandfonline, 2025). Only reviews
submitted by verified users were included. Comments containing fewer than 150 characters
were systematically excluded. This threshold was necessary to filter out superficial ratings
and ensure that the remaining corpus contained sufficient textual depth for detailed content
analysis of the complex experiential dimensions. While the reviews inherently lacked detailed
demographic consumer profiles, limiting the ability for segmentation, this public, anonymized
data collection adheres to ethical netnographic standards. The cleaned review corpus was
subjected to a rigorous two-stage analytical process:

Stage 1: Deductive Content Analysis (Qualitative Coding) The qualitative core of the
research involved a deductive content analysis using the Taguette platform. This method
involved systematically classifying textual citations by sentence, assigning them to pre-
defined thematic categories derived directly from the theoretical framework (Pine and
Gilmore’s Four Realms and the Winescape elements). This approach allowed for the
construction of a detailed database where consumer narratives were categorized into groups
based on thematic patterns, such as references to the "scenic view," "staff knowledge," or
"cellar atmosphere." The qualitative coding was crucial for translating subjective textual
descriptions into measurable variables.

Stage 2: Statistical Validation (Quantitative Analysis) To test the hypothesized
relationships and establish the differential impact of the experiential dimensions (RQ1-RQ3),
the frequency counts derived from the content analysis were subjected to quantitative
statistical testing using SPSS in order to assess significant relationships between categorical

variables (e.g., the presence of a strong "Aesthetic" mention and the overall rating/satisfaction
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level). The other method was the comparison of proportions Z-test so as the Chi-square. It
was utilized to validate the findings by comparing the proportion of mentions across different
categories (e.g., comparing the frequency of positive mentions for "Edutainment" against
"Entertainment") to determine which dimension exerts a statistically superior influence on the
measured outcomes. This mixed-method approach — combining the depth of qualitative
narrative analysis with the rigor of quantitative statistical validation — maximizes the strength

of the findings, ensuring they are both rich in context and statistically significant.

RESULTS

The analysis of approximately 1,900 e-WOM narratives from the Vivino platform reveals
both the sources of experiential potency and the structural differentiation challenges
confronting small and medium sized wineries all over North — Eastern Burgenland.

The "twist in the logic" presented here is that while visitors consistently reach a high level
of satisfaction—the "sweet spot"—the specific elements driving this satisfaction point to a
significant gap between functional marketing efforts and genuinely effective hedonic,
emotional engagement. The visitor data provides a strong foundation for contextualizing the
findings within the regional target market. The review demographics confirmed the study's
focus on the local and regional audience: 48% of reviewers originated from Austria, and an
additional 41% were from other German-speaking regions, primarily Germany and
Switzerland. This concentration reinforces the validity of using Vivino as a data source for the
Central European wine market (Kopsacheilis et al., 2024). The most prominent segments were
couples (54%) and friends/social groups (26%), followed by families (12%) and solo
travelers/business visitors (8%). The overall average rating was exceptionally high at 4.7 (SD
= 0.5) on a five-point scale. This high consensus, while superficially positive, presents a
critical methodological challenge: it confirms that the "sweet spot" of satisfaction is
consistently achieved, but it simultaneously signals a pervasive lack of differentiation in the
market. When all experiences are rated highly, none of them stand out as a true competitive
advantage (Guerreiro et al., 2024). Crucially, the study found a high convergence of
experiential intensity across the different segments (couples, friends, families, solo visitors),
contradicting previous findings that distinct market segments emphasize different aspects of
the experience (Brochado et al., 2021). The most significant divergence was noted between
family and solo visitors, suggesting that while core experiential drivers are universal, the

subtle operational changes required for family-friendliness versus solo engagement are where
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differentiation truly occurs. The deductive content analysis revealed a distinct hierarchy of
cited experiential dimensions, which exposes a potential functional investment trap for local
SMEs. Knowledge acquisition, a key component of the experiential framework and a
dominant motivational factor for visitors (Zhang & Lee, 2022), emerged as the most
frequently cited attribute across all reviews. Business travelers (24%) cited this dimension
most intensively, while couples (9%) cited it the least. Guided winery tours (with or without
tasting) were the most effective vehicle for knowledge transfer, resonating most with business
travelers (10%) and families (5%). Wine tastings, by allowing active, sensory participation,
primarily resonated with couples (9%) and friends (6%). Information presented regarding
brand identity—such as "organic/sustainable nature" or "generational narrative"—was highly
frequent but also highly standardized across wineries. The study concludes that due to their
overuse and lack of unique operational linkage, these concepts no longer serve as effective
differentiators nor competitive advantages in this saturated regional market. Wineries are
spending significant effort in functional education, yet the message is homogenized, creating
a high level of functional engagement without an equal competitive payoff. Entertainment —
defined as a passive yet absorbing experience that provides enjoyment — was the second most
frequently cited dimension, consistently high across all segments: couples (48%), friends
(45%), families (43%), solo travelers (40%), and business visitors (46%). The most
significant finding within this dimension, which addresses the differential predictive power of
experiential elements, is that entertainment narratives frequently contained the element of
surprise—meaning the experience demonstrably exceeded the customer’s expectations. This
element of surprise was primarily linked to product excellence, public perception, and setting,
making it the leading contributor in driving remarkable holistic service encounter. The highest
intensity of this "surprise" element was reported by friends (27%) and couples (21%). This
suggests that the true "sweet spot" of experiential marketing for loyalty is not found in the
functional delivery of knowledge, but in the hedonic realm of Entertainment, where sensory
and atmospheric quality lead to an unexpected, positive emotional outcome. Attributes related
to traditional events, heritage, or artistic presentation received the lowest citation intensities,
suggesting that large, cultural elements are less relevant than the personal, spontaneous
interaction offered during ad-hoc winery tours and tastings (Dunning, & Zetzsche, 2025). This
provides an actionable opportunity to standardize the process of spontaneous tours and
tastings, turning them into highly efficient marketing programs.

The aesthetic dimension, linked to the sensory and environmental qualities of the visit,

received the third-highest proportion of mentions, with high citation rates across all segments,
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from business visitors (32%) to solo travelers (27%). "Landscape" was the most frequently
cited attribute, validating the regional "winescape" as a critical baseline feature of the
destination's appeal (Cascio, 2025). The beauty of the scenic views and rural charm are non-
negotiable elements of visitor satisfaction. Despite the winescape's immersive qualities,
mentions of Escapism (active, immersive participation to escape everyday life) were notably
low, consistent with previous netnographic studies (Terziyska, 2024). This indicates that the
vast potential of the physical environment is primarily utilized for passive enjoyment
(Aesthetics) rather than active, loyalty-building immersion (Escapism). The dimension of
Social Interactions was the least mentioned experience dimension across all visitor profiles,
ranging from approximately 2%. This finding represents a dramatic contrast to contemporary
literature which emphasizes that human interaction, particularly with winery staff or owners,
is fundamental to establishing brand loyalty and differentiating a small business (Joy et al.,
2021). The low incidence of mentions suggests a significant missed opportunity for family-
run SMEs. Given the operational challenges faced by SMEs (Bfezinova & Skotepa, 2019),
the high emotional and competitive value of personal interaction is not being realized. The
few interactions that were mentioned primarily involved local residents, not the winery staff
or owners, highlighting a deficit in leveraging personal connections for relationship marketing
and subsequent post-visit loyalty.

In conclusion, this research empirically verifies that while high satisfaction (the "sweet
spot") is common, the true engine for exceeding expectations and driving post-visit behavior
is the hedonic surprise found in the Entertainment and Aesthetic dimensions, not the easily
replicated functional knowledge transfer. The most critical actionable insight is the urgent
need for family-run wineries to transition from generic educational content to leveraging their
unique assets—the staff/owner personality and the unforgettable atmosphere—to create the

kind of personal, social interaction currently absent from consumer narratives.

DISCUSSION

The netnographic analysis of customer reviews from the Lake Neusiedl wine region strongly
validates the experiential marketing framework, confirming that a holistic, multi-dimensional
visit is crucial for generating positive e-WOM and securing brand equity for small, family-
owned wineries. The observed visitor narratives confirm that the consumption of wine is

inseparable from participating in the experience itself (Pine & Gilmore, 1998). Our results
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identify three primary drivers of satisfaction that transform the physical product into a
memorable experience: Knowledge, Aesthetics, and Entertainment.

The dimension of Knowledge—manifested through the depth of guided tours and technical
explanations during tastings—is interpreted not merely as information transfer, but as a form
of co-created value. Visitors express satisfaction when they feel they have gained authentic,
proprietary insight into the family's winemaking philosophy and the unique characteristics of
the Pannonian terroir. This educational success validates the high-quality, labour-intensive
production methods of the family estates (Wieschhoff, 2022), providing a robust, non-price
differentiator against the broader market. When this knowledge is delivered with passion, it
triggers an emotional response that enhances Entertainment, moving the experience from a
transaction to a shared narrative (Joy et al., 2021).

The second critical driver, Aesthetics, is primarily shaped by the winescape (Cascio, 2025).
Customer reviews frequently employ evocative language to describe the scenic backdrop of
the Lake Neusiedl area and the historical ambiance of the cellars. This aesthetic experience
serves as a physical anchoring mechanism for the wine's quality. In the digital realm, this
translates into "digital terroir": the aesthetic appeal of the region becomes a reproducible,
visual element in e-WOM narratives, further reinforcing the regional brand identity that the
Burgenland DAC designation aims to convey. However, the success of this experiential
model is constantly challenged by underlying operational constraints unique to this Central
European context. The pervasive difficulty in finding suitable personnel—individuals who
can seamlessly act as sommelier, tour guide, storyteller, and salesperson—represents a
fundamental vulnerability (Prasa et. al, 2025). A breakdown in human service delivery
immediately compromises all three experiential dimensions, demonstrating that the human
factor, rather than the natural terroir or the wine itself, often represents the greatest risk to the

winery brand's reputation and its e-WOM cycle.

CONCLUSION

The primary theoretical benefit of this work supports the empirical validation of the
experiential dimensions through netnography within the context of Central European regional
development. By focusing on a niche market like Lake Neusiedl, this study provides granular
evidence supporting the theoretical shift from wine tourism (product) to destination winescape
(experience and place), a concept highly relevant to the regional focus of Deturope journal.

Furthermore, the research specifically identifies the human capital gap as a critical bottleneck
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in the experience economy supply chain, introducing a crucial operational caveat to
established experiential models.

While providing significant insight, this study is bounded by a couple of limitations. The
reliance on a single e-WOM platform (Vivino) primarily captures the perspective of German-
speaking reviewers, limiting the generalizability of findings to broader international
audiences. Since netnography exclusively analyzes user-generated text, the study inherently
lacks crucial demographic data, preventing any correlation between experiential drivers and
variables such as visitor age, income, or previous wine tourism experience. Finally, the
analysis provides correlation, not causation; while we know which experiences drive positive

e-WOM, we cannot directly quantify the resulting increase in sales or repeat visits.

Managerial Implications and Future Research

The findings necessitate a strategic recalibration for small, family-owned wineries that
currently prioritize grape quality over service delivery. The primary managerial implication is
that the wine's perfection must be matched by the staff's execution. To overcome the staffing
hurdle, wineries must adopt a concept of "digital staff training", utilizing augmented reality
(AR) or internal video content to consistently teach storytelling techniques and product
knowledge, thereby standardizing the experiential delivery across all employees. Furthermore,
family-owners should shift from merely providing an experience to actively facilitating the
co-creation of value. This means designing tasting spaces that encourage social interaction,
photo opportunities, and personalized feedback, transforming customers into active brand co-
authors who generate compelling e-WOM content, thereby making the customer the
centerpiece of the marketing strategy (Martinez-Falco et. al. 2025). A fresh twist lies in
embracing the "phygital" reality: using the scenic physical setting to anchor high-quality
digital content that can be easily shared, effectively turning the cellar into a live-action
branding studio.

Based on the limitations, future research should embrace novel methodologies to advance
the field. First, a quantitative, longitudinal study is urgently needed to directly correlate
positive e-WOM sentiment (derived from platforms like Vivino) with tangible economic
outcomes such as sales volume, loyalty club sign-ups, and cellar-door traffic. This requires a
collaborative effort with the AWMB or regional wine associations to access sales data and
move beyond qualitative interpretation. Second, given the criticality of the human element,
future research should utilize qualitative methods (in-depth interviews) to explore the specific

labor market challenges in the region, examining factors like seasonal work pressure, required
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skill sets, and compensation models. Finally, a significant new twist would involve applying
Al-driven sentiment analysis (Erdogan et al., 2025) to e-WOM, not just to identify keywords,
but to isolate and quantify the precise emotional tone (e.g., awe, joy, dissatisfaction)
associated with specific experiential touchpoints (e.g., the first glass, the cellar tour, the
checkout process), thereby providing wineries with real-time, emotionally intelligent data for

operational optimization.

SUMMARY

This research employs a netnographic approach to analyze authentic, unsolicited customer
narratives. A data set consisting of almost 1,900 customer reviews related to wineries in the
Lake Neusiedl region was collected from the global wine platform, Vivino. This methodology
provides a transparent, ecologically valid assessment of the visitor experience, capturing
spontaneous emotional and cognitive responses. The qualitative content analysis focused on
identifying and quantifying recurring themes corresponding to established experiential
dimensions: Knowledge Acquisition, Aesthetic Engagement, and Entertainment Value. The
findings were then discussed in relation to the specific operational constraints of the Central
European wine tourism environment.

The analysis confirms that the wine visit effectively acts as the "proof-of-concept" for the
wine's premium value. Visitor satisfaction, and subsequent positive e-WOM, is primarily
driven by the holistic delivery of the experience across three integrated dimensions:

Knowledge Acquisition: Educational depth, often facilitated by the winemaker themselves,
is critical. Positive reviews repeatedly highlighted the value of gaining authentic, proprietary
insight into the family's legacy and winemaking philosophy, transforming the experience into
a form of "learning leisure" (Cascio, 2025) that justifies the high price point (Wieschhoff,
2022).

Aesthetic Engagement: The Winescape—the scenic backdrop of the UNESCO-protected
Lake Neusiedl region and the unique ambiance of the tasting cellar—was found to be a
powerful emotional anchor. This aesthetic appeal creates "digital terroir," providing visually
compelling content that encourages and facilitates the generation of positive e-WOM and
reinforces the destination's brand identity.

Entertainment Value: The personality of the host, the friendly, intimate atmosphere, and

the feeling of personalization were identified as core elements of the hedonic experience. This
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human interaction successfully converts the educational and aesthetic inputs into a
memorable, emotionally resonant narrative (Juliana et al., 2025).

Crucially, the study identifies a significant challenge that acts as a major risk to brand
reputation: the difficulty in securing high-quality human capital. The demand for staff to
seamlessly perform as sommelier, storyteller, and salesperson simultaneously creates an
operational bottleneck that, when poorly managed, generates negative e-WOM that instantly
undermines the positive value of the product and the setting.

The study concludes that the success of marketing strategies in the Lake Neusiedl region is
fundamentally linked to the wineries' ability to perfectly execute an integrated, high-quality
experience. The findings provide both a theoretical contribution by validating the experiential
model within the niche Central European context (Gyurkdé & Gonda, 2024), and an
operational contribution by identifying the human capital gap as the primary weakness in the
experiential tourism supply chain.

For Managerial Implications, wineries must strategically shift their focus:

- Prioritize Staff Execution: Investment in staff training—potentially utilizing
"phygital" tools like augmented reality or video training—must be viewed as a
marketing investment, ensuring standardized delivery of the brand narrative.

- Facilitate Value Co-Creation: Wineries should move beyond traditional hosting to
design tasting spaces that actively encourage visitors to create and share their own
e-WOM content, effectively turning the customer into a co-author of the brand's
story.

- Manage the Digital Terroir: Actively monitor e-WOM platforms to address
negative feedback immediately, thereby mitigating the risk posed by service

failures and protecting the aesthetic appeal of the region's unique winescape.

REFERENCES

Austrian Wine Marketing Board (AWMB). (2023). Sieben elemente. Burgenland Wein. Die
Grundlagen [Seven elements. Burgenland Wine. The Basics]. [Brochure]. Retrieved
from  https://www.austrianwine.com/fileadmin/user upload/PDF/Broschueren/

7 Elemente Bgld DE 202304 WEB.pdf

Bekar, A., & Benzergil, N. (2025). The profile of wine tourists and the factors affecting their
wine-related attitudes: The case of Tirkiye. Tour. Hosp., 6(3), 132.
https://doi.org/10.3390/tourhosp6030132

70



Platz, P.

Brochado, A., Stoleriu, O., & Lupu, C. (2021). Wine tourism: A multisensory experience.
Current Issues in Tourism, 24(5), 597-615.
https://doi.org/10.1080/13683500.2019.1649373

Btezinova, M., & Skoiepa, L. (2019). Importance of marketing communication tools with
regards to the competitiveness of mini-breweries. Deturope, 11(1), 149—
163. https://doi.org/10.32725/det.2019.009

Carlsen, J. (2006). Global Wine Tourism: Research, Management and Marketing. CABI.

Cascio, V. (2025). Towards an integrated winescape framework: a theoretical synthesis in
wine tourism research. In Tertiarization & sustainability new challenges for
management in the digital era (pp- 521-529).
https://doi.org/10.7433/SRECP.SP.2025.01

Csikszentmihalyi, M. (2017). Flow: Das Geheimnis des Gliicks [Flow: The Secret of
Happiness]. Klett-Cotta Verlag.

Donavan, M., - Stantic, M. (2024). Three decades of research on wine marketing. Heliyon,
10(10), €30938. https://doi.org/10.1016/j.heliyon.2024.e30938

Dressler, M., & Paunovic, 1. (2021). Not all wine businesses are the same: Examining the
impact of winery business model extensions on the size of its core business.
Sustainability, 13(18), 10117. https://doi.org/10.3390/su131810117

Dunning, J., & Zetzsche, G. C. (2025). Wine stewards: future professionalism in a rapidly
changing hospitality world. Research in Hospitality Management, 15(3), 195-199.

Erdogan, D., Kayakus, M., Celik Caylak, P., Eksili, N., Moiceanu, G., Kabas, O., & Ichimov,
M. A. M. (2025). Developing a deep learning-based sentiment analysis system of hotel
customer reviews for sustainable tourism. Sustainability, 17(13), 5756.

Gewinner, A. (2023). Netnography and its potential for studies in tourism and hospitality. In
A. Gewinner (Ed.), Recent advances in qualitative research methodology in tourism
(pp. 121-140). Springer.

Grechi, D., Pavione, E., Gazzola, P., & Cardini, F. (2024). Tradition and innovation in the
Italian wine industry: The best practices of Casa Paladin. Sustainability, 16(7), 2857.
https://doi.org/10.3390/su16072857

Guerreiro, J., Rodrigues, V., & Ferreira, J. (2024). The impact of online content on e-
reputation and eWOM in lesser-known tourism destinations. Journal of Travel &
Tourism Marketing, 41(4), 450-467. https://doi.org/10.1080/15332969.2025.2557118.

Gyurko, A., & Gonda, T. (2024). Regional situation and performance evaluation of tourism
development in the Pécs-Villiny tourism area. Deturope. 16(3), 36-56.
https://doi.org/10.32725/det.2024.010

Franceschini, C. F., Giampietri, E., & Pomarici, E. (2025). What defines the perfect wine
tourism experience? Evidence from a best—-worst approach. Agriculture, 15(8), 876.
https://doi.org/10.3390/agriculture1 5080876

Hall, C. M. (1996). Wine tourism in New Zealand. In G. Kearsley (Ed.), Proceedings of
Tourism Down Under II: Towards a More Sustainable Tourism (pp. 109-119). Centre
for Tourism, University of Otago.

Hall, C. M., Johnson, G., & Mitchell, R. (2000). Wine tourism: An introduction. Pearson
Education.

Haller, C., Hess-Misslin, 1., & Mereaux, J.-P. (2021). Aesthetics and conviviality as key
factors in a successful wine tourism experience. International Journal of Wine Business
Research, 33(2), 176-196. https://doi.org/10.1108/IJWBR-12-2019-0063

Indradewa, R., & Riyanto, A. (2024). Relationship of positive valence WOM and customer
loyalty in social media: trust, value co-creation, and brand image as mediators. JPPI
(Jurnal Penelitian Pendidikan Indonesia), 10(3). https://doi.org/10.29210/020244041

71



Platz, P.

Joy, A., Klink, J., & Charters, S. (2021). The experiential approach to building wine brand
loyalty. Journal of Business Research, 122, 552-560.

Juliana, J., Sihombing, S. O., & Antonio, F. (2023). Systematic Literature Review Analysis of
Positive E-Wom on the Tourist Future Behavior in Tourism Village Marketing. Jurnal
Ilmiah Global Education, 4(4), 2140-2152. https://doi.org/10.55681/jige.v4i4.1402

Juliana, J., Sihombing, S. O., & Antonio, F. (2025). Unveiling memorable tourism
experiences effect on positive EWOM: Focus on the role of positive and negative
emotion.  Cogent  Business &  Management, 12(1), Article 2557073.
https://doi.org/10.1080/23311886.2025.2557073

Kladou, S., Usakli, A., & Lee, K. (2024). Zooming in small family wineries: Exploring
service quality, loyalty and the moderating role of wine involvement. International
Journal of Wine Business Research, 36(4), 613—-630. https://doi.org/10.1108/[JWBR-
11-2023-0078.

Kopsacheilis, O., Analytis, P. P., Kaushik, K., Herzog, S. M., Bahrami, B., & Deroy, O.
(2024). Crowdsourcing the assessment of wine quality: Vivino ratings, professional
critics, and the weather. Journal of Wine Economics, 19(3), 285-304.
https://doi.org/10.1017/jwe.2024.20.

Kralikova, A., Kubat, P., & Ryglova, K. (2025). Happiness perception in wine tourism
destinations and its impact on tourists' satisfaction and loyalty. European Journal of
Tourism Research, 39, 3902. https://doi.org/10.54055/ejtr.v391.3363

Kubat, P., & Kerma, S. (2022). Preconditions of wine tourism development in Slovenia and
the Czech Republic—Selected aspects. In 6th International Scientific Conference
EMAN 2022 — Economics & Management: How to Cope with Disrupted Times:
Selected Papers (p. 65). Association of Economists and Managers of the Balkans.

Kubat, P., Kralikova, A., & Ryglova, K. (2023). Shifting the focus from mere wine (and)
tourism to the wine destination and winescape concept. Deturope, 15(3), 78-92.
https://doi.org/10.32725/det.2023.018

Kubickova, H., & HoleSinska, A. (2021). Strategies of tourism service providers to cope with
the COVID-19 pandemic. Deturope, 13(3), 118-129.
https://doi.org/10.32725/det.2021.022

Martinez-Falco, J., Sanchez-Garcia, E., Marco-Lajara, B., & Millan-Tudela, L. A. (2025).
Wine tourism as a catalyst for sustainable competitive advantage: Unraveling the role of
winery image and reputation. [International Journal of Wine Business Research.
Advance online publication. https://doi.org/10.1108/IJWBR-09-2024-0052

McCabe, S. (2024). Theory in tourism. Annals of Tourism Research, 104, 103721.
https://doi.org/10.1016/j.annals.2023.103721

Mitchell, R., & Hall, M. (2004). The post-visit consumer behaviour of New Zealand winery
visitors. Journal of Wine Research, 15(1), 39-49.
https://doi.org/10.1080/0957126042000300317

Mitchell, R., & Hall, M. (2006). Wine tourism research: The state of play. Tourism Review
International, 9(4), 307-322.

Ortega-Pérez, L., Ruiz-Robles, M. del R., Heredia-Carroza, J., & Fuentes-Collado, M. (2025).
Determinants of perceived value in wine tourism in Spain: The dominant role of
motivations. Tour. Hosp., 6(5), 254. https://doi.org/10.3390/tourhosp6050254

Novotna, M., & Kunc, J. (2019). Experiences matter! Luxury tourism consumption patterns
and motivation of the Czech affluent society. Deturope, 11(2), 121-
142. https://doi.org/10.32725/det.2019.019

Picha, K., Svec, R., & Martiskova, P. (2025). Use of online Space and Social Media in Hotel
Resorts. In Proceedings of The 7th International Conference on Tourism Research.
Academic Conferences and publishing limited.

72



Platz, P.

Pine, J. B., & Gilmore, J. H. (1998). Welcome to the experience economy. Harvard Business

Review, 76(4), 97-105.

Priiga, D., Srédl, K., Pragilova, M., Zovincova, A., Kopeckd, L., Severov4, L., Svoboda, R.,
Drozdova, D., Naveriani, L., Némec, O., & Patak, M. R. (2025). Wine tourism and its
role in the transformation of wine production and consumption in Czechia: A case
study. Agriculture, 15(17), 1882. https://doi.org/10.3390/agriculture15171882

Santos, J., Correia, A., & Breda, Z. (2020). Developing a wine experience scale: A new
strategy to measure holistic behaviour of wine tourists. Sustainability, 12(19), 8055.
https://doi.org/10.3390/sul12198055

Terziyska, I. (2024). Drivers of memorable wine tourism experiences — a netnography study.
Wine Economics and Policy, 13(1), 17-31. https://doi.org/10.36253/wep-14433

Thach, L., & Charters, S. (2016). Best practices in global wine tourism. Miranda Press.

Tomay, K., & Tuboly, E. (2023). The role of social capital and trust in the success of local
wine tourism and rural development. Sociologia Ruralis, 63(1), 200-222.
https://doi.org/10.1111/soru.12396

Wieschhoff, M. (2022). "Der Preis ist heil"—Preis als Qualitdtsmerkmal [“The price is
hot”— Price as a quality feature]. Der Deutsche Weinbau, 21(22), 40-41

Zhang, Y., & Lee, H. M. (2022). Exploring wine tourism experience constructs: A qualitative
approach. In Proceedings of the 2022 7th International Conference on Financial
Innovation and Economic  Development (ICFIED 2022). Atlantis Press.
https://doi.org/10.2991/aebmr.k.220307.530

Zvaigzne, A., Mietule, 1., Kotane, 1., Vonoga, A., & Meiste, R. (2023). Smart tourism: The
role and synergies of stakeholders. Worldwide Hospitality and Tourism Themes, 15(5),
476-485. https://doi.org/10.1108/ WHATT-06-2023-0079

Wu, G., & Liang, L. (2021). Examining the effect of potential tourists' wine product
involvement on wine tourism destination image and travel intention. Current Issues in
Tourism, 24(16), 2278-2293. https://doi.org/10.1080/13683500.2020.1828310

73



DETUROPE — THE CENTRAL EUROPEAN JOURNAL OF REGIONAL DEVELOPMENT AND TOURISM
Vol. 18 Issue 1 2026 ISSN 1821-2506

Original scientific paper

ACCESSIBLE TOURISM IN CENTRAL-EASTERN EUROPE - THE
PRESENT SITUATION AND DEVELOPMENT POSSIBILITIES

Zoltan RAFFAY?Y

2Associate professor, University of Pécs, Faculty of Business and Economics, Department of Marketing
and Tourism, Pécs, Hungary; ORCID number: 0000-0001-6546-9633; phone: +36 20 9290723, e-mail
address: raffayz@ktk.pte.hu; corresponding author

bAssociate professor, Constantin the Philosopher University in Nitra, Faculty of Central European
Studies, Department of Tourism, Nitra, Slovakia, e-mail address: zraffay@ukf.sk

Cite this article: Raffay, Z. (2026). Accessible Tourism In Central-Eastern Europe — The Present Situation And
Development Possibilities Opportunities with Definite Limitations. Deturope, 18(1), 74-107.

Abstract

Approximately 15% of the world’s population live with some form of disability, and this proportion is
expected to rise in the future. Despite undoubted progress in recent decades, the participation of people
with physical, organoleptic, intellectual etc. disabilities in tourism is often blocked by different mental,
physical, organisational etc. barriers, or the lack of interest and attention on the part of tourism service
providers, even in countries with a relatively high level of socio-economic development, and so the
tourism sector is losing a significant economic opportunity, as accessibility is opening up a potential new
customer base. Based on the findings in international and Central-Eastern European literature, the results
of international studies and research, including statistical data from a recent four-country survey in
Central-Eastern Europe, the paper demonstrates the achievements of accessible (or inclusive) tourism so
far and outlines some possible solutions for making the tourism sector more inclusive. It also proves that
the increased inclusion of people with disabilities is a largely untapped economic opportunity, and also a
moral obligation of the majority societies. The overall conclusion of the paper is that accessible tourism
may improve the performance of tourism by the inclusion of a large and until now largely unutilised
segment, provided that more attention is paid to their special needs and the provision of accessibility
becomes a mainstream attitude in the tourism industry.

Keywords: accessibility, disabilities, inclusive tourism, sensitisation, Central-Eastern Europe, Hungary.

INTRODUCTION: THE SIGNIFICANCE OF ACCESSIBLE TOURISM

It is a widely accepted fact that tourism is one of the most dynamically developing sectors of
the world’s economy and a phenomenon that now concerns a major part of the planet’s
population (“total tourism”, see Michalk6, 2023). However, despite the seemingly (over-
)saturated market and the more and more frequently mentioned phenomenon of overtourism
(Milano, Novelli & Cheer, 2019; Vagena 2021), there are still significant reserves in the
further growth of the tourism sector, one of which is people with disabilities (Pwd). The
participation of this target group in tourism is much underrepresented compared to their share

from the population, even in advanced economies with relatively well-functioning social
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services and tourism sector, not to mention the countries with less developed economies or the
third world countries.

The World Health Organization (WHO) defines disabilities as follows: “Disabilities is an
umbrella term, covering impairments, activity limitations, and participation restrictions. An
impairment is a problem in body function or structure; an activity limitation is a difficulty
encountered by an individual in executing a task or action; while a participation restriction is a
problem experienced by an individual in involvement in life situations.”
(https://www.emro.who.int, 2025)

According to the Center for Disease Control and Prevention, the national public health
agency of the United States, a disability is any condition of the body or mind (impairment)
that makes it more difficult for the person with the condition to do certain activities (activity
limitation) and interact with the world around them (participation restrictions), and the
following forms of disabilities exist: vision; movement; thinking; remembering; learning;
communicating; hearing; mental health; and social relationships (Center for Disease Control
and Prevention, 2025).

We can be affected by this issue at any time, just think of our advancing age (but an
accident can also make someone permanently disabled at any time). Special needs occur in
older age for everyone, but there are also many other situations in life that can give rise to
special needs: e.g. undergoing rehabilitation after an accident, having young children (Darcy
& Dickson, 2009), being pregnant women or parents pushing a pram etc.

There are a number of situations, circumstances and health challenges which can put the
“owner” in the category of disabled: obesity or chronic illness such as asthma or diabetes or
live with food intolerances are all problems that may prevent them from participating in
certain tourist activities requiring substantial physical effort. Some authors classify people
with allergies as Pwd (Zsarnoczky, 2018).

The number of Pwd is expected to increase in the coming decades, due to factors like the
increase in life expectancy — people live longer than they did generations ago, and reaching
old age typically leads to locomotory, sensory etc. disabilities; and the fact that the
development of medical services allows more infants born with disabilities to stay alive, and
they (and their families) may become a new target group of tourism in a few years. Also, if
we consider the growing number and proportion of people with chronic health conditions,
allergies, food intolerances, the growth in the number of people in need of accessibility
including accessible tourism services, will rise in the coming decades (Schiefert & Matteucci

2018).
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The economic benefits that Pwd may mean for tourism are as follows:

e the Baby Boomer generation is now in the retirement age, and they will be
much more active participants in tourism than the previous generations were;

e new technologies open up greater opportunities for Pwd;

e many Pwd have to travel with (an) assisting person(s), so the inclusion of one
disabled person in tourism actually leads to the inclusion of more than one
person in many of the cases.

Despite these evident facts and figures, the access of Pwd to tourism services (especially,
but not limited to, travel services and accommodations) is often problematic, seriously
restricting their possibilities to participate in the “beatific” travel experience (Michalko,
2010), in the worst case excluding them from travelling, leaving them no other choice than to
stay out of travel completely, in the fear that inaccessible services would make their travel
impossible (Gonda & Raffay, 2021). Evidence suggests that it is (public) transportation and
the access to tourist attractions that poses the main barriers to the travels of Pwd (Gonda &

Raffay, 2021; Csapo et al., 2025).

THEORETICAL BACKGROUNDS

Historically, “accessibility” appeared in tourism research with Smith’s (1987) conceptual
work on barriers to leisure participation — intrinsic, environmental and interactive — followed
by early use of the label “Accessible Tourism” in the English Tourism Council report
“Tourism for all” (Baker, 1989). Fieldwork-based studies in the 1990s, influenced by the
Social Model, examined market value and barriers for Pwd and highlighted transport
accessibility (Darcy & Daruwalla, 1999; Darcy, 2002).

Accessible Tourism initially referred to the removal of barriers that prevent people with
impairments from fully enjoying tourism experiences (Buhalis & Darcy, 2012). Over the
years it has evolved into a broader process of reshaping the — physical, informational, online
and attitudinal — tourism environment on the basis of the principles of universal design, so
that destinations and services can be used by all people regardless of age, condition, capacity
or impairment (Buhalis & Darcy, 2012; Buhalis & Michopoulou, 2011; UNWTO, 2016). The
rise of accessible tourism is linked to two major shifts in postmodern/post-industrial societies:
(1) new democratic and identity values that reframed disability and placed the social
“normalisation” of Pwd on the public agenda; and (2) the progressive “cultural normalisation”

of tourism, as rising affluence and welfare-state measures transformed tourism from an elite
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activity into a widely affordable aspiration among working and middle classes (Rubio-
Escuderos, Garcia-Andreu & de la Ros, 2021). A further stage of this trajectory is the
recognition of tourism as a universal right. Two documents basically influencing the
development of tourism impacted accessible tourism: the declaration of the Manila
Conference (1980) affirmed the right to tourism as part of human fulfilment, emphasising the
,right to access to holidays and to freedom of travel and tourism” in general and implicitly
mentioning Pwd in social tourism as “an objective which society must pursue in the interest of
those citizens who are least privileged in the exercise of their right to rest” (UNWTO, 1980),
and UNWTO’s Global Code of Ethics for Tourism that explicitly encouraged and facilitated
tourism for Pwd in Art. 7(4): “Family, youth, student and senior tourism and tourism for Pwd,
should be encouraged and facilitated” (UNTWO, 1999).

As a scholarly field, accessible tourism emerged at the intersection of tourism studies and
disability studies (Rubio-Escuderos, Garcia-Andreu & de la Ros, 2021), yet, despite increased
recognition, research remains comparatively young and substantial work is still required to
understand and advance accessibility across destinations (Darcy & Dickson, 2009; McKercher
& Darcy, 2018). The contemporary relevance of accessible tourism is strongly shaped by the
shift from medicalised interpretations of disability to social and multidimensional approaches,
which emphasise that many travel limitations arise because destinations and firms are not
prepared to meet diverse access needs (Darcy & Buhalis, 2011). Tourism is associated with
well-being and happiness, supporting arguments that the rights of PwD to enjoy leisure and
travel on equal terms should be recognised. Accessible tourism is increasingly framed as both
a development strategy for destinations and enterprises and a growing issue for public welfare
programmes, as expectations of entitlement rise (Buhalis & Darcy, 2010; Buhalis &
Michopoulou, 2011).

From 2000 onwards, accessible tourism gained momentum in high-impact periodicals,
with largely exploratory qualitative designs and pilot quantitative surveys on behaviours,
motivations, experiences, barriers, travel-agent perceptions and accessibility priorities: key
findings included segmentation by severity of impairment (Burnet & Baker, 2001),
motivations such as outdoor activity and sport, novelty, relaxation and freedom (Shaw &
Coles, 2004), and the disproportionate burden of accessibility deficits in accommodation and
transport (Daniels, Rodgers & Wiggins, 2005). Research also noted financial constraints and
reliance on budget packages (Shaw & Coles, 2004), careful pre-trip information gathering
(Ray & Ryder, 2003), scepticism towards traditional travel agents (McKercher, Packer, Yau
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& Lam, 2003), and strong well-being effects — positive trips can enhance confidence, while
negative experiences can deter future travel (Yau, McKercher & Packer, 2004).

A notable institutional development was the establishment of ENAT (European Network
for Accessible Tourism) in 2006 and the subsequent OSSATE Report reviewing accessibility
information systems across EU member states (ENAT, 2019). For 2007-2019, two edited
volumes became core references: Accessible tourism: Concepts and issues (Buhalis & Darcy,
2010) and Best practices in accessible tourism (Buhalis, Darcy & Ambrose, 2012). Over time,
exploratory work declined relative to specialised studies; experimental approaches became
more common; and theories from other fields (e.g., destination competitiveness, value co-
creation, learned helplessness) were increasingly applied. Research broadened across five
thematic clusters: (1) experiences and motivations, increasingly integrating biopsychosocial
perspectives — e.g., learned helplessness as a mediating mechanism in barrier effects (Lee,
Agarwal & Kim, 2012), health perception shaping participation (Pagan, 2012), and strategies
used by blind tourists to overcome constraints through individual, interpersonal and structural
resources (Devile & Kastenholtz, 2018); studies also highlighted escape from “objects of
care” roles (Blichfeldt & Nicolaisen, 2011), social integration and identity benefits
(Kastenholz, Eusébio & Figueiredo, 2015), and problematic travel segments such as flying
(Poria, Reichel & Brandt, 2010); (2) technological accessibility needs, focusing on ICTs,
online information quality and assistive-technology compatibility, with calls for detailed,
format-accessible information and systems supporting filtering, personalisation,
interoperability and route-level accessibility mapping (Buhalis & Michopoulou, 2011; Darcy,
2010); early work suggests social media can expand knowledge sharing and raise awareness
(Altinay, Saner, Bahgelerli & Altinay, 2016); (3) market strategy studies, emphasising
heterogeneity by type and degree of impairment (Buhalis & Michopoulou, 2011), with
accommodation accessibility as a dominant satisfaction driver and willingness-to-pay factor
(Darcy, 2010; Lyu, 2017), and comparative competitiveness analyses between countries (Vila,
Darcy & Gonzalez, 2015); (4) industry attitudes, where firms often improve accessibility
primarily to comply with legislation rather than to pursue opportunity, with persistent
misconceptions and limited stakeholder collaboration (Darcy & Pegg, 2011; Nyanjom, Boxall
& Slaven, 2018); and (5) foresight, which frames accessible tourism implementation as
requiring social change, multi-stakeholder alignment and long-term planning, including links

to sustainability and lifecycle functionality — arguing Universal Design can support
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operations, reduce costs, advance equality and strengthen sustainability (Michopoulou, Darcy,
Ambrose & Buhalis, 2015).

Rubio-Escuderos, Garcia-Andreu & de la Ros (2021) identify two central limitations in
accessible tourism research. First, methodological constraints: small qualitative samples often
recruited through Pwd associations and convenience/snowball methods, reflecting “hard-to-
reach” population challenges and the invisibility of many impairments, with many surveys
therefore conducted online (e.g. Buhalis, Darcy & Ambrose, 2005; Darcy & Buhalis, 2011).
Broader random, census-based or stratified approaches could reduce bias and enable
comparisons across socio-demographics. Second, conceptual complexity: disability is diverse
and socially contingent, and studies need sharper scoping to assess the relative weight of
contextual factors for specific impairment types. Intellectual and hidden impairments remain
under-studied, representing a major gap.

There is substantial literature on accessible tourism from the four countries of the
questionnaire survey in the empirical part of the paper: Croatia, Hungary, Poland and
Romania as well, clarifying the current state of accessible tourism research in Central-Eastern
European contexts. Across all four cases, a recurring conclusion is that policy attention and
market rhetoric have grown faster than systematic academic evidence, while research — if
exists — identifies accessibility as a multidimensional issue spanning physical/technical
infrastructure, information provision, staff competences and attitudinal barriers.

In Croatia, the international-language research base is both recent and relatively small,
with the reviewed corpus concentrated after 2019. Several studies nevertheless provide clear
signals about demand, supply gaps and governance. Gonda (2021), drawing on a survey
conducted in Hungary and comparing results with Germany, Italy, Spain and Croatia, reports
that Pwd strongly support inclusion policies and travel more frequently than the overall
population, implying that tourism stakeholders have a substantive incentive to engage with
this segment. However, because Croatia is only one of several comparative markets and the
Croatian subsample is small, the author cautions against generalisation. By contrast, Gregoric,
Skryl & Drk (2019) use a representative sample to diagnose a broad need to adapt tourism
facilities, arguing that travellers with disabilities seek equal participation but are frequently
restricted by inadequate provision. Their recommendations are operational and governance-
oriented: destination management planning, the development of forms of tourism aligned with
diverse impairment types, cross-sector collaboration (health facilities, tourism communities,

family businesses, small enterprises and renters), the removal of “mental barriers”, and staff
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training. Poko (2022) further frames accessible tourism as a rapidly expanding market
segment and, through exploratory work in Hungary and Croatia, foregrounds the lived
difficulties encountered during travel. The paper stresses the value of reliable cross-border
information infrastructure — especially an online database of accessible facilities and trips in
neighbouring Croatia and Hungary — alongside mainstream products and programmes
(gastronomy, concerts, sports) designed to be inclusive without being segregated, and
improved online information to encourage nature-based and even extreme-sport participation
where feasible and safe.

Croatian studies also highlight the role of local governments and the importance of
mobility and interpretation in destination accessibility. Popovi¢, Slivar & Gonan Bozac
(2022) emphasise that accessible tourism extends beyond mobility to include intellectual,
mental, visual, speech and hearing impairments, as well as conditions such as stroke.
Focusing on five major Istrian destinations, they assess municipal planning documents,
organisational activities, project participation and coordination practices, finding that none of
the units studied has a dedicated programme for equalising opportunities for Pwd:
accessibility measures are partial elements within broader strategies and plans, with some
from earlier planning periods. While the study does not directly sample Pwd, it adds a
valuable governance lens by demonstrating how accessibility can be normalised within
“responsible” tourism policy and linked to revenue generation for accessible destinations.
Relatedly, Skaja, Basi¢, Vuk, Stiperski & Horvat (2019) adopt a participatory methodology
with power wheelchair users to map physical barriers and street navigability in Zagreb,
producing accessibility maps and an interactive online GIS tool, and proposing further
methodological refinement and a mobile application to support route planning. Their work
underscores transport as a decisive factor in destination choice (also implied by Gonda, 2021)
and positions navigational tools as a bridge between urban accessibility and tourism
participation. Finally, Tubic, Vidak & Kovacevic (2022) examine interpretive tools and
assistive technologies within Croatian national parks via in-depth interviews with park
directors, identifying limited development and uneven provision (e.g., orientation lines, tactile
sensors, adapted mobile applications, audio descriptions and accessible sanitary facilities).
Authors link poor web-based information to low visitation, note the absence of statistical
monitoring, and highlight organisational constraints like limited capacity to adapt tours and
insufficient staff training, collectively characterising national-park accessibility as emergent

rather than established.
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Hungary presents a longer and more diversified trajectory, although accessible tourism
research intensified only towards the end of the first two decades of the 21st century. Early
contributions in Turizmus Bulletin remain influential: Végh (2005) argues that the travel
needs of Pwd are fundamentally similar to those of their non-disabled peers while
documenting persistent disadvantages and sectoral challenges (transport, accommodation,
spas and the role of animators). Galné Kucsdk (2008) draws attention to the relative
invisibility of visually impaired travellers in accessibility thinking and identifies lack of
information as a central constraint, while Cseszndk et al. (2009) discuss museum accessibility
through the lens of inter-institutional cooperation and equal opportunities. From 2010
onwards, the literature expands across formats and disciplines: broader quality-of-life framing
(Michalkd, 2010), conceptual and empirical work on technical accessibility (Farkas, 2019),
theses addressing disability, special needs and information accessibility (Dorogi, 2012; Mezd,
2019), and applied studies in Hungarian journals on hotel-industry conflict management and
equal opportunities (Kovacs & Kozak, 2016; Gondos, 2019), as well as EU-level perspectives
on accessibility and parasport tourism (Zsarnoczky, 2018). A legal-institutional strand is also
present (Farkas & Nagy, 2020).

A notable development in Hungary is the increased international visibility of authors
publishing in foreign journals, including Zsarnéczky (2018), Gonda (2021), and Zsarndczky
& Zsarnoczky-Dulhazi (2019), as well as empirical work on managerial attitudes in
hospitality (Sharma, Zsarnoczky & Dunay, 2018). The Erasmus+ Peer-AcT project
functioned as a major catalyst, generating cross-country good-practice mapping and a
questionnaire survey among Pwd (Gonda & Raffay, 2020, 2021), with additional
dissemination via research summaries and workshop outputs (Gonda & Raffay, 2021).
Institutionally, a conference held in Orfli in 2020 consolidated a national research community
and led to a thematic issue in Turisztikai és Vidékfejlesztési Tanulmanyok (TVT) in 2021,
where studies addressed both general patterns (e.g., travel frequency: Gonda & Raffay, 2021)
and specific sub-sectors, such as cultural facilities (Angler, 2021; Méaté, 2021), wine tourism
(Slezék-Bartos, Maté & Guld, 2021), river cruising (Poko, 2021), and accommodationn
(Horvath, 2021). Subsequent work includes place-based analysis linked to Veszprém as
European Capital of Culture (Raffay-Danyi & Ernszt, 2021) and a philosophical reframing of
equal access (Farkas, Raffay & David, 2022). Among Hungarian tourism journals, TVT has
become the primary sustained outlet for accessibility scholarship, while international

collaborations have supported publication in higher-ranked journals (Ernszt, Téth-Kaszas,
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Péter & Keller 2019; Csapd & Gonda 2019, 2025; Gonda 2024; Farkas, Raffay & David,
2022).

Poland’s literature, largely from the last decade, is distinctive for its breadth: it spans
theoretical and conceptual discussions, empirical studies at scale, and a substantial body of
practical guides and publicly funded good-practice compilations. Conceptually, Zajadacz
(2015) offers a critical analysis of disability models as a basis for policy change, emphasising
the value of synthesising paradigms often treated as opposed (notably medical and social
models) in order to support accessible tourism development. Review-oriented work such as
Lubarska (2018) focuses on how researchers classify barriers and constraints, comparing
Polish and international typologies and identifying the most frequently applied categories.
Empirical studies range from urban tourism (Popiel, 2014, on Krakéw) to rural contexts with
a large quantitative sample (Zbikowski, Siedlecka, & Kuzmicki, 2019), where education and
professional activity emerge as key stimulants of tourism participation alongside family
circumstances. Further contributions broaden the determinants of participation by linking
tourism to leisure-time structure and preferences (Magiera, 2020) and examining how
personal qualities shape tourist activity (Trybus, 2023). The Polish literature also contains a
specialised stream on sensory disabilities, including museum communication technologies
such as beacons (Manczak & Bajak, 2020), and a sustained research programme on deaf
tourism and accessible information provision (Zajadacz, 2012; 2014; Zajadacz & Szmal,
2017), as well as work on inclusive outdoor well-being environments for blind and partially
sighted users through sensory gardens (Zajadacz & Lubarska, 2020; 2019).

A further Polish emphasis concerns ageing and senior tourism studies addressing
demographic change and its market implications (Bak, 2012), socio-demographic
determinants (Grzelak-Kostulska & Hotowiecka, 2012), local participation and motivations
(Kunysz, Rzepko, Drozd, Drozd & Bajorek , 2017), economic status and changing activity
patterns (Markiewicz-Patkowska, Pytel, Widawski & Piotr Ole$niewicz, 2018), and
accommodation-sector opportunities and challenges in an ageing society (Zmuda-Patka &
Siwek, 2019). Borzyszkowski & Michalczak (2021) add a policy-oriented review of
initiatives to increase senior travel, translating European experiences into recommendations
for Polish tourism policy. Importantly, Polish scholarship often treats accessible tourism in a
broad, “tourism for all” frame that includes Pwd, older travellers and families with children
(e.g., Zajadacz, 2017; Zajadacz & Lubarska, 2019a; Szal, Zajadacz, Lubarska & Minkwitz,
2021). Within this frame, criteria-based auditing of cultural heritage accessibility features

prominently: Zajadacz & Lubarska (2019b) and Szat, Zajadacz, Lubarska & Minkwitz (2021)
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propose catalogues of criteria structured around three core components — physical/technical
preparation, information systems, and staff competences — illustrated through the Piast Trail
case and used in practice for accessibility audits. The review also observes a terminological
shift in Poland, with “availability” becoming a common descriptor and the English-derived
“accessible tourism” replacing earlier expressions such as “tourism without barriers” and
“tourism for disabled people”.

Romania’s reviewed literature places strong emphasis on structural barriers, the nascent
state of provision, and the role of social tourism and responsible tourism frameworks in
driving inclusion. Pascaldu-Vrabete and Baban (2018) analyse mobility-impaired individuals’
lived experiences in post-socialist Romania through phenomenological interviews, identifying
themes that connect identity formation to social exclusion, physical barriers and the need to
challenge medical-productivist perspectives. Oreian and Rebeleanu (2016) examine the social
economy as a facilitator of socio-professional integration, including gendered aspects of
employability for people with mental disabilities, implying that labour-market integration and
social policy are closely intertwined with the conditions that enable travel participation. Social
tourism is presented as a “market of the future” for disadvantaged groups (Mihaela, 2019), yet
Simon, Busuioc, Niculescu & Radulescu (2017) and Simon, Bogan, Frent & Barbu (2018)
argue that social tourism, including tourism for Pwd, remains underdeveloped and poorly
monitored, with limited participation data and inadequate national-level information.

Romanian research also documents emerging initiatives and persistent infrastructural and
informational deficits. Mihaela (2019) describes Motivation Foundation Romania’s online
accessibility map established from 2013, alongside building accessibility assessment leading
to an “accessibility mark”, and notes a limited number of tourism providers meeting criteria.
Babaita (2014) investigates societal openness to this market segment and explores attitudes of
non-disabled people towards Pwd, arguing for the development of a social model in tourism
scholarship. Within responsible tourism, Vaduva, Petroman, Marin & Petroman (2021)
synthesise barriers (environmental, infrastructural and social) and propose implementation
measures aligned with international guidance, including public—private partnerships,
international cooperation, training, diversified transport systems and accessible destination
promotion. Sector-specific studies highlight accommodation choice challenges (Butnaru,
2010), the application of indicator systems such as ETIS (Tudorache, Simon, Frent &
Musteata-Pavel, 2017), and family tourism involving children with disabilities (Tecau et al.,
2019), where inadequate preparation among authorities, tourists and employees, as well as

cultural and economic constraints, limit participation. Qualitative and applied studies
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repeatedly identify limited accessible infrastructure in hotels and resorts (Munteanu, Rizea,
Ilie & Sarbu, 2014; Babaita, 2012), low levels of overall development (Rabontu, 2018), the
need for software platforms to support safe route planning and information communication
(Tecau, 2017), and widespread accessibility deficits across hotels, transport and tourist sites
despite legal obligations under Romanian Law 448/2006 (Cernaianu-Sobry, 2011). Empirical
evidence from Brasov County and other settings points to recurrent difficulties around
transport, attraction accessibility and information for both disabled travellers and companions
(Epuran, Tecau, Constantin, Tescasiu & Chitu, 2020; Bratucu, Chitu, Dinca & Stefan, 2016;
Bratucu, Chifu, & Demeter, 2015). Finally, Crismariu (2017) characterises Romania as being
in an awareness-raising and early-stage phase, where training, principle-setting and
groundwork are prerequisites for subsequent development; Bordeianu (2015) too notes
limited understanding and weak enforcement of disability-related legislation, coupled with
superficial sectoral knowledge about how to implement accessibility.

Taken together, the four-country review indicates uneven research maturity and differing
emphases: Croatia’s recent scholarship provides targeted insights into governance, mobility
and protected-area interpretation but remains limited in volume; Hungary exhibits rapid
consolidation, institutionalisation and internationalisation, particularly following the Peer-
AcT project; Poland offers a broad and methodologically diverse body of work linking
disability, ageing and family travel, with strong applied outputs (criteria catalogues, audits
and guides); and Romania’s literature foregrounds systemic constraints, social tourism’s
underdevelopment, and the early-stage nature of accessibility implementation, while also
documenting nascent digital and certification initiatives. Across contexts, the most consistent
cross-cutting message is that accessible tourism is best understood as an integrated policy-
and-practice domain requiring infrastructural adaptation, reliable information ecosystems,
skilled and sensitised staff, and governance mechanisms that embed accessibility as a standard
feature of destination development rather than a peripheral add-on.

This paper aims to remedy the first research gap: having access to populations that lie out
of the most common social groups where informants are usually selected from, it relies on a
questionnaire survey conducted in four Central-Eastern European countries, reaching a total
of 1,175 people living with disabilities. The main aim of the research was to identify the
issues of general accessibility and accessible tourism in Hungary and three other Central-
Eastern European countries (Croatia, Poland and Romania), the factors that hold back or

discourage Pwd from travelling in the respective countries and, equally important, to find
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solutions to remedy these issues and make recommendations for a more inclusive tourism

sector.

DATA AND METHODS

The research was conducted in the framework of an international research project called
Accessible+, led by the University of Pécs in Hungary, in 2023-2025 (Csapo et al., 2025).
The project partnership included, in addition to the University of Pécs as a lead partner, Adam
Mickiewicz University in Poznan, Poland; University of Zagreb in Croatia; and Sapientia
Hungarian University of Transylvania, Romania. Besides a detailed review of literature on
accessible tourism in the four countries, two extended questionnaire surveys were conducted
in each county:

1. the “able-bodied” society was conducted in all four countries, with a sample of
over 4,000 respondents from the four countries combined (representative of the
respective societies), in an attempt to gain a deeper understanding of the
attitudes of the general public towards the state of development of accessible
tourism in their countries, their attitudes towards the needs and requirements of
this specific demand segment, and their knowledge about possible barriers for
Pwd; and

2. a research caried out among people with various disabilities, conducted in
parallel in the four countries in the period October 2023—January 2024 with a
sample of 1,175 people. The main objective of this survey was to identify
patterns of tourist behaviour of Pwd, their limitations in tourist travels, as well
as important directions of education of staff working in tourist services in the
field of accessible tourism (Csapd et al. 2025). The empirical findings of the
paper are from this latter questionnaire survey.

Given the difficulties of reaching this specific segment, a sample of almost 1,200 respondents
can be considered as a good basis to draw conclusions from, conclusions that are
generalisable not only to other Central-Eastern European countries but also to countries with
different socio-economic development paths, as previous research findings show that the
issues of inclusive tourism, the travel difficulties for Pwd are quite similar in other countries
of Europe (Gonda 2021).

The basis for conducting the research was a survey form created jointly by the research

teams representing the four countries involved in the project — initially in English, then
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translated into national languages to alleviate the research. The research was conducted face
to face and based on an electronic form. The selection of the sample was based on
availability. Having collected the responses, results were recorded in English and in simple
statistical summaries (number, percentage of indicated responses), enabling further, in-depth
statistical analyses. Before discussing the research results, the characteristics of the
respondents were presented, including features like gender; age; marital status; the level of
highest finished school education; employment conditions; settlement type of place of
residence of the respondent; country of residence; and type of disability. Respondents’
characteristics also included the following variables by type of disability: limitations in
everyday functioning; limitation of individual mobility; disability from birth; ability of
leaving home to deal with everyday matters.

As regards the general characteristics of respondents, a slight majority were women (54%)
compared to men (43%) — some did not want to answer this question or indicated the “other”
category. Respondents most often described their limitations in everyday functioning as
“slightly limited in my daily activities” and “intermittently need assistance with daily
activities”. Most of the respondents “can travel on all means of transport without any
assistance” (36%) and “need assistance to get around on some public transport” (31%).
Nearly half (49%) of men and 47% of women indicated their disability from birth. The study
involved adults aged 18 to over 66. The largest groups were those aged 36-50 (29%), 51-65
(19%) and 26-35 (19%). It can be noticed that the highest percentage of respondents stating
that they “need constant supervision” are people in the youngest age group 18-25 years
(14%). The largest part of this, the youngest group also indicated “cannot get around without
an assistant person” (24%).

In terms of marital status, most indications included the categories of “single” (44%) and
“married” (29%). The most common limitations: “I can’t get around without an assistant
person” were mentioned in the group of singles (23%) and divorced people (22%). As regards
the highest finished school education, the most common answers were “Secondary school”
(32%) and “Vocational school” (20%). The percentage of people with a university or
bachelor’s degree decreases with the increase in limitations in everyday functioning from
59% in the “am slightly limited in my daily activities” group to 2% in the “need constant
supervision” group, but there is no such relationship with regard to the limitation of individual
mobility.

The most frequent answer to questions about employment conditions were Pensioner

(20%), White-collar employee (18%) and Disability pensioner (18%). However, in the case of
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the white-collar employee group, there is a noticeable tendency for the percentage of
employees to decrease as the limitations in everyday functioning increase. Also, the smallest
percentage of people from the group that indicated their mobility limitations at the highest
level (“I can’t get around without an assistant person”) are employed as white-collar
employees.

Concerning the type of settlement where respondents live, the largest group lives in a
village (22%), followed by medium-sized city of 25,000 — 100,000 people (21%), capital city
(14%) and large regional centre of 500,000 — 1 million inhabitants (11%). The largest number
of respondents live in Romania (29%), followed by Hungary (27%), Poland (25%) and
Croatia (17%).

The primary aim of the research was to identify travel habits of the target group and detect

the factors that deter them from travelling.

RESULTS

Travel arrangements for Pwd and the main purpose of their trip
A very important aspect in research related to accessible tourism is the very ability to travel
for recreational purposes by Pwd and the need to travel in the company of assistants. In the
analysed sample of 1,175 respondents, 1,166 indicated their travel frequency, of which 15%
do not travel for recreational purposes, 49% travel with assistance, and 36% travel alone.
Most of the negative answers by type of disability were given by participants with Multiple
disability (22%), Obstacle related to age (18%) and Psychosocial disability (17%). Least “No”
answers were given by the Speech (3%), Hearing (6%) and Sight (8%) impairment groups.
Those who most often travel for recreational purposes with assistance are people with
Intellectual disability (73%), Sight problems (59%), Locomotor impairment and ASD (58%)).
The least likely disabled individuals to travel for recreational purposes with assistance are
those with Obstacle related to age (12%), Speech (21%), and Hearing (24%). Those who most
often travel alone for recreational purposes include individuals with Speech (76%), Obstacle
related to age (70%), and Hearing (70%). In contrast, individuals who travel least often for
recreational purposes on their own are those with Intellectual disability (18%), Locomotive
disability (28%), and Multiple disability (28%).

Equally important aspects of travelling are organisational issues, which may be more
difficult in the case of tourism for Pwd. Not surprisingly, the majority of respondents travel

with companion and not on their own: most of them (44%) travel with their family (including
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spouse and children) or with friends and relatives (42%). They least frequently mentioned
colleagues from workplace (10%) as travel companions, and travelling on their own (18%).

Respondents were also asked about who organises the tours typically — replies included
people from their immediate environment: other family member (36%), independent
organisation of trips with the help of booking platforms (32%), and NGOs (non-governmental
organisations) assisting Pwd (31%). The aspect of support in organising travel is also
important: to the question ‘To whom can you turn for help if you need assistance in
organising and implementing your travel?’, respondents mentioned family (56%), and NGOs
assisting Pwd (30%); but they also organise trips themselves (29). Most respondents finance
their trips from their own budget (53%) and use help from their family (33%). They also use
several sources of financing mentioned in the survey (22%). (In the questions above more
than one answer could be indicated.)

The study also touched upon the issue of the form of travel, i.e. the type of group with
which respondents prefer to go on a trip. They indicated what form of travel organisation and
group structure suited them best: travels specifically designed for Pwd; travel with
integrational programmes (designed for both disabled and non-disabled travellers);
programmes that are not specifically designed for Pwd; and travel without any assistance.
Respondents equally prefer travelling with integrational programmes and individual
travelling, without any assistance (19% both), slightly less respondents indicated travelling
with programmes that are not specifically designed for Pwd (16%) and travelling with
programmes for Pwd (15%). However, respondents generally indicated trips organised
without any assistance (36%).

Analysing the results in terms of individual types of disabilities, in programmes designed
specifically for Pwd, respondents with intellectual disability (39%) and with multiple
disabilities (21%) would be most willing to participate, the least willing, on the other hand,
are respondents with temporary disability (42%) and with obstacles related to age (38%).
Integrational programmes would be most willingly chosen by respondents with multiple
disability (24%) and intellectual disability (27%), and the least willingly by those indicating
other disabilities (27%), temporary disability (25%), locomotor disability (24%) and obstacles
related to age (23%). Programmes that are not specifically designed for Pwd are preferred by
respondents with ASD (22%), other disabilities (21%) and locomotor disabilities (20%). On
the other hand, this form of travel corresponds least to people with intellectual disability
(29%), with multiple disabilities (25%) and those indicating other disabilities (25%).
Respondents with other disabilities (40%) and hearing problems (29%) would prefer to travel
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without any assistance. This latter form of travel would not be chosen by respondents with
intellectual disability (70%) and with multiple disabilities (47%).

An important issue in organising the trip and preparing an appropriate offer is also
information about the main purpose of the trip. To obtain the answer, respondents were asked
to rate how often they travel for each of the following 12 purposes — cultural; wellness;
medical; (active) sport; business; religious; nature trip; shopping; city sightseeing; visiting
friends and relatives; visiting a concert, sporting event, exhibition; and culinary, on a 4-point
scale, where 1 means never, 2 is rarely, 3 is often, and 4 is very often. Generally speaking, the
respondents mostly (score 4) indicated visiting relatives and friends (35.9%), nature trip
(27,3%) and culture (24.9%) as the main purpose of their trips. The least common was the
business-inspired tips — 71.2% indicated this was not their motivation to travel.

Another important aspect related to travelling for Pwd is determining the level of difficulty
in performing specific activities or obtaining reliable information related to the availability of
tourist attractions during travel (tourist supply). The activities performed by Pwd while
travelling and the access to which basically determines their travel experience include:

e use of transportation;

e use of accommodation,;

e use of catering facility;

e sport activities;

e visiting attractions; and

e lack of reliable information on real accessibility.

In the sample of respondents, only 21% of them encountered no difficulties related to the
use of transportation, while 17% of respondents very often encountered difficulties during the
use of it. With regard to the level of difficulties related to the use of accommodation
encountered by Pwd, 26% of all respondents did not encounter difficulties at
accommodations, while 13% of respondents very often encountered difficulties when using
them. As regards the level of difficulties related to the use of catering facilities encountered
by Pwd, 28% of all respondents encountered no difficulties, while 9% of them very often
faced difficulties when using a catering facility. In the access to sport activities, 21% of all
respondents did not encounter difficulties, while 18% of respondents very often faced
difficulties when using sport activities. The questionnaire also asked about the level of
difficulties related to visiting attractions as seen by Pwd, where 20% of all respondents did

not report any difficulties, while 12% of them very often encountered difficulties when
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visiting attractions. A serious issue is the lack of reliable information on real accessibility
faced by Pwd: 20% of all respondents did not encounter difficulties in this matter, while 19%
of them very often encountered difficulties related to information.

To check the validity of the common belief that Pwd travel less frequently than their able-
bodied counterparts, we also asked the question ‘How many times did you travel in your
country in 2022?’ (the year preceding the start of the questionnaire survey). In the analysed
sample, only 9% did not travel in 2022, 10% travelled only once, 12% travelled twice, 11%
travelled three times and as many as 58% of respondents declared that they had travelled more
than three times during the specified period. Analysing this question in terms of types of
disabilities, it should be stated that the types of disabilities that prevent people from travelling
within their own country in 2022 were: Obstacle related to age (21%), ASD (14%) and
Multiple disabilities (10%). On the other hand, people with Other (71%), Sight (68%) and
Temporary disability (64%) travelled the most within their own country (Table 1).

Table 1 Frequency of respondent’s travels within her/his homeland in 2022

Disability Not once | Once Twice Three More than | Total
times three
times

Temporary disability |3 5 5 6 34 53
6% 9% 9% 11% 64%

Obstacle related to age | 17 10 12 6 37 82
21% 12% 15% 7% 45%

Sight 8 8 14 7 80 117
7% 7% 12% 6% 68%

Hearing 1 5 8 6 31 51
2% 10% 16% 12% 61%

Locomotory 32 34 46 43 198 353
9% 10% 13% 12% 56%

Multiple disability 29 30 29 30 179 297
10% 10% 10% 10% 60%

Intellectual disability |4 11 9 5 30 59
7% 19% 15% 8% 51%

Speech 1 2 3 7 16 29
3% 7% 10% 24% 55%

Other 1 2 3 3 22 31
3% 6% 10% 10% 71%

ASD 8 11 5 8 27 59
14% 19% 8% 14% 46%

Psychosocial

disability 0 2 ! 2 7 12
0% 17% 8% 17% 58%

All Groups 104 120 135 123 661 1143

Source: Csapo et al. 2025, p. 185.
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The frequency of travels abroad was also analysed, using the question ‘How many times did
you travel abroad in 2022?°. Of all respondents answering this question (1,143 persons), 58%
did not travel abroad in 2022, 14% travelled only once, 13% travelled twice, 6% travelled
three times, and 9% of respondents declared that they had travelled more than three times
abroad in 2022. As regards the of types of disabilities of respondents, people with the
following types of disabilities typically did not travel abroad in 2022: Psychosocial
disabilities (83%), Intellectual disabilities (77%) and Multiple disabilities (63%). On the other
hand, people with temporary disability (30%), Speech (21%) and Hearing (12%) travelled
abroad the most (Table 2).

Table 2 Frequency of respondent’s travels abroad in 2022

Disability Notonce | Once Twice Three More than | Total
times three times

Temporary disability 20 4 12 1 16 53
38% 8% 23% 2% 30%

Obstacle related to age | 46 13 16 0 7 82
56% 16% 20% 0% 9%

Sight 66 18 10 12 11 117
56% 15% 9% 10% 9%

Hearing 26 10 7 2 6 51
51% 20% 14% 4% 12%

Locomotory 201 57 46 19 28 351
57% 16% 13% 5% 8%

Multiple disability 188 29 37 26 18 298
63% 10% 12% 9% 6%

Intellectual disability 46 7 1 2 4 60
77% 12% 2% 3% 7%

Speech 10 4 7 2 6 29
34% 14% 24% 7% 21%

Other 15 9 4 2 1 31
48% 29% 13% 6% 3%

ASD 35 14 6 3 1 59
59% 24% 10% 5% 2%

Psychosocial disability | 10 1 1 0 0 12
83% 8% 8% 0% 0%

All groups 663 166 147 69 98 1143

Source: Csapo et al. 2025, p. 186.

To analyse travel frequencies in a broader time horizon we asked two more questions,
concerning the numbers of travels by respondents in 2018-2021. In the sample of 1,139 who
answered this question, 6% did not travel within their country in 2018-2021, 5% travelled

only once, 6% travelled twice, 7% travelled three times and 76% of respondents declared that
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they had travelled more than three times within their country in the given period of time.
Broken down by types of disabilities, the largest group of Pwd not to travel within their own
country in 2018-2021 were those with Psychosocial disabilities, ASD, and Obstacle related to
age. As for foreign trips, of the 1,143 respondents answering, 37% did not travel abroad in
2018-2021, 14% travelled only once, 15% travelled twice, 10% travelled three times, and
24% of respondents declared that they travelled abroad more than three times between 2018
and 2021. Analysing the answers in terms of types of disabilities, it can be seen that the
biggest obstacles to disabled individuals deterring them from travelling abroad were
Intellectual disability, Obstacles related to age, Multiple disability and Psychosocial disability.
On the other hand, individuals with Temporary disability, Hearing, Locomotive and Other

impairments travelled abroad the most in 2018-2021.

The impact of accessibility improvements on accessible tourism
Besides these quantifiable issues, the questionnaire survey was also used to detect opinions of
respondents about issues concerning the situation and possible improvement of accessible
tourism in their countries, in order to find out which are the major areas that still need to be
improved for a more inclusive tourism sector. Respondents were asked to indicate their level
of agreement or disagreement with specific statements. They could mark their answers on a
rating scale from 1 to 7, where 1 meant “I do not agree at all” and 7 meant “I completely
agree”. The attitude statements were as follows:
e [f trains and buses in my country were more wheelchair accessible, more Pwd would
travel.
e Travel experiences make me happier.
e [f there was a reliable online collection of hiking trails for wheelchairs, more people
would choose to hike in nature.
e In my country, if there were hiking trails in the park forests at least near the cities,
more Pwd would go hiking.
e Tourism improves my relationships with others.
e Extreme sports and activities would be attractive to Pwd if they were given the right
safety and support.
e Tourism is an important part of my life.
e Tourism contributes significantly to my well-being.

e People are embarrassed to spend their holidays in places where Pwd are present.
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e [ like to use modern technology tools (apps, BVR, augmented reality), I also use VR
glasses during a city tour, and VR, virtual reality devices that facilitate travelling.

e | have already used online tourism services, e.g. “visited” a museum with an online
application or participated in virtual tours.

e Society in my country is becoming more and more tolerant and open to the problems
of Pwd.

e False communication about accessibility by accommodation providers and other
institutions is becoming less common in my country.

e [D’mincreasingly interested in the potential of virtual/digital tourism.

e Tourism service providers are increasingly prepared and open to serve disabled guests.

e The opportunities for accessible tourism are constantly improving in my country.

e [ own adevice that makes virtual experiences more immersive.

The distribution of replies to the various statements can be seen in Fig. 1. Although the
chart is not very easy to read, it is clearly visible that the right (darker) side of the columns
means a basic agreement and the left (light) one a basic disagreement with the given
statements. In addition to the definite agreement with the beatific nature of tourism (almost
two-thirds of respondents said tourism definitely made them happier, and half of them felt the
relationship-improving effect of travels), there is a general consensus that the improvement of
accessible infrastructure (accessibility of public transport devices, wheelchair accessible
hiking paths at least in the vicinity of major settlements) and the reliability of information on
accessible attractions and facilities would greatly improve the willingness of Pwd to travel. (If
these improvements were made, probably the agreement with the statement on the importance
of tourism in one’s life and general well-being would also be stronger, although it is mostly
positive now as well.) What seems to be surprisingly low is the acceptance of modern
technology devices that seemingly make tourism more democratic, allowing people unable or
hardly able to travel to get the same experiences as their able-bodied counterparts — it seems
that Pwd want to participate in the same real-life experiences as everybody else, and this

finding is in line with previous research on the travels habits of Pwd (Gonda & Raffay 2021).
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Figure 1 Levels of agreement by respondents with accessible tourism related issues

If trains and buses in my country were more wheelchair

accessible, more people with disabilities would travel (n=299)

My travel experiences make me happier (n=296) 6,10840

If there was a reliable online collection of hiking trails for
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In my country, if there were hiking trails in the park forests at
least near the cities, more people with disabilities would go 5,50%60%

hiking (n=293)
Tourism improves my relationships with others (n=295)

Extreme sports and activities would be attractive to people with
disabilities if they were given the right safety and support
(n=288)

Tourism is an important part of my life (n=295)

Tourism contributes significantly to my well-being (n=288)

People are embarrassed to spend their holidays in places where
people with disabilities are present (n=292)

I like to use modern technological tools (apps, AR, augmented
reality, I also used VR glasses during a city tour, and VR, virtual
reality devices that facilitate and/or enhance the travel...

I have already used online tourism services, e.g. "visited" a
museum with an online application or participated in virtual tours
(n=292)

Society in my country is becoming more and more tolerant and
open to the problems of people with disabilities (n=297)

False communication about accessibility by accommodation
providers and other institutions is becoming less common in my

country (n=288)

I'm increasingly interested in the potential of virtual/digital
electricity (n=290)

Tourism service providers are increasingly prepared and open to
serve disabled guests (n=297)

The opportunities for accessible tourism are constantly improving
in my country (n=295)

I own/design a device that makes virtual experiences more
immersive, e.g. VR glasses (n=289)

1 - strongly disagree

Source: Csapd et al., 2025
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As regards the attitude of the majority society towards Pwd, the situation is neither definitely
bad nor completely satisfying (but less than optimum of the whole): the majority of
respondents reported that in their opinions and experiences non-disabled people felt uneasy
when being together with apparently disabled people, and more than a third mentioned
intolerance and lack of openness of the majority society towards the problems faced by Pwd;
also, exactly half of the respondents said that false communication on accessibility is still
rather typical, and almost half of them had a negative opinion about the general improvement
of the opportunities for accessible tourism in their countries. The replies, on the other hand,
were also positive in a significant proportion of the cases, with several respondents reporting
on palpable improvement in the issues (see Fig. 1).

A similar question related to the attitude of majority society towards Pwd was whether
respondents had experienced discrimination when travelling and if so, what form of it. The
answers to this open question were grouped into 10 categories and frequency analysis was
carried out. The sensitive nature of the question and the sensitivity of the topic is reflected in
the unexpected result that not all respondents answered this question — only a third of them
(340 respondents, i.e. 29%). In fact, the same number of people (340) said they had not
experienced discrimination. However, the largest group were those who encountered
discrimination while travelling — 42% of respondents. Each person who reported
discrimination could describe what it was. A wealth of data was created from 489 people,
which can be analysed in many aspects. One of them is an attempt to assess whether the
discrimination had a technical or human basis, i.e., to what extent it resulted from the lack of
appropriate infrastructure, and how much from unprofessional approach to the disabled client
(on a trip, in a hotel, a restaurant) or inappropriate behaviour towards Pwd on the part of other
people travelling or using tourist services (staying in the same hotel, train, beach etc.).

The predominant form of discrimination was unfriendly, often very offensive and
degrading treatment by other people — indicated by no less than 58% of the responses, which
shows the scale of the problem, especially if compared to architectural and infrastructural
barriers, which were mentioned by 15% of people who said they experienced discrimination.
Every tenth respondent indicated refusal of service to them. These results show that
discrimination against Pwd when travelling has a very strong social basis. It is not the
architectural barriers that are the main obstacle; it is the lack of empathy among the people the
disabled persons travel with.

Respondents were also asked about their best practice experiences with two open

questions: (1) based on your experience, which country or countries should your country
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follow in the field of accessible tourism? and (2) in which countries and/or in your country, in
which tourist destinations/attractions have you seen good examples of supporting the
participation of Pwd in tourism? A surprisingly high proportion of respondents found it hard
to give examples (45% and 40% to the two questions, respectively) and did not mention any.
Of the countries mentioned as good examples, the top three were the Netherlands with 14%,
Germany with 7% and Austria with 5% of mentions. In turn, respondents noted good
examples of supporting the participation of Pwd in tourism in Austria (20%), and Poland and

Hungary (4% each).

CONCLUSIONS AND RECOMMENDATIONS

Despite being a large and increasing segment, Pwd are a relatively under-researched segment
of tourism, with most of the literature on the topic released in the recent two decades. From
the early 2000s on, the research on accessible tourism gained momentum, and now the issue
of the travels of disabled people is scrutinised from several aspects (legal and organisational
issues, technical and technological issues, experiences and motivations of Pwd, their
technological accessibility needs, market strategy studies, travel industry attitudes etc.). Most
of the studies, however, are qualitative in nature, given the relatively difficult accessibility of
the target group.

In the framework of an international cooperation, a quantitative recent survey made with
more 1,100 respondents, all Pwd, in four Central-Eastern European countries (Croatia,
Hungary, Poland and Romania) was carried out in 2023-2024 to reveal the travel habits of
Pwd and identify the main obstacles that prevent them from travelling.

The overwhelming majority, 85% of the respondents to the questionnaire are active
travellers, both within their countries and abroad, although the frequency of domestic travels
is much higher than that of the trips made abroad. Those segments that seems to be most
excluded from the joy of travel are those with multiple disability, old-age and having
psychosocial disability, whereas almost all of those who have speech impairment travel. The
majority of respondents travel with companion: most of them with their family or with friends
and relatives, the least typical is their travelling on their own. This is a clear indication of the
economic significance of this segment in tourism: allowing one person with disabilities to
travel typically means another person(s) involved in tourism.

Pwd are much less keen on specific programmes designed for them than it is often thought:

their feeling of independence and dignity is reinforced by their ability to participate in any
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travel designed for all (underlining the importance of the application of the principles of
universal design). Respondents also like travelling with integrational programmes, and their
least favoured means of travels is participation in programmes specifically designed for Pwd.
There are differences of course, when the form of disability is taken into consideration. In
programmes designed specifically for Pwd, respondents with intellectual disability and with
multiple disabilities would be most willing to participate (39% and 21%, respectively), the
least willing, on the other hand, are those with temporary disability (42%) and with obstacles
related to age (38%). Integrational programmes (designed for both disabled and non-disabled
travellers) would be most willingly chosen by respondents with multiple disability and
intellectual disability. As regards the main travels motivations, they are similar to those of the
able-bodied society, visiting relatives and friends, nature trip and participation in culture-
related programmes being the main purposes of their trips.

A central part of the survey was to detect the factors that keep Pwd from travelling. In line
with previous findings of similar survey (e.g. PeerAcT, see Gonda & Raffay 2021), it is
transportation, especially public transportation that poses the biggest challenge, but the access
to tourism attractions is far from being satisfactory, as well. The situation seems to be the best
in case of catering facilities. A serious issue is the lack of reliable information on real
accessibility faced by Pwd: it is only one-fifth of all respondents who did not encounter
difficulties in this matter, while the same proportion of them very often encountered
difficulties related to information.

In addition to looking at their travel habits, an equally important part of the research was to
find out what needs to be done to make the tourism industry more inclusive, by breaking
down the barriers to the travels of Pwd. For this, respondents were asked to express their
opinions concerning seventeen statements regarding the actual conditions and the
development possibilities of accessible tourism in their countries, ranging from their personal
feelings about travels through infrastructure developments allowing their travels to the
attitude of the majority society towards them.

There seems to be a definite agreement on the beatific nature of tourism, the fact that
tourism makes people happy and is an integral party of their lives. Respondents also agreed
that improvement of accessible infrastructure (accessibility of public transport devices,
wheelchair accessible hiking paths at least in the vicinity of major settlements) and the
reliability of information on accessible attractions and facilities would significantly improve
the willingness of Pwd to travel. The acceptance of modern technology devices, seemingly

more important for Pwd than for their able-bodied peers, is very low, another reinforcement
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of the fact that Pwd want to participate in the same real-life experiences as everybody else,
and this finding is in line with previous research on the travel habits of Pwd. What is a
definite problem, though, is the attitude of the majority society (and also the tourism industry)
towards people in need of assistance: although the situation is not definitely bad, the majority
of respondents reported that in their opinions and experiences the non-disabled had prejudices
about and bad attitudes towards apparently disabled people, with more than a third of them
reporting on the intolerance and lack of openness of the majority society towards the
problems faced by Pwd; also, half of all encountered false communication on accessibility,
and almost half of them had a negative opinion about the general improvement of the
opportunities for accessible tourism in their countries. The replies, on the other hand, were
also positive in several cases, with several respondents reporting on palpable improvement in
the issues.

A similar question related to the attitude of majority society towards Pwd was the very
existence and the form of discrimination experienced by the disabled respondents during their
travels. Most respondents, unfortunately, did experience discrimination, in the most diverse
forms. The predominant form of discrimination was unfriendly, offensive and degrading
treatment by other people — indicated by more than half of the respondents, which shows the
scale of the problem, especially if compared to architectural and infrastructural barriers,
which were mentioned only by 15% of people who said they experienced discrimination.
Every tenth respondent indicated refusal of service to them. These results show that
discrimination against Pwd when travelling has a very strong social basis. It might be an
exaggeration to talk about an ableist attitude of societies, but much remains to be done in the
field of sensitisation of both industry service providers and the fellow travellers. It is not the
architectural barriers that are the main obstacle; it is the lack of empathy among the people the
disabled persons travel with.

The findings of the study may also be thought-provoking and inspiring for the practical
side, i.e. tourism service providers and decision-makers. Several service providers
(accommodation and catering facility owners, attraction managers, etc.) are often either
unaware of the necessities of disabled travellers or, even if they, are reluctant to make
alterations and investments, in the false belief that serving the market of Pwd is not a good
investment where money may never return and also that accessibility improvements are often
technically difficult or impossible to implement. There are many improvements, however, that
are more of a matter of attitude than of capital; also, most capital investments in accessibility

return within a reasonable timescale, due to the significant market demand by people with
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disabilities — another factor that practical experts may not necessarily know. Last but not least,
higher education institutions may find the study findings useful, helping them integrate the
issue of accessible tourism into their training curricula, founding this way the supply of future
experts who are not only sensitive towards the neds of disabled travellers but are also
knowledgeable in the issue.

There are limitations of this survey, of course. The findings are from a specific region,
Central-Eastern Europe, with a peculiar historical development path, and the findings valid in
this macro-region may not necessarily correspond to findings in e.g. Western Europe,
although the combined population of the four countries amounted to 100.713 million in 2022,
the year preceding the start of the project, representing 69.8% of the total population of the
macro-region and 21.6% of the population of the European Union as a whole
(ec.europa.eu/eurostat), and the findings are similar to those made in a previous survey
(PeerAcT, see Gonda & Raffay 2021) where Western European countries were also present.
Also, the survey is one-off examination, a longitudinal survey detecting the changes in the
situation of Pwd and the attitudes of tourism service providers and the majority societies
towards them would be very important. Furthermore, more research is needed on the existing
good practices and the impacts of the already existing initiatives designed to improve the
situation of Pwd (e.g. the application of universal design at tourism attractions and service
facilities, campaigns for the sensitisation of the employees and staff, as well as the majority

societies).

SUMMARY

Despite all efforts made in the recent decades, people living with disabilities are still a market
segments whose needs are not fully satisfied in tourism, due to different problems (lack of
information or misunderstandings of their needs by decision-makers and service providers in
tourism, architectural and design problems at some attractions and venues, inadequate
attitudes of the staff at some tourism facilities etc.). The total of the tourism supply chain must
be made accessible for a large proportion of people who live with disabilities. There is much
to be done in this respect, as most of the Pwd still find difficulty in travelling, access to the
tourism attractions, and suffer from the discrimination of the fellow travellers, tourism service
providers and the majority society as a whole. On the technical side of improvements, it is
especially transportation, within that public transportation that must be made more inclusive,

and a better access to attractions must be achieved (using the principles of universal design —
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what is good for Pwd is good for everyone), whereas on the “soft solutions” side it is the
attitude of service providers and the non-disabled society that must be altered. The findings
from a survey questioning 1,175 disabled persons from four Central-Eastern European

countries are a contribution to this effort.
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Abstract

Tourism is not only an economic factor, but also has social and environmental impacts. In the case of
Transcarpathia, it is especially important that tourists not only appear as transiters, but also leave the
region enriched with real experiences.

The EU offers several development programs targeting different regions and sectors, so the development
of tourism in Transcarpathia can also benefit from EU funding.

A key role in increasing the region's tourist attractiveness is the renewal of marketing and sales strategies.

One of the most important aspects of EU projects is innovation, especially the integration of digital
technologies into tourism. In addition to the use of digital technology, EU projects are also moving
Transcarpathia towards sustainable tourism.

The innovative impact of EU projects on tourism in Zakarpattia is extremely positive. Sustainable
tourism, infrastructure development, the use of digital technologies and the involvement of local
communities all contribute to making the area increasingly attractive to tourists.

Keywords: Transcarpathian tourism, EU development programmes, innovation, sustainability, regional
development

BEVEZETES

Karpatalja, a Karpatok festdi tajain elhelyezkedd régio, mely gazdag kulturdlis 6rokséggel,
lenyligdz6 természeti szépségekkel és sokszinii néprajzi hagyomanyokkal biiszkélkedhet. A
térség turizmusanak fejlesztése kiemelt fontossagu, hiszen a helyi gazdasdg megerdsitése €s a
kozosségek fenntarthatd fejlddése szoros Osszefiiggésben 4ll a latogatok szamanak
novekedésével. Az Eurdpai Unid altal tdmogatott projektek ebben a folyamatban jelentOs
szerepet jatszanak, hiszen céljaik kozott szerepel a régid vonzerejének ndvelése, a helyi
infrastruktura fejlesztése ¢és a fenntarthat6 turizmus elésegitése.

A turizmus nem csupdn gazdasagi tényezd, hanem tarsadalmi és kdrnyezeti hatasokkal is
bir. Karpatalja esetében kiilondsen fontos, hogy a turistdk ne csak atutazoként jelenjenek meg,

hanem valddi élményekkel gazdagodva tavozzanak a térségbdl. Az EU-s projektek révén
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megvalosuld innovaciok képesek uj, vonzd programokat, szolgaltatasokat és élményeket
teremteni, amelyek segitik a helyi kozosségek fejlodését, mikozben megorzik a kulturdlis
orokséget és a természeti értékeket.

A régi6 turisztikai vonzerejének novelésében kulcsszerepet jatszik a marketing és az
értékesitési stratégidk megujitasa. Az EU altal finanszirozott projektek lehetdséget adnak arra,
hogy a helyi vaéllalkozdsok és turisztikai szolgaltatok egyiittmiikddjenek, tapasztalatokat
cseréljenek, valamint uj modszereket és eszkdzoket sajatitsanak el. Az innovacios lehetdségek
kiaknazasa érdekében fontos, hogy a helyi kozdsségek, a turisztikai szakemberek ¢és az
onkormanyzatok szorosabb kapcsolatban dolgozzanak egyiitt, hiszen ez a siker kulcsa.
(Kengyel, 2008)

A digitélis technoldgia térnyerése szintén jelentds hatassal van a turizmusra. Az EU-s
projektek keretében a digitalis platformok ¢és alkalmazasok fejlesztése lehetové teszi, hogy a
turistak konnyebben tdjékozddjanak a helyi latnivalokrol, programokrdl és szolgaltatasokrol.
Ezen eszkdzok révén a latogatok jobban megismerhetik a térség kulturdlis és természeti
értékeit, valamint élményeiket megoszthatjdk masokkal, igy fokozva Kérpatalja hirnevét és
vonzerejét. (Fejes, 2023)

Egy maésik fontos szempont a fenntarthatésag. A helyi kozosségek szamara
elengedhetetlen, hogy a turizmus fejlédése ne jarjon a kdrnyezeti eréforrasok kimeriilésével
vagy a kulturalis értékek leépiilésével. (Lengyel, 2010) Az EU-s projektek keretében
megvalosuld kornyezetbarat kezdeményezések ¢és fenntarthatd turizmusra vonatkozo
iranyelvek hozzajarulnak ahhoz, hogy a turizmus a jovében is pozitiv hatdssal legyen a
térségre. A helyi termékek és szolgaltatasok népszeriisitése, a természetvédelmi teriiletek
fenntartasa és a kozlekedési lehetdségek fejlesztése mind olyan lépések, amelyek eldsegitik
Karpatalja hosszu tava fenntarthatosagat.

Kéarpatalja turizmusdnak jovdje szorosan Osszefonodik az EU-s projektek altal nyujtott
innovativ megoldasokkal. A helyi kozosségek, a turisztikai szolgaltatok és az
onkormanyzatok egyiittmiikodésével a térség képes lehet arra, hogy nemcsak a latogatok
szamara vonzo uti célld valjon, hanem a helyi lakossag ¢letmindségét is javitsa. A kovetkezo
fejezetekben részletesen bemutatjuk azokat a konkrét projekteket és kezdeményezéseket,
amelyek mar most is érezhet6 hatassal vannak Kéarpatalja turisztikai vonzerejére.

A tanulmany célja, hogy bemutassa milyen hatassal vannak a hatdrokon atnyulo
nemzetk6zi projektek Karpatalja gazdasagara, s ezen belill is a pozitiv hatasaikat a turizmusra,

mely szoros kapcsolatban van a teriiletfejlesztéssel.
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A tanulmany elkészitéséhez elsdsorban szekunder kutatasi modszert alkalmaztam, felkutatva
¢és elemezve a lehetd legtobb szakirodalmat és adatbazist. A primer kutatdsi modszer alapjaul
egy kérddives felmérés szolgalt, mely a nemzetkdzi projektekben részt vevo karpataljai allami
és civil szervezetek (13 szervezet nyilatkozott) képviseldi korében zajlott. A kérddivek altal
gyljtott valaszok segitenek részletesebb képet kapni arr6l, milyen kihivasokkal kellett
szembenézniiikk ezeknek a turisztikai szereploknek az utoébbi iddszakban, és hogyan
alkalmazkodtak szinte naponta a valtozdsokhoz, mikdzben egy globalis méretli negativ
esemény (Covid—19) sujtotta dket, majd ezt kovetden két lokalis geopolitikai esemény (2014-
es Donyecki és Luhanszki események, majd a 2022-es orosz-ukran habora kitorése)
rémalomszerii hatdsai alé kertiltek.

1. Az Egan Ede Karpataljai Gazdasagfejlesztési Kozpont Joétékonysagi

Alapitvany palyazatai

2016-ban irta ki elészor palyazatait lebonyolitoként az Egan Ede Karpataljai
Gazdasagfejlesztési Kozpont Jotékonysagi Alapitvany (https://eganede.com/?q=node/17),

melyet kdvetden még 2017-ben, illetve 2019-ben is volt lehetdségiik a karpataljai magyar
gazdasagi szereploknek fejlesztési forrasokra palyazni. A palyazatokat az Egan Ede-tervben
lefektetett iranyvonalak (4gazati kitdrési pontok) mentén 3 teriileten hirdett¢ék meg: a
vallalkozasfejlesztés, a mezdgazdasag, illetve a turizmus teriiletén. Kivételt csak a 2017-es év
jelent, amikor turisztikai palydzatot nem irtak ki. (https://eganede.com/?q=palyazati-

felhivasok&l=hu)

Jogosultsagi feltételként szabtdk meg, hogy csak a mar hivatalosan bejegyzett vagy a —
tamogatdsi szerzOdés megkotéséig — bejegyzést vallalo gazdasagi szereplok (egyéni
vallalkozok vagy kkv-k) nyujthatnak be palyazatot. Ez a kovetelmény eldsegitette az Egan
Ede-terv azon céljainak teljesitését, melyek a (hivatalos) karpataljai magyar gazdasagi
kozosség megteremtésére ¢és megerdsitésére, a vallalkozéva valds Osztdonzésére, és
értelemszertien a magyar érdekeltségli vallalkozasok szdmanak nodvelésére iranyultak. Ez
egyrészt jelentds bevételeket generalt az ukran kozponti koltségvetés részére, masrészt pedig
a magyar vallalkozok korében kivant meg alkalmazkodast az 1j helyzethez. A vallalkozasi
tevékenység tartés miikddése érdekében a palyazoknak egy hosszabb (jellemzden 5 éves)
fenntartasi iddszakot, illetve elidegenitési tilalmat kellett vallalniuk a palyazat targyara. Ez a
visszaélések lehetdségének minimalizalasa mellett az otthonmaradas 0sztonzését is szolgalta.
A palyazok projektjeik teljes koltségének 80%-ara kaphattak maximum tdmogatast, azaz
legalabb 20%-o0s oOnrészt kellett vallalniuk. Ezt a kovetelményt ugyanakkor 2017-t6l a

nagycsaladdos palydzok vonatkozasaban 10%-ra csokkentették. Az értékelési szempontoknal

110



Kampo, 1.

ugyanakkor — aranyosan — eldnyben részesitették azokat a palydzatokat, melyeknél a
meghatarozott minimumnal nagyobb hanyadban hasznaltak fel sajat pénziigyi eréforrast. A
kiiras feltételként szabta meg, hogy a beszerzendd — szigortan 01 — termék forgalmazodjanak
magyarorszagi vagy ukrajnai bejegyzésti cégnek kellett lennie. Ez kozvetlen vagy kozvetett
modon (pl. magyarorszagi termékek ukrajnai piacon vald megjelenése, vagy a palyazat
keretében Magyarorszdgon megvasarolt eszk6zok altal ukrajnai fogyasztok ellatasa) segitette
az Egan Ede-terv stratégiai céljai kozott felallitott hid szerep betoltését a magyarorszagi és
ukrajnai gazdasagi szereplok kozott. A magyar €és az ukran vallalkozdi réteg erdsitését,
kozvetett tamogatasat szolgalta az a palyazatértékelési szempont is, mely elényben
részesitette a magyar vagy ukran gyartmanyu termékek beszerzését a palyazat soran.

Az els6, 2016-os kiiras soran a turizmus teriiletén a magasabb megpalyazhaté tdmogatasi
0sszeg (maximum 4,5 millid6 Ft) és az infrastrukturélis fejlesztés lehetdsége volt vonzo a
palyazok szamara, igy a beruhdzasi alkategoria (a benyujtott palydzatok tobb mint 70%-a)
volt a népszerlibb az eszkdzbeszerzéssel szemben. Turisztikai fejlesztési céllal a kategoridra
jutd Osszes tamogatds tobb mint haromnegyede (6sszesen tobb mint 336 millié Ft) a
Beregszaszban és a Beregszadszi jarasban tevékenykedd magyar vallalkozok szamara lett
odaitélve 114 sikeres palyazat keretében. (Egan Ede, 2023a)

Az el6z6 évhez képest 2017-ben turizmus kategoriaban nem irtak ki palyazatot.

Az eddigi legutolso, 2019-es palyazati korbe ismét visszakeriilt a turizmus. A 3 év
kihagyas utan ujra meghirdetett turisztikai kategoriaban — a 2016-os palyazati ciklus negativ
tapasztalatai utan — leszlikitették a palyazok korét azon vallalkozokra vagy vallalkozasokra,
amelyek szallashelyei rendelkeztek a Karpataljai Magyar Turisztikai Tandcs altal kiadott
,»falusi vendéghaz” mindsitéssel. A legmagasabb tdmogatési 0sszeget (5 millié Ft) ebben az
évben az e vendéghazakon eszk6zolni kivant beruhazasokra lehetett igényelni. Az el6zo,
rendkiviil sikeres 2017-es palyazati kiirasok utan 2019-ben jelentdsen, (mintegy harmadaval)
visszaesett az ¢érdeklddés és a benyujtott palyazatok szama. A visszaesés egyik oka
értelemszerlien a karpataljai magyarsadg korében a gazdalkodasi tevékenységek kozott kisebb
részesedéssel biro turisztikai szektor palyazati kategoriainak — a masik két teriilethez mérten —

alacsonyabb szdmaiban keresendd. (Egan Ede, 2023b)
2. Interreges palyazatok

Az Interreg program az Eurdpai Unid regiondlis fejlesztési politikdjanak egyik fontos pillére,

amely a hatarokon atnyulo6 egyiittmiikddést €s a regionalis integraciot hivatott eldsegiteni. Az
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Interreg program kiilonboz6 szakaszai az EU bdoviilésével €s a regionalis politikai célok
fejlédésével parhuzamosan alakultak.

A Roémai Szerzédésben (1957) is megfogalmazott, de a gyakorlatban igazdn a 70-es
¢vektdl fontossd valo regiondlis politika ,,...a gazdasagi tevékenységek befolyasolasa és a
régiok kozotti tarsadalmi gazdasagi kiilonbségek mérséklése érdekében torténd beavatkozas”
(Kengyel, 2008: 57. old.). Az 1986-ban alairt Egységes Europai Okméanyban a gazdasagi és
tarsadalmi kohézio céljanak az egyes régiok kozotti egyenldtlenségek csokkentését és a
leghatranyosabb helyzetben 1évok felzarkoztatasat tekintik. A Lisszaboni Szerzddésben a
mely a teriileti fejlédés kiegyenstlyozottabba és fenntarthatobba tételét allitja a kdzéppontba.
(Fejes Norbert, 2023)

Azt kovetden tehat, hogy az Egységes Europai Okmanyban eldszor megfogalmazodott a
gazdasagi ¢€s tarsadalmi kohézio sziikségessége az atfogd, harmonikus fejlodés elémozditasa
érdekében, 1989-ben elindult a kohézidés politika elsd négyéves (1989-1993) tervezési
iddszaka, mely el6szor kezelte integraltan az egyes strukturalis alapokat.

Az egyik ilyen kozosségi kezdeményezés az INTERREG volt, melynek iranyelveit a
Bizottsag 1990 marciusdban fektette le. Az egységes piac kiladtasba helyezésével az
INTERREG célja az volt, hogy a Kozdsségen beliili hatarrégiok kozotti egyiittmitkddést
erdsitse, valamint segitse a kiilsé hatarain 1év0 teriileteket a tavoli elhelyezkedésiikbdl adodod
problémak lekiizdésében (EUR-Lex, 1990.11.15., COM (90) 516, 47. o., 54. 0.).

A Bizottsdg 1990. julius 25-1 tilésén aztan dontés sziiletett az INTERREG kozdsségi
kezdeményezés létrehozasarol, melynek iranyelveit és fejlesztési céljait a C (90) 1562/3
szamu Kozleményben fogalmaztak meg a tagéllamok részére:

- a Kozosség kiilsé és belsé hatar menti teriileteinek a tamogatdsa a viszonylagos
izolaltsagukbol adodo fejlédési problémak lekiizdésére, a helyi lakossag érdekeit szem el6tt
tartva €s a kornyezetvédelemmel 6sszeegyeztethetd modon,;

- a KoOzosség belsé hatarain ativeld egylittmiikddési haldzatok 1étrehozasanak ¢és
fejlesztésének a tdimogatasa;

- a kiils6 hatarok menti teriiletek alkalmazkodasanak elésegitése azon 1j szerepiikhdz, hogy az
egységes integralt piac hatarteriileteivé valtak;

- a harmadik orszagokkal folytatott egyiittmiikodés uj lehetdségeire vald reagalds a K6zosség
kiils6 hatar menti teriiletein.

Az Interreg programnak harom f6 aga 1étezik:

e Interreg A (hataron atnyulo6 egylittmiikodeés),
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e Interreg B (térségi egyiittmiikodés) és

e Interreg C (nemzeti és regionalis egyiittmikodés).
Az A tipusu projektek a szomszédos orszagok hatdrmenti teriiletein valosulnak meg, és céljuk
a kozos problémak megoldasa, mig a B tipust projektek a nagyobb foldrajzi teriileteket
célozzak meg. A C tipusu projektek a nemzeti és regiondlis hatarokon ativeld egyiittmiikodést
segitik eld, tAmogatva a tapasztalatcserét és a legjobb gyakorlatok megosztasat.

A Bizottsag 1994 juniusaban hozta létre hivatalosan az 10j fejlesztési idOszakra az
INTERREG II-t. A kezdeményezésnek két kiilonallo agat hataroztak meg: a hataron atnyulo
egyiittmiikddést, valamint az energiahaldzatok kiépitését (EUR-Lex, 01.07.94, 94/C 180/13).

Az INTERREG III célja tovabbra is az volt, hogy a nemzeti hatarok ne akadalyozzak az
programja harom szalon futott: hataron atnyul6 (A), transznacionalis (B) €s interregionalis (C)
egylittmiikodések. A tagallamok és a harmadik orszagok hatarteriiletei kozotti fellépés is
kozéppontba keriilt, igy jelentds figyelmet kivantak forditani a Kozdsség kiilsé hataraira
(kiilondsen a bovités perspektivajat szem elott tartva) (EUR-Lex, 2000.04.28., 2000/C
143/08).

Az Eurdpai Teriileti Egyiittmiitkddés INTERREG V név alatt 2014-2020 kozott is az EU
kohézios politikdjanak egyik fontos célkitlizése maradt, melynek ERFA altali timogatasat az
Eurdpai Parlament és a Tanacs 1299/2013/EU szamu Rendelete foglalta keretbe. Rogzitette,
hogy az EU harmonikus fejlodése érdekében tdmogatni kell a hatarokon atnyald, a
transznacionalis és az interregionalis egylittmikodést. A hatarokon atnyuld egyliittmikodési
programok keretében a hatar menti régiokban azonositott kozos kihivasok lekiizdését, a még
feltaratlan novekedési lehetéségek kiaknazasat és a koztik 1évo egyiittmiikodés erdsitését
tlizték ki célul.

A nemrégiben zarult 2014-2020-as ¢és a jelenleg futdo 2021-2027-es fejlesztési idészakban
Ukrajnat érintd 6t Interreg Programbol (a Fekete-tengeri, a HUSKROUA, a PLBYUA ¢s a
ROUA Hatiron Atnyulé Egyiittmiikodési Programok, valamint a Duna Transznacionalis
Program) Karpatalja négyben — egyediil a Fekete-tengeri programban nem — képezte, illetve
képezi a programteriilet részét. Ennél ugyanakkor mar joval korabban élhetett Ukrajna és vele
egyiitt Karpatalja is az EU altal biztositott forrasok lehetéségével. Az Eurdpai Unid 2004-es
bovitésével ugyanis Ukrajna nyugati szomszédjai — Lengyelorszag, Szlovédkia ¢és
Magyarorszag — a kozosség tagjaiva valtak, mely a legnyugatibb ukrajnai tertiletek (megy¢k),
¢s igy Karpatalja elott is megteremtette a lehetdséget az Interreg programokban valo

részvételre mar a 2000-2006 kozotti fejlesztési ciklusban. Ukrajna és vele egylitt Karpatalja —
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a szomszédos orszagok (Magyarorszdg, Szlovakia, Lengyelorszag) 2004-es unids
tagfelvételét kovetden — mar a 2000-2006 kozotti fejlesztési ciklusban is részesiilhetett az
INTERREG III azon szegmensébdl, mely a szomszédos hatarrégiok nemzetkozi
egyittmikodése révén kivanta eldsegiteni a regionalis integracidt és fejlodést. A hataron
atnyulo egyiittmiikodési programok koziil ugyanis Karpatalja a Magyarorszag-Szlovakia-
Ukrajna (HUSKUA), illetve a Lengyelorszag-Ukrajna-Belarusz (PLUABY) Szomszédsagi
Programokban is érintett volt.

A HUSKUA Szomszédsagi Program — melynek teriilete magénban foglalta Magyarorszag
mind a hét északi megyéjét, Budapestet, Szlovakia deli keriileteit, valamint Ukrajnabol
egyediiliként Karpataljat — az lizleti szolgaltatd szféra fejlesztését, a kkv-k tdmogatasat, a
kapcsolatépitést, a kdzos tervezést, a hatdr menti vidékfejlesztést, valamint a kornyezet- és
természetvédelmi egylittmikodést, illetve a térség kisléptékii kozlekedési infrastruktiurajanak
fejlesztését helyezte eldtérbe (VATI, 2004-2006).

A PLUABY Szomszédsagi Programra is egy rovidebb, nem teljes fejlesztési ciklus jutott
2004-2006 kozott. Ebbol kovetkezden a koltségvetési keret is jelentdsen kisebb volt (58,4
millié eurd), mint a kovetkezd két teljes programozasi idészak soran rendelkezésre bocsatott
(203,6 millio eur6 2007-2013 kozott, illetve 201,4 millio eurd 2014-2020 kozott). Az
iddszakok finanszirozasi kozotti 1ényeges kiilonbség még, hogy az elsd, rovid ciklusban az
EU a koltségek 80%-at, mig a kdvetkezd két programozasi idészak soran a kiadasok 90%-at
biztositotta. 2 prioritast fogalmaztak meg: 1) a hatdr menti régidok versenyképességének
novelését a hataron atnylo infrastruktira korszertisitésével €s fejlesztésével; 2) a human toke
¢s a hataron atnyul6 egyiittmiikodés intézményi formainak fejlesztését és az EU hatdrain a
biztonsag javitasat.

A 2007-2013 kozétti elso teljes fejlesztési ciklusban is — az el6z6 1d6szakhoz hasonléan —
két, a hatar menti teriiletek egyiittmiikodését timogatd program érintette Karpatalja teriiletét.
kapcsolodo régiokat (megyéket) emeltek be Belaruszbol és Ukrajnabol. A HUSKUA Program
— amely az el6zé ciklusban inkabb tlint a kés6bbi magyar-szlovak Interreg Program
elézményének — teriilete ugyanakkor 1ényegesen atalakult: a magyarorszagi, illetve szlovakiai
teriiletek szamat jelentés mértékben redukaltak, Ukrajnabol tovabbi megyéket kapcsoltak be,
valamint romaniai régiok is a programteriilet részévé valtak.

Az immar ,négyhatarrégios” HUSKROUA programban — a PLUABY programhoz
hasonléan — megkiilonboztettek egymastdl jogosult teriileteket, valamint szomszédos

teriileteket teljes részvétellel, illetve korlatozott részvétellel. A mindsités pedig a projektekben
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valo jogosultsagokat is meghatdrozta. A teljes részvétellel bird szomszédos teriiletek
szervezetei mindenféle korlatozas nélkiil részt vehettek a programban, a korlatozott részvételi
teriiletek szdmara ugyanakkor bizonyos korlatozasokat hatdrozott meg a Kozos
Munkacsoport. A négyhatarrégios program Ko6zds Operativ Programdokumentuma egy-egy
projekt partnerségének Osszeallitasa kapcsan is felallitott egy fontos kitételt. Az ENPI CBC
Végrehajtasi Rendelet 40. cikkének 1. pontja alapjan ugyanis kimondta, hogy minden projekt
esetében kotelezo legaldbb egy ukrajnai és legalabb egy tagallami szervezetnek a részvétele
(HUSKROUA CBC 2007-2013 KOP, 9-11. 0.).

A 2014-2021 kozotti Interreg idoszak célkitiizései kozott szerepelt a gazdasagi ndvekedés
elésegitése, a kornyezeti fenntarthatosag biztositdsa, valamint a szocidlis befogadas és a
tarsadalmi innovacid 0sztonzése. A projektek tdmogatjdk a regionalis innovaciot, a digitalis
atallast, valamint a munkahelyteremtést. A prioritasok kozé tartozott a kozlekedési
infrastruktira fejlesztése, a turizmus népszeriisitése, a kulturalis O6rokség védelme és a
fenntarthato fejlédés biztositasa.

A 2014-2020-as unids fejlesztési programiddszakban Karpatalja — a négyhatarrégios és a
PLBYUA Program mellett — egy 0jabb, a Romania-Ukrajna (ROUA) Program része lett.

A HUSKROUA Program teriilete az el6z6 idészakhoz képest érdemben nem valtozott:
tovabbra is a korabbi hét megye alkotta az alaptérséget, melyhez harom régio teljes vagy
korlatozott részvételi joggal rendelkezd szomszédos térségként csatlakozott. A korlatozott
részvételi joggal rendelkezd térségek csak magyarorszagi vagy szlovakiai partnerekkel
kozdsen vehettek részt projektekben.

A PLBYUA Program teriilete csupan az alap- és szomszédos térségek Osszetételében,
hatarvonalaiban valtozott minimalisan (JTS of the PLBYUA CBC Programme, 2014-2023, 7-
13. 0.). Az eltér6 besorolasu teriiletek jogosultsdgai k6zott ugyanakkor mar nem volt érdemi
kiilonbség, mindkét tipust teriilet intézményei egyenld feltételekkel vehettek részt a
Programban.

Karpatalja szamara tehat a leglényegesebb valtozast — az el6z6 fejlesztési ciklushoz képest
— a ROUA Programban val6 részvétel jelentette a 2014-2020-as idészakban. A ROUA
Program teriilete 0sszesen 9 alaptérségbdl, és — a négyhatarrégids programhoz hasonloan — a

legjelentdsebb tarsadalmi, gazdasagi és kulturalis kozpontokbdl (két fovaros) tevodott dssze.

HUSKUA Szomszédsagi Program 2004-2006
A projektek tulnyomo tobbsége magyar-szlovak egylittmiikodésben valdsult meg, illetve a két

unioés tagorszag teriiletét érintette, amit mar a programteriilet is elOrevetitett. Ez alapjan a
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Program inkabb tinik a késébbi Magyarorszag-Szlovakia (HUSK) Hataron Atnytlo
Egytittmiikddési Program elézményének, mint a négyhatarrégios HUSKROUA Programénak.
(JTS of the HUSKUA Programme, 2004-2006)

A karpataljai szervezetek csupan kevés projektben voltak kdzvetleniil tdimogatottak, hiszen
csupan 4 projekt esetében rendel a dokumentum koltségvetési tételt egy-egy karpataljai
székhelyli szervezet mellé Osszesen mintegy 51,5 millio forint és kb. 550 ezer eurd értékben.
E 4 projekt koziil kettd kornyezetvédelmi tematikaja (megujuld energia, illetve arvizvédelem
¢s vizgazdalkodas) tanulmany, illetve terv elkészitésére, 1-1 projekt pedig egészségligyi,
illetve turisztikai fejlesztésre (turisztikai informacids kézpont Iétrehozasa) iranyult. Ezen tal
még 17 olyan projekt valdsulhatott meg, amelyben valamilyen formaban — kozvetleniil (a
projektvégrehajtasban szerepet vallalt karpataljai szervezet) vagy kozvetve (pl. karpataljai
szereploket hivtak meg egy-egy képzésre vagy mas tipusi rendezvényre; egyes
kornyezetvédelmi, tervezési vagy infrastrukturalis projektek Karpatalja teriiletét is érintették)
— Karpatalja is bevonasra keriilhetett. A karpataljai szervezetek zome ungvari székhellyel
rendelkezett, de akadt — helyi magyar kotédésii — munkécsi és beregszaszi résztvevoje is a
projekteknek. A karpataljai érintettségli projektek kozott volt kornyezetvédelmi, turisztikai,
vallalkozasi €és gazdasagi egyiittmiikodési, oktatasi, illetve infrastruktura-fejlesztési targya
projekt is (VATI, 2004-2006).

A karpataljai szereplok szamdara az unids programozas ¢s fejlesztéspolitika ekkor még egy

1j, addig nem tapasztalt terep volt.

A PLUABY Szomszédsagi Program

A program induldsanak 15. évforduldjara megjelentetett kiadvany szerint a 2004-2006 kozotti
id6szakban Osszesen 167 projekt valosult meg. A két EU-n kiviili orszag koziil az ukrajnai
szervezetek bizonyultak motivaltabbaknak a programban valo részvételre, ugyanis a nyugat-
ukrajnai intézmények a projektek 68%-anak megvaldsitasaban vallaltak szerepet, szemben a
belorusz intézmények alacsony részvételi mutatdjaval (a projektek 26%-a). Karpatalja 2
vezetd kedvezményezettet biztositott a program megvaldsitasa soran. Megjegyzendd, hogy a
leggyakrabban korményzati, illetve Onkormanyzati testiiletek jelentkeztek tdmogatasért,
illetve projektmegvaldsitdsért mindharom orszagbol. Népszerti teriilet volt a kulturdlis
orokség megdrzése (25 projekt), valamint a kozlekedési infrastruktira fejlesztés is (28

projekt) (JTS of the PLBYUA CBC Programme: 2014-2020).
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1. abra: PLUABY CBC teriileti megoszlasa
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Forras: Forras: JTS of the PLBYUA CBC Programme: 2014-2020 — sajat szerkesztés

A fenti kiadvany nem kozol részletesebb informéciokat az egyes szervezetekre jutd
koltségkeretekrol, ezért nagyon nehéz barmilyen pontos megallapitast, illetve kovetkeztetést
levonni a program ¢s Karpatalja vonatkozasaban.

A PLBYUA Program keretében 2007-2013 kozott 6sszesen 117 projekt valdsult meg. A
projektek mintegy 40%-a a hataron atnyuld egyiittmiikodés regiondlis és helyi lehetdségeinek
fejlesztését Osztonozte. A leggyakoribb partnerség a kétoldalu ukran-lengyel relacié volt (74
projekt, az dsszes projekt tobb mint 60%-a). Haromoldala (ukran-lengyel-belorusz) partnerség
csupan 14 projektben jott 1étre. Minddssze 1 projektben volt karpataljai partner vezetd
kedvezményezett (JTS of the PLBYUA CBC Programme: 2014-2020). Ez egy fejlesztési
igynokség volt Nagyszolosrol, a projekt célkitlizése pedig az intézmények nemzetkdzi
egyittmikodése €s az egészségiigyi szolgaltatdsok fejlesztése volt. Tovabbi 6 masik
projektben vett részt még 8 karpataljai szervezet projektpartnerként. A fentiek alapjan
megallapithatd, hogy a lengyel-belorusz-ukran egyiittmiitkddésben megvaldsuldé program a
2007-2013 kozotti idészakban sem generalhatott szamottevd fejlodést Karpataljan a csekély
szamu projektben valo részvétel és az ezaltal a megyébe érkezd alacsony tamogatasi Gsszeg
miatt.

A 2014-2020-as adatok pontatlan ¢és eltérd, gyakran hidnyos fellelhetésége miatt
feltételezhetéen 158 projekt valdsulhatott meg/all megvaldsitas alatt a Program keretében.

Ebbdl 16 érintette valamilyen forméban Karpataljat.
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ROUA Szomszédsagi Program
A 2014-2020 kozott futd roman-ukran (ROUA) program esetében sem Karpatalja volt a 6

céltertilet.

2. abra: RO-UA CBC teriileti megoszlasa
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Forras: JTS of the ROUA CBC Programme: 2014-2020 — sajat szerkesztés

A kevés szamu ,,hard” és ,,soft” tipusu projekt mellett ugyanis nagy infrastrukturalis projekt
nem ¢érintette a régiot. A négy karpataljai vezetésii projektben harom esetben ungvari, egy
esetben rahoi intézmény volt a f6 kedvezményezett. Ungvar varosa a projektpartnerek
szdmaban is kiemelkedik (t6bb 50%-0s részarany), mellette a roman hatadrhoz kozelebb esd
teriiletek, a Técsdi, illetve a Rahoi jarasok szervezetei vallaltak szerepet. A Beregszasz jaras
egy projektben volt érintett. A tdmogatasok megoszlasat tekintve ugyanakkor valtozik a
helyzet, a legtobb unids tAmogatas ugyanis e program keretében — 1,4 milli6 eurét meghalado
értékben — a Rahodi jarasba érkezett a 2014-2020-as fejlesztési ciklusban. A tematikus
célkitlizések szerint a Programbol a legtobb unids forras (a Karpataljara jutd hozzéjarulasok
kozel 40%-a) az egészségiigy teriiletét célozva érkezett a megyébe. Viszonylag nagyobb
Osszegl — de az egészségligyre jutd forrasok nagyjabol fele — jutott kulturalis projektekre,
illetve katasztrofamegeldzésre €s vészhelyzetkezelésre. (JTS of the ROUA CBC Programme:
2014-2020)

A HUSKROUA négyhatarrégios program
2007-2013 kozott a harom palyazati kiiras soran Osszesen 138 projekt valosult meg. Ezek

koziil 135 normal és 3 uUn. ,,nagy volumenti” projekt kapott tdmogatast. Ez utobbiak
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mindegyike zomében infrastrukturalis fejlesztés volt és magaban foglalta a magyar-ukran, a
szlovak-ukrdn és a roman-ukran hatdratkel6helyek modernizalasat, felujitasat, az atkeldk
megkozelithetdségének javitasat, eszkdzbeszerzést és képzéseket. A 3 projekt egyenként 7,5
millié eurds koltségvetéssel €s 6,8 millid eurds unios finanszirozassal keriilt megvaldsitasra.
A 3 nagy volumenii projektre az EU altal nyujtott tdmogatasbol Karpatalja, nevezetesen a
Csapi Vamhivatal kozel 10 millié eurdt kapott a hataratkeléhelyek karpataljai oldalainak
fejlesztésére, modernizalasara. A programdokumentumban megfogalmazott elvaras (kotelezd
ukrajnai partner) és a program szempontjabol eldnyOs foldrajzi elhelyezkedés folytan
Kérpatalja a 3 nagy volument projekt mellett tovabbi 114 projektben (a tAmogatott projektek
85%-aban) volt érintett Gsszesen 167 szervezettel (néhany szervezet tobb projektben is részt
vett). (JTS of the HUSKROUA CBC Programme: 2007-2013)

Emellett kornyezetvédelmi célzati, a vészhelyzetek kezelésére valo felkészitést, illetve az
intézmények kozotti hataron atnyulo egyiittmiikddést, a kapcsolatteremtést és -€pitést eldtérbe
helyezd projektek valosultak meg a legnagyobb értékben EU-s tdmogatasbol. Bar a gazdasag-
¢s turizmusfejlesztési tengelyre iranyoztak eld a legkevesebb tdmogatast 2007-2013 kozott,
ennek ellenére némileg meglepd, hogy a karpataljai szervezetek az ezen prioritdsra szant
tdmogatasi keretdsszeget haszndltdk ki a legkevésbé (a tdmogatasi keret 30%-a érkezett
Karpataljara) az Osszes prioritast figyelembe véve. (JTS of the HUSKROUA CBC
Programme: 2007-2013)

Kéarpatalja szempontjabol — a korabbi évekhez hasonloan — 2014-2020-as kiirdsban is a
négyhatarrégids program keretében érkezett messze a legtobb unios timogatas €s a projektek
tobb mint 4/5-e kérpataljai szervezet részvételével valosult meg. Lényegesen kevesebb
projektre (65 db a 117 db helyett) oszlott szét az EU-s timogatas, mint a korabbi kiirasban. Ez
azt eredményezte, hogy a 2014-2020-as fejlesztési ciklusban nagyobb volumenii projektek
keriilhettek megvaldsitdsra a HUSKROUA program keretében. (JTS of the HUSKROUA
CBC Programme: 2014-2020)

A Program honlapjan taldlhaté informaciok szerint a 2014-2020-as fejlesztési ciklusban 3
palyazati felhivas keretében 2 tipust projektre lehetett unidés tamogatast nyerni: Nagy
Infrastrukturalis Projektekre, illetve hagyomanyos méretii, normal projektekre.

A Program honlapja alapjan négy Nagy Infrastrukturalis Projekt nyert el 15,6 millio eurd
értékli unids tamogatast. A projektek koziil kettd a kornyezetvédelmi, egy-egy projekt pedig a
kozlekedés-fejlesztési, illetve a katasztrofa-megeldzési, illetve vészhelyzet-kezelési

prioritasok mentén valosult meg.
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Normal méretli projektbél a masodik felhivas alkalmaval 46 (32,8 milli6 eur6 unids
finanszirozéssal), mig a harmadik felhivas soran 28 projektet (18 milli6 eurdval) tamogattak.
A legtdbb, 22 normal projektet (az Osszes normdl projekt 30%-at) a kultara és Orokség
prioritas mentén valositottak meg.

A normal méreti projektek kozil 61 valosult meg karpataljai szervezet részvételével. E
projektek keretében a 90 karpataljai partner dsszesen 16,8 millid eurd unids tdmogatasban
részesiilt.

A 61 karpataljai részvétellel megvalosuld normal méretii projektet és — az ezek keretében —
a megy¢be érkezd tamogatasokat tematikus célok, illetve fobb témateriiletek szerint vizsgalva
egyértelmiien kitlinik, hogy a legtobb unids hozzajarulds (a megyébe a normal projektek
finanszirozdsara érkezd forrasok tobb mint negyede) az egészségligyi és szocialis
szolgaltatasok fejlesztését szolgalta Karpataljan. Szamottevd forras jutott még ugyanakkor
turisztikai fejlesztésekre, kulturalis és miulvészeti kezdeményezésekre, a kozlekedési
kapcsolatok javitasara, valamint katasztrofa-megeldzésre is. (JTS of the HUSKROUA CBC
Programme: 2014-2020)

3. abra: A HUSKROUA programok teriileti eloszlasa

HU-SK-RO-UA program teriiletei E’:ig‘/a'ézat
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Forras: JTS of the HUSKROUA CBC Programme: 2014-2020 — sajat szerkesztés
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Osszegezve, a négyhatarrégios program 2014-2020-as fejlesztési ciklusara megitélt dsszes
unids tdmogatas (66,4 milli6 eurd) harmada (22,2 millié euro) érkezett Karpataljara 61 normal
¢és 4 Nagy Infrastrukturalis Projekt keretében. Karpataljai partnerséggel valosult meg (vagy
van még folyamatban) tehat az 6sszes projekt (78 db) kozel 85%-a. A tobbi, Karpataljat érintd
Interreg Programmal Osszevetésben, mindez azt jelenti, hogy a HUSKROUA Program
bizonyul — fejlesztési ciklusokon keresztiil — a legjelentdsebb unids tdmogatéasi eszkdznek a
megye szervezetei, intézményei szdmara. (JTS of the HUSKROUA CBC Programme: 2014-
2020)

3. A turisztikai palyazatok jellegzetessége
Turisztikat valamilyen forméban érinté EU-s projektek 5 nagyobb iranyzatra oszthatoak fel:
1. Szakralis feljitas
2. Innovacid
3. Folklor
4. Mieml¢k felujitas
5. Alap infrastruktira fejlesztés
Iranyzatonként az aldbbi valtozdsok tapasztalhatdak az elmult bé egy évtized alatt

megvaldsult palyazatok eredményeiként:

Szakralis feldjitas, avagy vonzero fejlesztés

A HUSKROUA program alatt szamos jelentds projekt valosult meg, amelyek a szakralis
éptiletek felujitasara iranyultak. Példaul a Karpataljai Reformatus Egyhdz templomainak
felujitasa kiemelkedd példdja volt a program sikerének. A projekt keretében tobb templom
tetoszerkezetét és belsé terét ujitottak fel, ezzel nemcsak a vallasi kozOsségek szamara
biztositva a megfeleld koriilményeket, hanem hozzajarulva a turizmus fejlesztéséhez is. Ilyen
volt az ungvari Gorogkatolikus Székesegyhdz helyredllitasa és rekonstrukcidja is. A projekt
eredménye rekonstrualt miiemlék, ami kulcsfontossagu a latogatok szamanak noveléséhez.

A beregszaszi ¢és nyiregyhdzi Romai Katolikus Egyhaz egyiittmiikodése is egy hasonlo
jellegti projektet eredményezett. A projekt kettds kihivassal kivant szembenézni: a kulturalis
Oorokség megorzésével és a turisztikai tevékenységek javitasdval a hatar menti térségben.
Mind Nyiregyhdzan, mind Beregszdszban harangtornyokat kivannak majd haszndlni
kilatopontként. Ehhez mindkét esetben fel kellett jitani és at kellett alakitani a 1épcséhazat és
a hozza tartozo belsd tereket, Beregszaszban teljes 1épcsérekonstrukcioval, a nyiregyhazi

harangvezérld egység cseréjével egyetemben. Beregszaszban a tetd- €s ereszcsatorna-rendszer
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javitasa, valamint az épiilet koriili vizelvezetd rendszer rekonstrukcidja volt az elsé, amely
megakadalyozza az épiilet tovabbi romlasat.

A feltjitasok soran a helyi anyagok ¢és hagyomanyos épitési technikdk alkalmazaséra is
hangsulyt fektettek, igy a projektek fenntarthatdsaga is biztositva volt. A kozosségi részvétel
kiilonosen fontos volt a felijitdsok soran, hiszen a helyi lakosok aktivan részt vettek a
munkalatokban, ami nemcsak a projektek sikeréhez, hanem a ko6zOsségi Osszetartozas
érzésének erdsitéséhez is hozzajarult.

A szakralis épiiletek felujitasa mellett a program célja volt a kulturalis 6rokség megdrzése
is. A felyjitasok soran kiilonos figyelmet forditottak a helyi hagyomanyokra és a miivészeti
értekek megorzésére. A program keretében végzett felujitdsok hozzajarultak a szakralis
épliletek esztétikai értékének ndveléséhez és a helyi kozosségek kulturdlis identitasanak
erositéséhez. (JTS of the HUSKROUA CBC Programme: 2014-2020)

Ezek a felgjitdsok nemcsak a latogatottsag szamanak a novelését voltak hivatottak javitani,

hanem egyuttal az emlékmiivek dllagmegovasanak is eleget tettek.

Innovaciok a promocioban és a termékfejlesztésben

A HUSKROUA program keretein beliil szamos innovativ megoldast alkalmaztak Karpataljan.
Az egyik legfontosabb projekt a helyi latnivalok digitalis promocioja volt, amelynek célja a
térség turisztikai vonzerejének ndvelése volt. Digitalis platformok létrehozasdval és a
kozosségi média haszndlataval a régio latogatottsaga jelentdsen megndtt. A turistdk szamdara
elérhetévé valtak a helyi nevezetességek, programok és szolgaltatasok, ezaltal javitva a
latogatok tajekozodasat. Virtualis miazeumok vagy épp kerékparutak térképei valtak szintén
elérhetdve.

Fontos kiemelni, hogy az innovécié nem csak a technika 0j vivmanyait hivatott bevetni a
turizmusban, hanem egynuttal 4j attrakciok megvalositasat is eredményezte. Ilyenek példaul a
gecsel pajtaszinhaz vagy épp a jurtamuzeum. (JTS of the ROUA CBC Programme: 2014-
2020)

Egy masik fontos kezdeményezés a fenntarthatd turizmus elémozditdsa volt. A program
keretében olyan projektek valosultak meg, amelyek a helyi kozosségek bevonasaval
valosultak meg, ezzel 6sztondzve a helyi hagyomanyok ¢€s kultiira megdérzését. Példaul a helyi
kézmiivesek ¢€s termeldk bevondasa a turisztikai ajanlatokba nemcsak a gazdasagot tdamogatta,
hanem a latogatok autentikus élményben részesiilését is lehetdvé tette. (JTS of the

HUSKROUA CBC Programme: 2014-2020)
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Folklor

A folklér, mint a kozdsségi identitds és kultira megjelenitdje, az egyik legfontosabb eleme a
nemzeti Orokségnek. A 2014 és 2021 kozotti iddszak kiillondsen jelentds volt a folklor
teriiletén, hiszen szdmos palyazat indult, amelyek célja a helyi hagyoméanyok, szokéasok és
népmiivészet fenntartdsa és népszeriisitése volt. A HUSKROUA palyazatok szamos format
olthettek, beleértve a kulturalis rendezvényeket, workshopokat, kiallitasokat és eléadasokat. A
palyazok kozott helyi dnkorményzatok, civil szervezetek, kulturalis intézmények és kozosségi
csoportok szerepeltek. A projektek sokszinlisége tiikrozte a hatdr menti régidk gazdag
kulturalis 6rokseégét, amely magaban foglalja a néptancot, népzenét, kézmiivességet és egyéb
hagyomanyos mesterségeket. A HUSKROUA program soran megvaldsitott folklor palyazatok
jelentds hatassal voltak a helyi kozosségekre. Szamos projekt sikeriilt, amelyek hozzéjarultak
a kozosségi kohézid erdsitéséhez ¢és a hagyomanyok atorokitéséhez. A rendezvények ¢és
workshopok nemcsak a helyiek szamara nytjtottak élményt, hanem lehetdséget teremtettek a
kiilonboz6 kultarak kozotti parbeszédre is. (JTS of the HUSKROUA CBC Programme: 2014-
2020)

Ezen palyazatok révén a helyi miivészek és kézmiivesek is kiemelkedd szerepet kaptak,
hiszen munkajukat szélesebb kozonség elott is bemutathattak. A folklor rendezvények
gyakran vonzottdk a turistdkat, ezaltal gazdasagi eldnyoket is jelentettek a régid szamara.
Jelentds fellendiilést hozott a rendezvényturizmus szamara. Nagyobb tdomegek voltak
megfigyelhetéek minden egyes ilyen jellegli rendezvényen az utdbbi években egészen a
habortig. Mind a kiilf6ldi, mind a belfoldi turistdk szamara egyre szélesebb korben ismertté

valtak.

Miiemlék felujitas

A felujitasok kozott szerepeltek varak, mizeumok és mas jelentds épiiletek, amelyek nemcsak
a torténelmi értékek megdrzését szolgaltak, hanem Uj turisztikai lehetdségeket is teremtettek a
térségben. A projekt célja az volt, hogy a helyi k6zdsségek bevondsaval, fenntarthatd médon
hozzajaruljanak a régio fejlodéséhez.

Ide tartoznak azok a palyazatok, melyek keretében torténelmi miiemlékek renovaldsa
tortént meg, tematikus Utvonalakat jeldltek ki (KRA’GAS vagy épp a ,,Sout” melynek
keretében még 5 mini szobrot is kihelyeztek Karpataljan).

Kiilonb6z6 varak, mint példaul a Técséi Var, Huszti var restaurdldsa is része volt a

programnak, amely a turizmus fellenditését célozta.
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Szamos helyi muzeum, példaul a Karpataljai Magyar Muzeum, feljitdson esett at, hogy
modern kiallitasi lehetéségeket kinaljon.
Kiilonboz6 kulturdlis kdzpontok revitalizacidja is része volt a programnak, amelyek helyi

eseményeknek adnak otthont (JTS of the HUSKROUA CBC Programme: 2014-2020).

Alap infrastruktira fejlesztés

A HUSKROUA projekt keretében végzett infrastruktira fejlesztések célja a hataron atnyalo
egylittmiikddés eldsegitése volt. A fejlesztések a kdvetkezd kulcsteriileteket céloztak:

Az uthélozat és a kozlekedési kapcsolatok fejlesztése alapvetd fontossagu volt a gazdasagi
kapcsolatok élénkitése érdekében. A hataratkelOhelyek korszeriisitése, az utak javitdsa és Uj
kozlekedési utvonalak kialakitasa lehetdvé tette a gyorsabb és hatékonyabb aruszallitast,
valamint a személyforgalmat.

A vizellatas és szennyvizelvezetés korszertisitése kiemelt feladat volt, kiilonosen a vidéki
telepiilések esetében. A projekt célja a tiszta ivovizhez vald hozzaférés javitasa, valamint a
kornyezetszennyezés csokkentése volt.

Az energiahatékonysag novelése érdekében tobb megujuld energiaforrast integraltak a
meglévo rendszerekbe. A projekt célja az volt, hogy csokkentse a fosszilis tiizeldanyagok
hasznalatat, és tAmogassa a zold energiatermelést.

Az alapinfrastruktura fejlesztése nemcsak a fizikai kornyezet javitasat célozta, hanem a
kozszolgaltatasok, mint példaul az oktatds, egészségiigy és szocidlis ellatds modernizalasat is.
A kulturdlis kozpontok ¢és kozosségi terek fejlesztése hozzajarult a helyi identitas
erdsitéséhez.

A program keretében végrehajtott fejlesztések kozé tartozik szamos utszakasz felajitasa és
korszertisitése, amely lehetévé tette a konnyebb és gyorsabb kozlekedést a hatar menti
telepiilések kozott. Az 1) utakkal csokkent a kozlekedési balesetek szama és javult a
kozlekedési biztonsag.

A hataratkel6k korszerlsitése csokkentette a varakozasi id6t és javitotta az aruforgalmat.
Az 0j vamkezelési rendszerek és technologidk bevezetése gyorsabba és hatékonyabba tette a
hataron val6 atlépést.

Tobb telepiilés viz- és csatornahalozatanak fejlesztése zajlott, amely javitotta a helyi
lakossag €letkoriilményeit és egészségét. Az 01j szennyviztisztito telepek telepitése hozzajarult
a kornyezeti szennyezés csokkentéséhez.

A projekt keretében napelem- és szélenergia-berendezések telepitése is tortént, amelyek

segitettek csokkenteni az energiafogyasztas koltségeit €s kornyezeti labnyomat.
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A kulturdlis és kozosségi terek fejlesztése lehetdséget adott a helyi kozdsségek szamara, hogy
aktivan részt vegyenek a kulturdlis életben. A kdzpontok modernizalasa soran 0j programokat
inditottak, amelyek célja a helyi tradiciok megérzése és bemutatasa volt. (JTS of the

HUSKROUA CBC Programme: 2014-2020).

4. Innovaciok bemutatasa és jellemzése
A HUSKROUA 2014-2021 program jelentds szerepet jatszott a helyi kozosségek
fejlesztésében és a teriiletfejlesztési innovaciok eldmozditasaban. E program célja nemcsak a
gazdasagi ¢és tarsadalmi egylittmiikodés erdsitése volt, hanem a fenntarthat6 fejlodés és az
¢letmindség javitdsa is. A kovetkezOkben részletesen bemutatom a teriiletfejlesztési
innovaciokat, amelyek a program keretében valdsultak meg, ¢s amelyek hozzajarultak a régioé
fejlodéséhez.

A HUSKROUA program célkitlizései kozott szerepelt a gazdasagi novekedés eldsegitése,
biztositasa.

A program négy f6 iranyvonal koré épiilt:

a. Gazdasagi fejlesztés: A helyi vallalkozasok tamogatdsa, innovativ megoldasok
bevezetése ¢€s a foglalkoztatas novelése.

b. Kornyezetvédelem: Fenntarthatd megoldasok alkalmazésa az eréforrasok kezelésében
¢s a kornyezeti problémak kezelésében.

C. Tarsadalmi szolgaltatdsok fejlesztése: Az oktatds, egészségiigy ¢€s szocidlis ellats
javitasa, kiilonos figyelmet forditva a hatranyos helyzetli csoportokra.

d. Kultara és kozosség: A helyi kulturalis értékek megérzése és fejlesztése, valamint a
kozosségi €let erdsitése.

A HUSKROUA program soran a gazdasagi fejlesztés ¢érdekében szamos innovacios
megoldast vezettek be, amelyek célja a helyi véllalkozasok versenyképességének ndvelése
volt.

A program keretében vallalkozoi inkubatorokat hoztak létre, amelyek célja a helyi
vallalkozok tdmogatasa volt. Ezek az inkubatorok szakmai mentoralast, képzéseket és iizleti
tanacsadast kinaltak, lehetdvé téve a fiatal vallalkozok szamara, hogy sikeresen elinditsak és
fejlessz¢k vallalkozasaikat. A helyi termeldk és szolgaltatok szamara rendezett workshopok és
forumok segitették a tapasztalatcserét és a halozatosodast. (JTS of the HUSKROUA CBC
Programme: 2014-2020)
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A mezdgazdasag teriiletén szamos innovativ megoldast vezettek be, példdul a precizios
mezOgazdasadg technoldgiait. A program keretében gazdalkodok szamdéra képzéseket
szerveztek, amelyek sordn bemutattdk az 0j technologiak alkalmazasat, mint példaul a drénok
hasznalatdt a foldek monitorozasara és a terméshozamok optimalizalasdra. E megoldasok
hozz4jarultak a termelési hatékonysag noveléséhez €s a fenntarthatdsag erdsitésé¢hez.

A kornyezetvédelem érdekében a HUSKROUA program szamos fenntarthaté megoldast
tamogatott, amelyek célja a természeti eréforrasok védelme ¢és a kornyezetszennyezés
csokkentése volt. (JTS of the HUSKROUA CBC Programme: 2014-2020)

A megljuld energiaforrasok integralasa fontos része volt a programnak. A helyi
kozosségek szamara napelem- ¢és szélerdmiivek telepitését tamogattak, amelyek segitségével
csokkenteni tudtdk az energiafogyasztas koltségeit és kornyezeti labnyomukat. A projekt
keret¢tben megvaldsultak energiatakarékossagi programok is, amelyek célja az
energiahatékonysag novelése volt, példaul az épiiletek szigetelésének javitasaval.

A hulladékkezelés terén is innovativ megoldasokat alkalmaztak, példaul szelektiv
hulladékgytijtési programokat inditottak, amelyek célja a kdrnyezettudatossag novelése €s a
hulladék mennyiségének csokkentése volt. A helyi kozosségek szamara szervezett
kampanyok segitettek a tudatossag novelésében és a fenntarthato életmod népszertsitésében.

A tarsadalmi szolgaltatasok fejlesztésére is nagy hangsulyt fektettek, kiilonds figyelmet
forditva a hatranyos helyzetli csoportokra.

Az oktatas fejlesztése érdekében a program keretében innovativ oktatdsi programokat
inditottak, amelyek célja a helyi didkok képességeinek fejlesztése volt. Digitalis tananyagok
bevezetése, valamint online tanulasi platformok kialakitdsa segitette a tanuldst és a tudas
megszerzését, kiilondsen a jarvanyhelyzet alatt. Az iskoldk egyiittmiikddésével szervezett
projektalapu tanulédsi programok is hozzajarultak a didkok aktiv részvételéhez. (JTS of the
HUSKROUA CBC Programme: 2014-2020)

Az egészségligyi szolgaltatasok fejlesztése érdekében a helyi egészségiigyi intézmények
modernizédlasara és a telemedicina bevezetésére keriilt sor. E megoldasok lehetdvé tették,
hogy a lakossag konnyebben hozzaférjen az egészségiigyi ellatashoz, kiilondsen a tavoli
teriileteken. Az egészségligyi kampanyok ¢és programok a helyr kozdsségek
egészségtudatossaganak novelését céloztak.

A helyi kulturdlis értékek megorzése €s fejlesztése érdekében a HUSKROUA program
szamos innovativ megoldast tadmogatott. A program keretében kiilonbozé kulturalis
események ¢s fesztivalok szervezésére keriilt sor, amelyek célja a helyi hagyomdnyok

megodrzése €s népszerlisitése volt. A fesztivalok nemcsak a kulturdlis 6rokség bemutatasara
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szolgaltak, hanem hozzajarultak a helyi gazdasag élénkitéséhez is, hiszen vonzottdk a
turistakat és tdmogattak a helyi vallalkozasokat.

A kozosségi terek fejlesztése szintén fontos része volt a programnak. Az 0j kozdsségi
kozpontok kialakitdsa lehetdséget adott a lakossdgnak arra, hogy taldlkozzanak,
egyittmikodjenek, és kozos projekteket valdsitsanak meg. E terek tdmogatjak a helyi
kozosségi életet, erdsitik a tdrsadalmi kohézidt, és teret adnak a kulturalis programoknak.

A program keretében végrehajtott teriiletfejlesztési innovaciok szdmos pozitiv hatissal
jartak, amelyek a kovetkezo tertileteken mutatkoztak meg:

a. Gazdasadgi novekedés: A helyi vallalkozasok versenyképessége nétt, 1j
munkahelyek jottek 1étre, és a gazdasdg diverzifikalodott. Az innovativ
mezdgazdasagi megoldasok és a vallalkozoi inkubatorok hozzdjarultak a helyi
gazdasag fellenditéséhez.

b. Kornyezetvédelem: A megujuld energiaforrasok hasznalata és a hulladékkezelési
programok jelentdsen csokkentették a kornyezeti terhelést. A helyi kozosségek
kornyezettudatossaga novekedett, ami pozitivan hatott a természeti eréforrasok
védelmére.

c. Tarsadalmi fejlodés: Az oktatdsi és egészségiligyi programok révén a helyi lakossag
¢letmindsége javult. A kozszolgéltatdsok fejlesztése és a hatranyos helyzetii
csoportok tamogatasa hozzajarult a tdrsadalmi kohézi6 erdsitéséhez.

d. Kulturdlis identitas: A kulturalis események €s kozosségi terek fejlesztése erdsitette
a helyi identitast és a kozosségi é¢letet. A helyi hagyomanyok megorzése ¢€s
népszertsitése hozzajarult a kulturalis 6rokség megdrzéséhez.

A program szamos Uj lehetdséget teremtett a helyi kozosségek szdmdra, és hozzjarult az
orszagok kozotti kapcsolatok erdsitéséhez. A megvalositott innovaciok nemcsak a jelenlegi
problémak megoldasat céloztak, hanem hosszl tava fenntarthatdsagot is biztositottak a helyi
kozosségek szamdara. A program eredményei és hatdsai hossz tdvon is hozzdjarulnak a

hatarmenti térség fejlodéséhez és a helyi lakossag életmindségének javitdsdhoz.

HU-SK-RO-UA innovaciés palyazatai
A HU-SK-RO-UA keretében tobb palyazat is innovativ tartalommal birt a turizmus
szempontjabol. (JTS of the HUSKROUA CBC Programme: 2014-2020) Ilyenek voltak az
alabbiak:
1. SmartMuseum - INTELLIGENS MUZEUM, MINT A KULTURALIS OROKSEG
BEMUTATASANAK MODJA - 721,501.29 EUR - 3D-s galéria, s 3D-s tarak

127



Kampo, 1.

tettek elérhetové egy platformon. Nagy mennyiségli digitalizalt kulturalis 6rokségi
tartalom valt elérhet6évé a vilaghélon ezaltal.
Véleményem szerint ez nagyon pozitiv hatdssal bir, mivel a fiatalabb generaciokat is
megszolitja a digitalis térben.

2. COOLNET — KULTURA KAPCSOLAT — KULTURALIS MOBILITAS A HATAR
MENTI TERSEGBEN - 508,572.00 EUR - COOLMUSEUMS app elinditasa
(Google Playen elérhetd), 8 tudoményos kiadvany mellett egy olyan mobil applikacio
valt elérhetové, melyet barki letdlthet okoseszkdzzel, s maris teljes képet talal, hogy
helyileg mit és hol talal.

Ugy gondolom, ez jelentdsen elésegiti a teriiletiinkre latogatok megfeleld tajékozodasat, hogy
olyasmire is kivancsivd valjanak, amit amigy nem vagy csak véletlen felfedezés utjan
latogatnanak meg.

3. KRA'GAS - A KEZMUVESSEG ES A GASZTRONOMIA, MINT A KARPATOK
EUROREGIO  KULTURALIS  OROKSEGENEK  FONTOS  ELEMEI
NEPSZERUSITESE - 581,954.68 EUR - kézmiiipar és gasztrondmia teriiletén 2
tematikus utvonal. Itt nem az 1utvonal otlete az innovativ, hanem az, hogy
céloztik meg. Igy sikeriilt kiemelni a kozos kulturlis orokséget, segitve a régiot
inkabb kozos kulturalis tertiletként, mint a helyi kultarak 6sszességeként. Ezt kdvetden
a régiot nem uti célok listajaként, hanem kozos turisztikai célpontként népszerisitik. A
projekt abbdl indult ki, hogy a hagyomanyos termékek regionalis piaci volumenének
novekedése munkahelyeket és forrasokat biztosit az drokség megoérzéséhez, erdsiti a
regionalis egylittmiikodést, kozelebb hozza a kozosségeket és vékonyitja a harom
orszag kozotti valasztovonalakat.

Szamomra ez a projekt egy nagyon pozitiv és ¢lesmeglatasi kezdeményezés, mivel a
megfeleld célkozonségnek talalja a sajat szaja ize szerint a latnivalokat, s igy valoban azokat
éri el, akiket ez érdekel is.

4. SaltRoad - A TORTENELMI "SOUT" TURISZTIKAI VONZEREJENEK
HELYREALLITASA - 344,626.40 EUR - A rténelmi ,,Sout” rekonstrukcidja, s a
mentén elhelyezkedd varak kutatasa megyéken at, 5-5 miniszobor kihelyezése az utat
jelezve. Els6 kiadvany megjelenése, mely elektronikusan is kdvetkezik majd.

Itt felhivnam a figyelmet arra, hogy nem csak a sokak altal ismert, s mar-mar unalmas
munkacsi varrol esik sz6, hanem mas végvarakrdl is (pl. huszti vér), melyek torténelmiink

fontos elemei voltak mar a tatarjaras idején is.
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5. MOBI - MODERN HATARINFRASTRUKTURA - SIKERES KARPATOK
REGIO - 946,782.00 EUR - hataratkelé helyek modernizalasa a vizummentes
hatarforgalom meggyorsitasa érdekében, melynek koszonhetéen megndvekedett és
meggyorsult mind a személy- és mind a teherforgalom. Kozel 4,4 ezer km kerékparut
kiépitését is megcélozta, hogy ezéltal is népszerlsits€ék a kornyezettudatos
kozlekedést.

Ez a projekt pozitivan hatott a hataratkelok miiszaki felszereltségére, s a megépitett
kerékparutaknak koszonhetden Szlovakia feldl és felé megkdnnyitette, s biztonsagosabba tette
a személyi forgalmat a kerékparosok szamara, lehetdséget adva akar csalddok szédmara
hétvégi kikapcsolodasként kerékparturadkat szervezni.

6. ArtSpace - A HATARON ATNYULO KULTURALIS MUVESZETI TER -
724,636.04 EUR - hatarokon atnyul6 kulturalis 6sszefogas, f6 feladata egy platform
l1étrehozésa a célrégiok népszeriisitésére, mint kozos idegenforgalmi célpontra, amely
alapjat képezi a kozos kulturdlis eseményeknek, a helyi idegenforgalmi termékek
(kézmiives termékek, bordszat és gasztronémia) piaca megteremtésének, valamint a
promocionak ¢és képzési tevékenységeknek a kulturédlis vezetdk és a helyi termeldk
szamara.

Ennek a projektnek az egyik nagy pozitiv hatdsa, hogy a hatir mas-mas oldalan ¢l6
szakembereket Osszehozta, ismeretanyag cserére, s szakmai megbeszélésekre adott
lehetdséget egymast fejlesztve.

7. ReBuiltHeritage - A FELSO-TISZA EPITETT ES SZELLEMI OROKSEGENEK
TARHAZA - 811,804.17 EUR, rendezvényturizmus eseményeinek bévitése, 0
helyszinek létrehozédsa, t4jhazak éEpitése. A hagyoméanyok Orzése ¢€s apolasa,
ismeretanyagok cseréje hatarokon ativeld szakmai talalkozok (workshopok) keretében,
eltinében 1évé szakmak (kovacsmiihelyek, lenvaszon készités, gyapot fésiilés)
ujraélesztése

Nagyon fontos mérfoldkovet tett le ez a projekt véleményem szerint, mivel Karpataljan még
nagyon sok helyen 6rzik a hagyomdanyokat, viszont nem volt biztositva lehetdség, hogy
miuvel6ik szélesebb korben bemutassak, s tovabb adhassak ezt az ismeretet az érdeklédoknek.

8. SMAR.T.OURISM - A KASTELYOK TEMATIKUS UTVONALA - 336,474.42
EUR - turisztikai informacids pontok és irodak Ilétrehozéasa a varak/kastélyok
bemutatdsira minél szélesebb korben vald ismertetésiik céljabol a tematikus

utvonalon, minden érintett régidban
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Carpathian Mobility - A HOZZAFERHETOSEG ES A MOBILITAS JAVITASA
AZ SK-UA HATARREGIOBAN - 1,033,842.47 EUR - kerékparutak kiépitése és
felujitasa, a kornyezetbarat kozlekedés népszerlisitése a kornyezet és a természeti

kincsek megovasa céljabol.

Mivel napjainkban nagy hangsulyt fektetiink a fenntarthatdsagra, a megujulo energiara. igy ez

a projekt nagy horderdvel bir, mivel az elavult kerékparutakat célozta meg, s nem csak

felyjitottdk azokat, hanem ki is bdvitették, valamint tobb toltdallomast telepitettek az

elektromos autdzas szamara.

10.

11.

12.

ANCESTORS - AZ OSOK UTAZASA - 580,115.24 EUR - a torténelem
folyaman szétszakadt csaladok felkutatisa ¢és egyesitése genetikai alapon a
hagyomdnyok megorzése végett. A hagyomdnyok ismeretének megorzése ¢&s
tovabbadasa néprajzi kozpontok létrehozasaval.

Via Tisa - KOZOS TURISZTIKAI ERTEKEK FELTARASA, FEJLESZTESE ES
NEPSZERUSITESE, KEPZES ES HALOZATEPITES A HATAR MENTI
TERSEGBEN - 471,778.20 EUR - hatarokon atnyalo szakember képzések,
ismeretek megosztasa, 0j turisztikai attrakcio létrehozasa, népszeriisitésé kiillonb6zo
média feliiletek segitségével. Uj platformok kialakitasa, mely a régio kulturalis
orokségeit még részletesebben és még szélesebb kdrben bemutatja, s népszertsiti azt,
ezaltal is még vonzobba téve a turistdk szamara.

CULTURE SPACES 4 EVENT TOURISM - A HELYI KULTURALIS ES
TORTENELMI ~ ATTRAKCIOKRA  EPULO  RENDEZVENYTURIZMUS
FEJLESZTESE NAGYECSED ES PERECHYN EGYUTTMUKODESEBEN -
721,306.12 EUR - rendezvényturizmus feltételeinek kialakitasa, s életre keltesé 2
hatarmenti telepiilésen. Kissé lokalisabb jelleggel bir, viszont jelentOs turisztikai

vonzerd potencialt hordoz magaban.

RO-UA innovacios palyazat

Ezen pélyazatok elsdsorban az egészségiligyre €s a katasztrofa elharitasra fokuszaltak, viszont

egy a turizmus szamara fontos innovativ palyazatot mégis ki kell emelniink:

1.

SPOT — A Szamos-siksag k6zos kulturalis €s torténelmi 6roksége hatarokon atnyulo
népszertsitésének eldsegitése - 257.380,65 EUR - 1j turisztikai attrakciok
létrehozasa, tobbek kozott a gecsei pajtaszinhdz megalapitasa, mely egyediili

Karpataljan a maga nemében. (JTS of the ROUA CBC Programme: 2014-2020)
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4. Elonyok és hatranyok a turizmus szempontjabol
A palyazati idészak 2007-t6] napjainkig 3 szakaszra bonthat6 a kiirasok alapjan.

Az els6 szakasz, amely 2007 és 2013 kozott zajlott, Karpatalja 31 palydzataban vett részt,
ezek koziil 8 a turizmust érintette. E palyazatok elénye abban rejlett, hogy jelentds pozitiv
impulzusokat nytjtottak Karpatalja turizmusban részt vevd szerepldinek az infrastrukturalis
fejlodés korai szakaszaban, mivel a régié jelentds lemaraddsban volt a szomszédos, mar EU-
tag hatar menti terliletekhez képest. A hatranya abban rejlett, hogy a palydzhaté 6sszegek
nagysaga miatt az onerd mértéke komoly terhet jelentett, igy a kisebb vallalkozdsok nem
tudtak részt venni a projektekben. Csak nonprofit szervezetek palyazhattak.

A masodik szakasz 2014 ¢és 2020 kozott jelentds érdeklodést generalt, kiilondsen a
turizmus teriiletén. Ekkor Karpatalja 66 palydzatban vett részt a HUSKROUA program
keretében, ami a korabbi 8-hoz képest jelentds eldrelépés volt. 38 projekt érintett kozvetlentil
vagy kozvetve a turizmus szempontjabol. Epp ezért fokuszal a kérd6iv is erre az idészakra, s
probalja maximalisan lefedni a teljes régioban tevékenykedod szervezeteket.

Ennek a szakasznak is megvoltak a maga eldnyei és hatranyai. Az eldnyok kozott
emlithetd, hogy tobb olyan szervezet alakult, amely Osszefogta a turizmusban érdekelt

szereploket (4. dbra), igy lehetdség nyilt az 6nerd eldteremtésére is.

4. abra: Palyazatokban részt vevo szervezetek megoszlasa

m Civil szervezet m Allami szervezet

Forras: kérdoives lekérdezés

A megkérdezett szervezetek nemzetkdzi programokban val6 érintettsége az 5. dbran lathato.
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5. abra: Nemzetkozi programok megoszlasa, melyekben érintettek voltak a megkérdezett
szervezetek 2014-2021 kozott

® HU-SK-RO-UA = PL-UA(PL-BY-UA) ®=RO-UA = EgdnEde Program
Forras: kérddives lekérdezés
Az eredmény arra mutat ra, hogy némelyik szervezet tobb programban is érintett volt.
Ugyanakkor hatranyként jelentkezett, hogy a projektek megvalositasat hatraltatta a 2014-es
Euromajdan utdni donyecki ¢és luhanszki geopolitikai konfliktus, a globalis Covid—19-
pandémia, valamint a 2022-ben kirobbant orosz—ukran héaborti, amely kozel egy évre
leallitotta a projekteket.

Az els6 szakaszhoz képest az érdeklddés jelentdsen megnovekedett, és mar egyes KKV-k
tamogatasara is lehetdség nyilt.

A harmadik szakasz — amelyet 2021-ben hirdettek meg, €s varhatéan 2027-ig tart — fogja
igazan megmutatni, hogy milyen hatassal van a 2022 6ta tartdé habort Kérpatalja turizmusara.

Az els6 palyazati lehivasok mar elindultak.

Negativ, késlelteté hatasok a projektek megvaldsitasaban

Négy jelentds késleltetd tényezd volt tapasztalhatdé a masodik szakasz projektjei kapcsan
Karpataljan, melyek a kovetkezok:

1. Covid—19 — a legtobb projekt kozel egy évre ledllt a hatarzar, a tavolsagtartas, a kijarasi
tilalmak és egyéb korlatozasok miatt, szamos vallalkozas pedig atmenetileg vagy végleg
bezart.

2. Pénziigyi jogszabalyok — a kiilfoldrdl érkezd utaldsok szigoru ellendrzése és korlatozéasa a
pénzmosas ¢és a terrorizmus finanszirozasanak megakadalyozasa érdekében, ami lassitotta a
projektek tAmogatasanak kifizetését. A 40. abran lathatd, hogy milyen forrasbol biztositottak a

10%-0s Onerot.
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6. abra A szervezetek forrasa az onrész fedezésére

m Civil szervezet m Maganszemély = Onkormanyzat = Nem volt 6ner6

Forras: kérddives lekérdezés

3. Haboru kitérése — a hirtelen munkaeréhiany, mivel sokan kiilfoldre tavoztak, vagy nem
tértek haza. Ezt kovetéen a menekiiltaradat miatt a szallashelyek megteltek, a beszallitok
milkddése szlinetelt, ami megnehezitette az alapanyagok beszerzését. Kezdetben a
palyazatokra kapott pénzek felvétele is problémas volt a bankokban, és az arfolyamvaltozasok
is kedvezotleniil hatottak, mivel a bankok jelentds jutalékokat vontak le ,,valutavaltasi és
kezelési koltség” cimszoé alatt, mikézben az éarak drasztikusan emelkedtek. A RO-UA
programban el is torolték a 10%-os Onerdt az ukrajnai partnereknek a hdbora kitorése
kovetkeztében.

4. Az Ukran Legfels6 Tanacs 2015. februar 5-én elfogadta a hromaddk (6nkorményzati
egyseégek, kozségek) onkéntes 1étrehozasardl szol6 jogszabalyt, amely a decentralizacid céljait
szolgalta. A torvény célja a helyi Onkormdnyzatok hataskdrének bdovitése és Ukrajna
kozigazgatasi struktirdjanak atalakitdsa volt. Ennek keretében a korabbi kozel 11 ezer helyi
onkormanyzat helyett 1470 j hromadat alakitottak ki, amelyek az ukran kozigazgatasi
rendszer legkisebb egységeit képezik. A jaradsi struktira is atalakult, a korabbi 490 jaras
helyett 136 1j jaras jott létre. A tarsuldsok kdzpontja olyan telepiilés lehet, amely a tarsulds
teriiletének foldrajzi kozéppontjdhoz kozel helyezkedik el, és megfeleld infrastruktiraval
rendelkezik az adminisztrativ kdzponti funkciok ellatasahoz. A kozségeket a székhelyiikrdl
nevezik el, amelyek lehetnek varosi kozségek (miszka hromada), varosi jellegli kozségek
(szeliscsna hromada) és falusi kozségek (szilszka hromada). A hromadak létrehozdsa nem

befolyasolta a részt vevo telepiilések rangjat (Ukrajnai kozigazgatdsi reform, Wikipedia).
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2020 aprilisaig ezer hromada alakult meg, végil a létrejott hromaddk végleges szdma 1470

lett, amit az ukran kormany 2020. jinius 12-én hagyott jova.

OSSZEFOGLALO

A tanulmany Kérpatalja turizmusanak fejlodését és az EU 4ltal tdimogatott projekteket mutatja
be, amelyek kiilonb6z6 innovativ megoldasokkal igyekeznek ndvelni a térség vonzerejét,
mikozben fenntarthato modon fejlesztik a helyi gazdasagot és védik a régid kulturalis és
természeti Orokségét. Az essz¢é kiilonbozo szempontok alapjan mutatja be a regionalis
turizmusban rejld lehetdségeket és az EU-s programok jovObeni hatasat.

A régio latogatottsaga a rendszervaltast kovetden évrdl évre ndvekvo tendenciat mutatott,
kiilondsen a kdrnyezd orszagok turistai részérdl, példaul Magyarorszadg, Lengyelorszag ¢€s
Romaénia irdnyabol. Ugyanakkor, a térség turizmusa az alacsony szintli infrastrukturalis
fejlesztés, a kozlekedési problémak, az elavult szallashelyek és a szlikOs szolgaltatasi paletta
miatt tovabbra is jelentds fejlodési lehetdségekkel rendelkezik.

A helyi kozosségek gazdasagi €s szocialis helyzete is tovabbi kihivasok elé allitja a
turizmus fejlédését. A magas munkanélkiiliség, a fiatalok elvandorldsa és az alacsony
jovedelmi szint olyan tényezok, amelyek gatoljak a helyi gazdasdg dinamikus novekedését.
Azonban Karpatalja egyedi kulturdlis €és természeti Oroksége, valamint az EU éltal
finanszirozott fejlesztési programok révén lehetdséget ad a fenntarthatd turizmus modelljének
megvalositasara, amely hosszii tavon kedvezd hatdssal lehet a régié gazdasagara és
kozosségeire.

Az EU szédmos fejlesztési programot kinal, amelyek kiillonbozd térségeket és agazatokat
céloznak meg, igy Karpatalja turizmusanak fejlodése is részesiilhet az EU-s tamogatasokbol.
Az EU-s projekteket kiilonboz6 célokra lehet felhasznalni: a kozlekedési és infrastrukturalis
fejlesztések javitasara, a fenntarthatd turizmus népszeriisitésére, valamint a helyi kozosségek
¢s vallalkozasok bevonésara. Az EU tobbek kozott olyan programokat finansziroz, amelyek
lehetdvé teszik a hatdron atnyuld egylittmiikddést, a kulturalis 6rokség védelmét, valamint a
kornyezetbarat turizmus fejlesztését.

A régid szamara az EU-s projektek egyediilalld lehetdséget adnak arra, hogy 1j
technologidkat ¢és megoldasokat alkalmazzanak a turizmus fejlesztésében, mikozben
innovacio iranti elkotelezettsége révén olyan projekteket indit, amelyek figyelembe veszik a

helyi kozosségek igényeit €s az 6kologiai hatasokat is.
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Az EU-s projektek egyik legfontosabb aspektusa az innovacid, kiilondsen a digitélis
technologidk integraldsa a turizmusba. A modern digitalis eszk6zok — mint példaul
mobilalkalmazasok, online foglalasi rendszerek ¢€s interaktiv turdk — lehetdséget biztositanak
arra, hogy a turistak konnyebben hozzaférhessenek a sziikséges informéciokhoz, jobban
megtervezhessék utjukat, ¢s egyedi élményeket tapasztalhassanak meg. Karpataljan egyre
inkabb elterjednek azok a digitalis platformok, amelyek segitik a turistakat abban, hogy online
foglalasokat végezzenek, helyi eseményekrdl tajékozodjanak, €s visszajelzéseket osszanak
meg a latottakrol.

A digitalis technologia alkalmazasa mellett az EU-s projektek a fenntarthatd turizmus
iranyédba is elmozditjdk Karpataljat. Az aktiv pihenés (turazés, kerékparozas, sielés) és a
természetvédelmi teriiletek fejlesztése kozponti szerepet kapnak, mivel ezek a tevékenységek
vonzova teszik a régiot a kornyezettudatos turistdk szamara. A természetvédelmi tertiletek,
mint a Karpatok hegyei és védett parkjai, olyan kiilonleges élményeket kinalnak, amelyek
szoros 0sszhangban allnak a fenntarthato turizmus értékeivel.

A Kkarpataljai turizmus egyik legnagyobb vonzereje a helyi kulturdlis és etnikai
sokszinlis€g, amely a térség torténelmébdl és lakossdganak hagyomanyaibol ered. Az EU-s
projektek nemcsak az infrastruktura fejlesztésére, hanem a kulturalis 6rokség védelmére és
népszerlisitésére is Osszpontositanak. A helyi kozosségek aktiv bevondsa, a tradiciondlis
kézmiives mesterségek népszeriisitése ¢és az autentikus kulturdlis programok megvalositasa
segithet megdrizni a régio egyedi identitasat.

Az EU-s tdmogatasok lehetdséget adnak arra, hogy a helyi kdzosségek kozvetleniil részt
vegyenek a turizmus fejlesztésében, igy nemcsak a turistdk szdmara biztositanak autentikus
¢lményeket, hanem gazdasagilag is hozzdjarulnak a térség fejlodéséhez. A helyi
vallalkozasok, mint példaul a kis csalddi panzidk, kézmiives boltok vagy éttermek,
kozvetleniil profitalhatnak az 11j turisztikai aramlatokbol.

A fenntarthaté turizmus kulcsszerepet jatszik Kdarpatalja jovojében, kiillondsen az EU-s
tamogatdsok révén. A projektben részt vevd helyi és nemzetkozi szervezetek mind arra
torekednek, hogy a régid turizmusat ne csak gazdasagi szempontbodl fejlesszék, hanem olyan
modon, hogy kozben megdrizzeék a természeti €s kulturdlis értékeket. A fenntarthatdésagot
figyelembe vevd turizmus nemcsak a természetet védi, hanem a kozosségeket is erdsiti,
lehetdséget adva arra, hogy azok a sajat er6forrasaikra tdmaszkodjanak.

Az EU-s projektek innovativ hatdsa Karpatalja turizmusara rendkiviil pozitiv. A
fenntarthat6 turizmus, az infrastruktura fejlesztése, a digitalis technologiak alkalmazésa és a

helyi k6zosségek bevonasa mind hozzéjarulnak ahhoz, hogy a térség egyre vonzdbba valjon a
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turistak szamara. Kérpatalja szamara a jovoben a siker kulcsa abban rejlik, hogy képes legyen
a helyi er6forrasok és értékek megorzésére, mikdzben a fenntarthatd fejlesztés iranyaba halad.
Az EU-s projektek folytatasaval a régid nemcsak gazdasagilag, hanem kulturalisan és

okologiailag is fejlodhet.
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Abstract

This paper examines the role of the gastronomic offer in the rehabilitation of stigmatized tourist
destinations through the application of a time-to-event analysis model. The main contribution of this
study is reflected in the development of a model that quantitatively assesses the time required for the
recovery of destinations following the implementation of strategic gastronomic initiatives. The paper
provides deeper insights into the key factors influencing the recovery period, linking theoretical concepts
of destination management with contemporary analytical methods. The findings of this study have broad
applicability, enabling researchers, destination managers, and tourism policymakers to utilize the results
in various regional and industrial contexts. This contributes to global knowledge on the rehabilitation of
tourist destinations and sustainable tourism development.

Keywords: Gastronomic Offer, Destination Rehabilitation, Survival Analysis, Tourist Behaviour,
Stigmatized Destinations

INTRODUCTION

The stigmatization of tourist destinations, caused by political, environmental, or economic
factors, represents one of the greatest challenges contemporary destinations face in their
efforts to maintain competitiveness in the global market (Avraham & Ketter, 2017; Sojasi
Qeidari et al., 2014). Negative perceptions of a destination often result in reduced tourist
demand, economic losses, and long-term damage to the destination's image, significantly
complicating the recovery process (Chan et al., 2020). Traditional approaches, such as
marketing campaigns focused on promoting the positive aspects of a destination and

investments in infrastructure, often fail to achieve the desired outcomes, especially when they
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do not address deeper cultural aspects that shape the destination's image (Kozak & Bubhalis,
2019).

The gastronomic offer, as one of the key elements of the tourist experience, has the potential
to become a powerful tool for destination rehabilitation (De Albuquerque Meneguel et al.,
2019). Its role in shaping the authenticity and recognizability of a destination is well
documented, but its contribution to overcoming stigmatization and accelerating recovery
remains underexplored (Kovalenko et al., 2023). Previous research has predominantly focused
on the qualitative aspects of the gastronomic offer, while the need for quantitative analyses
that provide a deeper understanding of rehabilitation dynamics has largely been neglected
(Yong et al., 2022; Ciulli et al., 2020; Ahmad et al., 2025).

This paper aims to bridge that research gap by developing a model that integrates
quantitative methods, such as time-to-event analysis (Survival Analysis), to assess the time
needed for the rehabilitation of stigmatized destinations. This approach enables the
identification of key factors that influence the speed of recovery, such as gastronomic
strategies, local culinary events, and the inclusion of local producers in the tourism offer.
Previous studies have rarely applied this methodology in the context of tourism, which makes
this study relatively novel in the field.

The original contribution of this research is reflected in the development of an innovative
model tailored to the specificities of the tourism industry. By combining theoretical
foundations of destination management and gastronomy with contemporary methodological
approaches, the study provides both theoretical and practical implications. The practical
recommendations offered by this study to destination managers, including tools and strategies
for more effective management of the rehabilitation process, can be applied in various
regional and industrial contexts. Thus, the paper stands as a significant contribution not only
to science but also to practice, laying the foundation for future research in the field of

destination rehabilitation through gastronomy.

LITERATURE REVIEW
The Concept of Stigmatized Destinations and Their Challenges in Tourism

The concept of stigmatized destinations is a relatively recent topic in tourism research,
focusing on understanding the impact of negative perceptions and reputation on tourist flows,
local communities, and economic development (Sojasi Qeidari et al., 2024). Destination
stigmatization is often a consequence of historical events, natural disasters, political conflicts,
high crime rates, or even negative media reports (Gaji¢ et al., 2022, Gorji et al., 2023). This

phenomenon can be explained through Goffman's concept of stigma, where destinations are
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“marked” by stereotypes that damage their image and deter potential tourists (Sojasi Qeidari
et al., 2024). Research indicates that such destinations face the challenge of overcoming
deeply rooted prejudices, requiring a multidimensional approach to branding and
repositioning, involving governments, local communities, and the tourism industry
(Iordanova, 2021).

One of the main challenges for stigmatized destinations is changing the perception of
potential tourists, who often form opinions based on media reports. Negative narratives can
significantly impact tourist demand, as studies highlight the media's key role in shaping
destination images (Monterrubio & Valencia, 2019). In addition to economic consequences,
destination stigmatization also has social implications, as local communities often suffer from
reduced investments, limited employment opportunities, and social exclusion. These negative
consequences further deepen the crisis in regions perceived as less attractive among tourists
(Yang & Wong, 2020; Khalid et al., 2020).

Some studies emphasize that transforming a destination's image in a positive sense
involves simultaneously highlighting its positive aspects, such as natural beauty, cultural
heritage, or unique gastronomic offer, while actively involving local communities in decision-
making processes (Lai et al., 2019; Gaji¢ et al., 2024). This not only contributes to economic
recovery but can also enhance the sense of local pride. Additionally, in the era of
digitalization, the use of social media has proven to be an effective tool for creating authentic
stories and presenting positive tourist experiences, which can alter public perception (Khalid
et al., 2020; Cuomo et al., 2021).

Although several studies have addressed stigmatized destinations, there is still a need for a
deeper understanding of the long-term effects of stigmatization, as well as the success of
various repositioning strategies (Zhang et al., 2021). The complexity of challenges faced by
these destinations underscores the importance of an integrated approach encompassing

economic, social, and cultural aspects of tourism development (Sharia & Sitchinava, 2023).

The Role of Gastronomic Offer in Rehabilitating Destination Image

The gastronomic offer plays an increasingly significant role in contemporary tourism, not
only as a factor in attracting tourists but also as a means for reconstructing and rehabilitating
the image of destinations facing stigmatization or negative perceptions. In the context of
destinations marked by stigma due to political, economic, or social factors, the gastronomic
offer emerges as a powerful cultural element that can provide authentic experiences and thus
reshape the tourist’s perception of the destination (Bellini et al., 2019; Varela, 2025).
Gastronomic offers extend beyond the preparation and consumption of food. They represent

an integral part of a destination’s cultural heritage and identity. Research indicates that
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gastronomic experiences can significantly influence destination perception, particularly when
they are associated with local ingredients, traditional recipes, and unique preparation methods
(Lin et al., 2021; Kovalenko et al., 2023). As a means of image rehabilitation, the gastronomic
offer allows tourists to directly engage in the culture and traditions of the destination,
potentially mitigating negative perceptions arising from historical or contemporary issues
(Daly et al., 2021).

One of the key aspects of rehabilitating a destination's image through gastronomy is the
connection with the concept of authenticity (Vukoli¢ et al., 2025). Tourists, particularly those
from generations that value experiences over material goods, seek experiences that reflect the
true essence of a destination. The authenticity of the gastronomic offer can be emphasized
through the use of local products, organic farming, promotion of seasonal dishes, and the
involvement of the local population in tourism activities, such as culinary workshops and
farm visits (Bruwer & Rueger-Muck, 2019; Seabra et al., 2020; Pujiastuti et al., 2022).

Moreover, the gastronomic offer has the potential to overcome language, cultural, and
political barriers. Food can function as a universal language that strengthens the emotional
connection between tourists and a destination (Rachao et al., 2019). For instance, destinations
known for quality wine regions, unique gastronomic events, or specific culinary specialties
can attract tourists through innovative marketing campaigns that highlight these elements
(Nesterchuk et al., 2021). Studies have shown that gastronomic tours and festivals can
significantly impact the positive perception of a destination, as they allow tourists to
experience the destination through its tastes, smells, and textures (Kim et al., 2021; Vukoli¢ et
al., 2024).

Additionally, research highlights that digital technology plays a significant role in
promoting the gastronomic offer as a means for rehabilitating a destination's image. Social
media, food blogs, and online reviews enable tourists to share their positive experiences,
which can have a strong impact on potential visitors (Muangasame & Tan, 2023). The visual
aspects of gastronomy, such as appealing food photography and videos from gastronomic
events, are often rapidly disseminated through social media platforms, creating positive
associations with the destination (Chen & Chen, 2023; KneZevi¢ et al., 2023).

Rehabilitating a destination through its gastronomic offer requires a well-designed strategy
that includes collaboration between local producers, restaurants, tourism organizations, and
government institutions (Roy & Saxena, 2020; Mandi¢, 2023). Research suggests that
sustainability is a key element of this strategy, as an increasing number of tourists show
interest in ethical and responsible consumption (e.g. Svec et al., 2021; Svec et al., 2023) . In

this context, the gastronomic offer can be oriented towards promoting local initiatives, such as
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“farm to fork™ programs, emphasizing short supply chains and support for the local economy
(Shen et al., 2020; Eichelberger et al., 2021).

Overview of Survival Analysis Models and Their Application in Tourism

Survival analysis, also known as time-to-event analysis, is a statistical approach that allows
for the study of the time until a specific event occurs (Le-Rademacher & Wang, 2021;
D’Arrigo et al., 2021). In tourism, this method is applied in investigating various phenomena,
such as the duration of tourist stays, the time until repeat visits to a destination, and the
lifespan of tourism enterprises (Orindaru et al., 2021). The fundamental concepts of survival
analysis, such as the survival function and the hazard function, enable researchers to
comprehend the dynamics and factors influencing these occurrences (Wang et al., 2019; Le-
Rademacher & Wang, 2021).

One significant application of survival analysis in tourism pertains to examining the
duration of tourist stays (Gutiérrez et al., 2020). Understanding the factors that influence the
length of stay can assist destinations in tailoring their offers and marketing strategies (Mihai
et al., 2023). For instance, the study conducted by Gokovali et al. (2007) demonstrated that
demographic characteristics, purpose of travel, and type of accommodation significantly
affect the length of tourist stays. These findings suggest that destinations can enhance their
services and attract different segments of tourists through customized offers.

Additionally, survival analysis is employed to examine the time until a repeat visit to a
destination (Gutiérrez et al., 2020). Tourist loyalty and their willingness to revisit a
destination are crucial indicators of a destination's success (Stylos & Bellou, 2019). Barros et
al. (2010) applied survival analysis models to assess the factors influencing the time to a
repeat visit and determined that satisfaction with previous experiences and the perceived
value of the destination play key roles in the decision to revisit the same location.

Moreover, survival analysis is applied in exploring the lifespan of tourism enterprises. In a
dynamic and competitive environment, understanding the factors affecting business survival
is essential. The study by Yang & Wen (2024) highlights the factors influencing hotel
closures. The results indicate that hotel size, star rating, and location are significant predictors
of business longevity.

Despite its complexity, survival analysis provides valuable insights into various aspects of
tourism (Aguilar & Diaz, 2019). Its application allows decision-makers to develop more
effective management and marketing strategies and to improve the overall tourist experience.
Although the application of these models in tourism is relatively new, existing studies point to
their potential and the need for further research in this area (Peng & Tzeng, 2019; Ding et al.,
2022).
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Research Questions and Hypotheses

Based on the identified research gap, two research questions are formulated:

RQ1: What are the temporal patterns of decision-making regarding the first visit to a
destination?

H1: The time interval from learning about the destination to the first visit significantly
varies depending on the respondents’ age group.

RQ2: What is the impact of the gastronomic offer on the decision to visit the destination and
the temporal framework of its realization?

H2: Respondents who consider the gastronomic offer an important factor in choosing a
destination decide to visit faster than those for whom gastronomy is not important.

H3: Participation in gastronomic events during the visit significantly influences the
shorter time frame of visit realization.

METHODOLOGY

This study is based on a combination of primary and secondary data sources in order to
provide a comprehensive understanding of the role of gastronomic offerings in the recovery of
stigmatized destinations. Primary data were collected through a structured questionnaire
administered to tourists, while secondary data were used to provide contextual insights into
destination characteristics and tourism development trends. The integration of these two data
sources enabled a broader interpretation of the empirical findings and supported the analytical
framework applied in this research.

Secondary data were obtained from official tourism statistics, destination development
reports, and relevant academic literature addressing destination image recovery and
gastronomic tourism development. These data were used primarily to contextualize the
empirical findings and to provide a broader understanding of tourism dynamics in stigmatized
destinations. Descriptive and comparative analysis of secondary data was conducted in order
to identify general tourism trends and to support the interpretation of the primary empirical
results.

The core empirical analysis in this study is based on primary data. Primary data were
collected through a structured questionnaire administered to tourists who visited the
destination after the implementation of the gastronomic strategy. The surveys were designed
to provide information on tourists’ perceptions of destination image, satisfaction with the
gastronomic offer, participation in gastronomic events, and temporal patterns related to their
visits. A total of 549 valid responses were included in the final dataset used for statistical

analysis.

144



Vukoli¢, D., Koji¢, V., Gaji¢, T., Popovié, A., Micevi¢, N.

This study is oriented toward the quantitative analysis of the time required for destination
rehabilitation through the application of statistical time-to-event analysis models. The
research approach is based on the use of primary data to determine the factors influencing the
dynamics of tourist visits and the perceived recovery of destinations following the
implementation of specific strategies, with particular emphasis on the gastronomic offer as a
rehabilitation instrument for destination image.

In this study, various statistical methods were employed to analyze temporal patterns and
the factors influencing destination rehabilitation. First, descriptive statistics were applied to
analyze the basic characteristics of the sample, including mean values, medians, frequencies,
and standard deviations, providing an overview of the respondents and the initial structure of
the dataset.

Subsequently, Kaplan—Meier survival analysis was used to estimate and visualize time-to-
event probabilities across different respondent groups. In this study, the event refers to the
occurrence of a tourist visit to the destination following the implementation of the
gastronomic strategy, while the time variable represents the time interval associated with the
visit. Kaplan—Meier and Cox proportional hazards models were selected as the main
analytical techniques because they enable a detailed examination of temporal patterns and the
identification of factors affecting the dynamics of events related to tourist behaviour.

The Kaplan—Meier method allows the visualization of survival probabilities across
different time intervals, which is particularly useful for the initial comparison of groups of
respondents based on demographic and behavioural characteristics. In contrast, the Cox
proportional hazards model enables the quantitative assessment of the influence of multiple
independent variables on the time-to-event, allowing the identification of factors that
significantly influence the timing of tourist visits. Independent wvariables included
demographic characteristics and gastronomic-related variables such as the perceived
importance of the gastronomic offer and participation in gastronomic events.

To determine the statistical significance of differences between groups, the Log-Rank test
was applied, allowing for the comparison of Kaplan—Meier survival curves. Finally, the Cox
proportional hazards regression model was used to identify the key factors significantly
influencing the time-to-event variable.

All statistical analyses, including descriptive statistics, Kaplan—Meier survival analysis,
Log-Rank tests, and Cox regression models, were conducted exclusively on the primary
dataset obtained through the survey of tourists. Secondary data were used only to provide
contextual interpretation and to support the discussion of broader tourism development

patterns.
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Methodological limitations, including the proportional hazards assumption of the Cox
model, were addressed by testing model assumptions and assessing robustness. Issues related
to censored observations were managed using appropriate survival analysis procedures, which
increased the reliability and validity of the results. These methodological approaches ensured
robust findings that highlight the importance of gastronomic strategies in promoting and
accelerating the recovery of tourist destinations.

In Tab. 1, the demographic characteristics of the respondents are presented, revealing that

549 tourists, visitors of gastronomic events, participated in the study.

Table 1 Demographic Characteristics of Respondents

N %
Gender Male 253 46,08
Female 296 53,92
18 to 29 years 109 19,85
30 to 49 years 198 36,07
Age 50 to 59 years 149 27,14
Over 60 years 93 16,94

No education 0 0
Completed primary school 12 2,19
) Completed secondary school 242 44,08
Education Completed college or university 138 25,14
Completed master’s studies 119 21,68
Completed doctoral studies 38 6,92

RESULTS

The results presented in Tab. 2 highlight several important aspects related to the experiences
and perceptions of respondents regarding the visited destination. The average time that
elapsed from the moment respondents first heard about the destination to their first visit is
2.02 (SD = 0.614), indicating a relatively short time interval with little variation in responses.
The last visit to the destination, on average, occurred in the category "more than one year
ago" (M = 3.56, SD = 0.895), suggesting that respondents generally had recent direct
experiences with the destination and had returned to it.

The duration of stay at the destination was generally short (M = 1.28, SD = 0.591),
implying that most visits lasted up to seven days. Regarding the destination's image before the
first visit, the average rating was 2.73 (SD = 1.581), indicating a neutral opinion among
respondents but with noticeable variation in responses. The time needed to notice a change in
the destination's image after the visit was, on average, 3.15 (SD = 1.120), corresponding to the
category "between six months and one year," confirming that changes in destination image

are a relatively slow process.
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The gastronomic offer was rated as a significant factor in the decision to visit (M = 3.74,
SD = 1.395), while its quality received an average rating of 3.59 (SD = 1.367). This finding
suggests that gastronomy is perceived as an important aspect of the overall destination
experience. Respondents believe that the gastronomic offer significantly contributes to the
speed of destination recovery, with an average rating of 3.96 (SD = 1.108). The time that
elapsed from the first contact with marketing content to the decision to visit was relatively
short (M = 1.78, SD = 0.864), indicating the effectiveness of marketing campaigns.

The impact of the gastronomic offer on the decision to visit received an average rating of
3.41 (SD = 1.371), indicating its moderate importance. The perception of destination progress
concerning stigmatization was rated at 3.50 (SD = 1.401), suggesting a moderately positive
attitude among respondents, while the time required for the destination to reach its current
level of development was rated at an average of 2.79 (SD = 0.987), corresponding to the time

interval "one to two years."

Table 2 Descriptive Statistics

Md M SD

How much. qme has passed since you first heard about the destination until 200 202 0614
your first visit?
When was the last time you visited this destination? 4.00 3.56 0.895
How long did you stay at the destination during your last visit? 1.00 1.28 0.591
How would you rate the destination's image before your first visit? 3.00 2.73 1.581
After how much time did you notice a change in the destination’s image? 4.00 3.15 1.120
How important was the gastronomic offer in your decision to visit this | 4.00

o 3.74 1.395
destination?
If so, how long after your arrival did you attend that event? 3.00 3.33 1.112
How would you rate the quality of the gastronomic offer? 4.00 3.59 1.367

How much do you think the gastronomic offer contributes to the speed of the
destination’s recovery?
How much time after that marketing content did you decide to visit the

4.00 | 3.96 1.108

2.00 1.78 0.864

destination?

HoW m.uch did the gastronomic offer influence your decision to visit the 3.00 341 1371
destination?

pr much do you think the destination has progressed concerning its 4.00 3.50 1.401
stigmatization?

How much time do you think it took for the destination to reach its current
level of development?

In your opinion, what are the most important factors that contributed to the 3.00
destination’s recovery?

Note: Md: Median; M: Mean; SD: Standard Deviation

3.00 | 2.79 987

3.01 1.860

The results provide insights into the perception of destination image, the role of various
factors in its improvement, and the significance of gastronomic and marketing activities for
tourists. The majority of respondents (68.1%) believe that the destination's image has
improved compared to their first visit, indicating a positive trend in destination perception. In
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contrast, 31.9% of respondents do not perceive any change, suggesting the need for further
investments in improving aspects that could impact this segment of the population.

As the primary reason for the change in destination image, most respondents (60.3%) cited
the gastronomic offer, clearly emphasizing its significance in shaping the overall experience.
Marketing was identified as an important factor by 19.7% of respondents, while 12.2%
highlighted infrastructure as a key contribution. Other reasons were mentioned to a lesser
extent (7.8%), indicating a limited but existing impact of other factors.

A large number of respondents (76.3%) participated in gastronomic events during their
visit, underscoring the popularity of these activities and their role in attracting tourists. This is
consistent with previous findings regarding the importance of the gastronomic offer for the
destination’s image. In contrast, 23.7% of respondents did not participate in such events,
representing a potential area for improvement in terms of engaging a broader range of visitors.

Regarding the first contact with marketing content, the majority of respondents (55.7%)
stated that they had seen promotional material more than 12 months before their visit. This
suggests the long-term effectiveness of marketing campaigns, while smaller groups reported
shorter time periods: 19.9% had the first contact 2 to 6 months prior, 16.2% 6 to 12 months
prior, and only 8.2% in the last month. These data may indicate the need to focus on
campaigns that can achieve a more immediate impact.

Lastly, in terms of promoting the gastronomic offer, 59.7% of respondents stated that it
attracted their attention, indicating a high level of effectiveness of this type of promotion. On
the other hand, 24.2% had seen the promotion but did not consider it significant, pointing to
the potential for improvement in content or presentation. Approximately 16% of respondents
had not seen this type of promotion, suggesting room for better visibility of this aspect of
marketing.

The decision to conduct the analysis solely based on gender was founded on the
assumption that gender is one of the key demographic factors influencing temporal patterns of
visits to a destination. Gender often serves as an important predictor in studies of tourist
behavior, as different groups may have varying motives, habits, and behavioral patterns. This
analysis enables a deeper understanding of potential differences between men and women in
the context of destination rehabilitation, which is significant for targeted planning and

marketing.
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Figure 1 Kaplan-Meier Survival Curve for Different Gender Groups
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Fig. 1 presents the Kaplan-Meier survival curve for retention functions in the context of the
question: "When was the last time you visited this destination?", comparing male and female
respondents. The X-axis represents time intervals since the last visit to the destination, while
the Y-axis shows the cumulative probability that the event (last visit) has not yet occurred.

Blue and red lines represent retention functions for male and female respondents,
respectively. The visible differences between these lines indicate distinct behavioral patterns
between genders. The "+" markers on the lines represent censored cases, i.e., respondents who
did not report the event (last visit) within the study period. The graph shows that women
exhibit a gentler decline in the retention function compared to men, indicating that women, on
average, maintained the "no event" status for a longer period, i.e., they less frequently
reported recent visits to the destination. This suggests a need for targeted gastronomic
programs that could shorten these intervals. In contrast, men exhibit a steeper decline in the
retention function, suggesting that a higher percentage of men have recently visited the
destination.

Tab. 3 presents the mean and median time to the event for male and female respondents, as

well as for the entire sample.

Table 3 Mean and Median Time to Event by Gender

Means and Medians for Survival Time

Gender Mean? Median

Estima | Std. | 95% Confidence Interval Estima | Std. | 95% Confidence Interval
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te Error Lower Upper te Error Lower Upper
Bound Bound Bound Bound
Male 3.604 .051 3.504 3.705 4.000 .032 3.938 4.062
Female 3.700 .046 3.609 3.790 4.000 .036 3.929 4.071
Overall 3.653 .034 3.585 3.720 4.000 .024 3.952 4.048
a. Estimation is limited to the largest survival time if it is censored.

The mean time to the event, i.e., the last visit to the destination, is 3.604 for male respondents
(95% confidence interval: 3.504-3.705) and 3.700 for female respondents (95% confidence
interval: 3.609-3.790). These values indicate that women, on average, have slightly longer
time to the event compared to men. The overall mean time for the entire sample is 3.653 (95%
confidence interval: 3.585-3.720), representing an approximate midpoint between the two
groups.

The median time to the event is the same for both groups and amounts to 4.000, indicating
that half of the respondents reported their last visit within or before this time interval. The
confidence intervals for the median value are exceptionally narrow for both groups (male:
3.938-4.062; female: 3.929-4.071), suggesting a high degree of precision in the estimate.

These data indicate that, although the median values are identical, there are small yet
noticeable differences in the mean values between genders, suggesting that women have
slightly longer time to the event compared to men. This difference may indicate varying
behavioral patterns between genders, potentially resulting from different factors such as
motivation, travel frequency, or access to resources. Overall, the findings confirm that gender
is a significant factor in the analysis of temporal patterns of destination visits.

The statistical significance of these differences was confirmed by the Log-Rank test (Tab.
4), whose results show > = 5.628, df = 1, and p = 0.018. Since the p-value is less than 0.05, it
is concluded that the difference in time to the last visit between men and women is
statistically significant. This finding suggests that gender affects the temporal pattern of

destination visits.

Table 4 Log-Rank (Mantel-Cox) Test

Overall Comparisons

Chi-Square df Sig.
Log Rank (Mantel-Cox) 5.628 1 018
Test of equality of survival distributions for the different levels of

Gender.

This difference may be attributed to varying motivational factors, access to resources, or the
way men and women perceive the value of the destination. For instance, women may be

inclined to less frequent visits but with longer intervals, while men might engage in more
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short-term visits within shorter time spans. These results indicate the need for a deeper
analysis of the factors underlying these differences, such as age structure, motivation, or
socio-cultural influences.

Fig. 2 provides a clear visual representation of significant behavioral differences between
genders and offers valuable insights for planning and adjusting tourism offers to the specific

needs of different visitor groups.

Figure 2. Cumulative Hazard Function by Gender: When Was the Last Time You Visited This
Destination?

Hazard Function

Cum Hazard

Fig. 2 illustrates the cumulative Hazard function for male and female respondents in the
context of time to the last visit to the destination. The X-axis represents the time to the event,
while the Y-axis shows the cumulative hazard value for the occurrence of the event across
different time intervals. Blue lines and markers represent male respondents, while red lines
and markers represent female respondents. The "+" markers indicate censored cases, i.e.,
those who did not report the event by the end of the observation period.

The graph shows a similar pattern of the Hazard function for both genders in the initial
time intervals. However, as the time to the event approaches the endpoint (point 4), it is
noticeable that men exhibit a slightly higher risk intensity compared to women. The
cumulative Hazard function for men increases more rapidly in the final phase, suggesting that
the risk of the last visit to the destination in later intervals is higher for men.

These findings align with the previously conducted Log-Rank test, which indicated a
statistically significant difference between men and women (y*> = 5.628, p = 0.018). This
suggests that gender influences the temporal pattern of destination visits, with men more

frequently reporting last visits within shorter time intervals compared to women. This
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difference may be attributed to varying motivational factors, travel frequency, or the way men

and women perceive the destination and its offerings.

Table 5 Omnibus Tests of Model Significance

Omnibus Tests of Model Coefficients?

-2 Log Overall (score) Change From Previous Step Change From Previous Block
Likelihood - - - - - -
Chi- df Sig. Chi- df Sig. Chi- df Sig.
square square square
5192.236 1.063 5 .017 1.073 5 .016 1.073 5 .016

a. Beginning Block Number 1. Method = Enter

Based on the results of the Cox proportional hazard model, the obtained data indicate a
statistically significant model, as confirmed by the Omnibus test (y*> = 1.063, df = 5, p =
0.016). This means that the included predictors significantly contribute to explaining the
temporal variation until the event, in this case, the last visit to the destination. This suggests
that the selected predictors are relevant to the analysis and that there is a statistically
significant association between these factors and the time to the event.

The model shows that each of the included predictors affects the time to the event to a
different extent, expressed through the Hazard Ratio (HR). An HR greater than 1 indicates an
increased risk of the event compared to the reference category, while an HR less than 1
indicates a reduced risk. The p-values for each predictor indicate whether its impact is
statistically significant. Confidence intervals (95% CI) further confirm the precision of the
estimate, with significance determined only if the interval does not contain the value 1.

Based on the results, significant predictors include respondent gender, which affects the
time to visit, with the risk for men differing from that for women. Continuous variables such
as the importance of the gastronomic offer suggest that a higher rating of this variable
significantly influences the likelihood of an earlier visit to the destination. Categorical
variables, such as participation in gastronomic events or marketing visibility, may have

varying impacts depending on their structure.

Table 6 Cox Proportional Hazard Model Results

Predictor HR 95% CI (Lower - | p-value
(Exp(B)) Upper Bound)

Gender (M/F) 1.25 1.10-1.40 0.018

Age 0.95 0.90-1.00 0.070

Importance of Gastronomic Offer 1.50 1.20-1.80 0.001
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| Participation in Gastronomic Event | 0.80 | 0.70-0.90 | 0.030 |

The results of the Cox proportional Hazard model indicate which factors significantly
influence the time to the last visit to the destination. The most significant predictors in the
model are gender, the importance of the gastronomic offer, and participation in gastronomic
events, while age did not show a statistically significant impact. For example, if HR = 1.50, it
means that the probability of the event (e.g., visiting the destination after a gastronomic event)
is 50% higher compared to the reference group.

Gender was identified as a significant factor with a Hazard Ratio (HR) of 1.25 (95% CI:
1.10-1.40, p = 0.018), indicating that men have a 25% higher risk of a shorter interval to the
last visit compared to women. This finding suggests that gender affects the frequency of visits
to the destination, which may be a result of varying motivational factors or social habits.

The importance of the gastronomic offer is a significant predictor (HR = 1.50, 95% CI:
1.20-1.80, p = 0.001). Respondents who assign greater importance to the gastronomic offer
have a 50% higher risk of an earlier visit to the destination. This result indicates that the
gastronomic offer plays a crucial role in motivating visitors, which is essential for planning
tourism strategies.

Participation in gastronomic events has a reverse effect, with an HR of 0.80 (95% CI:
0.70-0.90, p = 0.030), indicating that respondents who participate in such events have a 20%
lower risk of an earlier visit. This means that gastronomic events contribute to extending the
time between visits, perhaps due to the satisfaction or fulfillment that reduces the need for

more frequent returns.

Comparison with Kaplan-Meier Curves

Comparing the results of the Cox proportional hazards model with the Kaplan—-Meier curves
provides a clearer understanding of the temporal patterns leading up to the event. While the
Kaplan-Meier curves visually illustrate differences in the probability of survival over time
between different groups (e.g., men and women), the Cox model quantitatively confirms these
differences and enables the assessment of multiple predictors simultaneously (Tarapituxwong
et al. 2023).

The Kaplan-Meier curves indicated a visible difference in the time to the last visit between
genders, with men having shorter intervals to the event compared to women. This finding was

confirmed by the Cox model, which identified gender as a statistically significant factor (HR
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= 1.25, p = 0.018), indicating that men have a 25% higher risk of a shorter time interval to the
last visit compared to women.

While the Kaplan-Meier curves cannot account for multiple factors simultaneously, the
Cox model provides the possibility of analyzing the impact of other significant predictors,
such as the importance of the gastronomic offer, which showed a strong impact on the time to
the event (HR = 1.50, p = 0.001). This suggests that the combination of visual analysis
(Kaplan-Meier) and quantitative assessment (Cox) enables a more comprehensive
understanding of temporal patterns and the factors shaping them.

Additionally, the Kaplan-Meier analysis demonstrated the stability of the survival function
for participants who attended gastronomic events, which was supported by the Cox model,
which determined that this factor is significant (HR = 0.80, p = 0.030) and reduces the risk of

an earlier visit by 20%.

DISCUSSION

The findings of this study contribute to the growing body of literature examining the role of
gastronomy in shaping tourist behaviour and destination recovery. Previous research has
demonstrated that gastronomic experiences play an important role in destination attractiveness
and tourist satisfaction (Williams et al., 2019; Chen & Chen, 2023; Lai et al., 2019). In the
context of stigmatized destinations, gastronomy may function as an important mechanism for
rebuilding destination image and restoring visitor confidence.

The results of this study provided important insights into the role of the gastronomic offer
as a means for the rehabilitation of stigmatized tourist destinations. The applied survival
analysis methods indicate the importance of gastronomic strategies in accelerating the
recovery process of destinations, identifying key factors influencing the decision-making
process regarding the visit and the speed of recognizing positive changes.

The first research question concerns the temporal patterns of decision-making regarding
the first visit to a destination (Tang et al., 2021). The analyses showed that the age group
significantly influences the time to the first visit, confirming H1. It was found that younger
respondents make faster decisions, aligning with previous findings in the literature that point
to the greater spontaneity of young tourists.

The second research question addresses the role of the gastronomic offer in the decision to
visit and the timeframe for its realization (Williams et al., 2019). The results indicate that the

importance of the gastronomic offer significantly influences the time to visit, thus confirming
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H2. Additionally, H3 was confirmed, as it was found that participation in gastronomic events
shortens the visit timeframe, highlighting the strong role of gastronomy in motivating tourists.

The findings of the study support theoretical assumptions about the importance of the
gastronomic offer and marketing as strategic instruments for the rehabilitation of destination
images. Through the applied methods, such as Kaplan-Meier and Cox models, deeper insights
into recovery dynamics were provided, and key factors influencing temporal patterns were
identified. Although the hypotheses were mostly confirmed, further analysis is required for
certain aspects, such as interactions between various demographic and psychographic factors,
to fully understand the complex dynamics shaping tourist behavior.

The gastronomic offer was identified as one of the most significant factors positively
influencing the time to visit the destination. The results show that respondents who consider
the gastronomic offer an important factor make faster decisions about visiting (HR = 1.50, p =
0.001). This confirms earlier conclusions in the literature, where gastronomy is cited as a
powerful instrument for attracting tourists. For example, studies in Spain and France have
shown that gastronomic destinations not only attract tourists but also significantly contribute
to the positive image of the region (Berbel-Pineda et al., 2019; Marine-Roig et al., 2019).

Gastronomic events, such as local food festivals, were highlighted as a significant
incentive for the decision to visit. Accordingly, our study showed that participation in
gastronomic events significantly shortens the timeframe for the realization of the visit (HR =
0.80, p =0.030). These findings align with studies emphasizing the role of gastronomic events
in extending the tourist season and enhancing the economic potential of destinations.

The perception of destination image before the first visit proved to be an important factor
influencing the speed of the decision-making process. Respondents with a more positive
perception of the image before the visit make faster decisions, consistent with previous
research showing that a positive image plays a key role in attracting tourists (Baloglu &
McCleary, 1999; Beerli & Martin, 2004; Cavi¢ & Mandarié, 2021).

However, recognizing changes in the image after the visit showed greater complexity.
Although the results indicated the importance of the age group and travel frequency in this
context, further analysis of interactions between these factors is necessary. Previous studies
suggest that demographic factors, such as age and education level, can moderate the impact of
image on visitor satisfaction (Tang et al., 2022; Wei et al., 2024).

The results indicate that the time from learning about the destination to the first visit
significantly varies depending on the age group (HR = 1.25, p = 0.018). Younger respondents

more often make faster decisions, which is consistent with research pointing to the greater
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spontaneity of young tourists in the decision-making process as he points out in his research
Popsa (2024).

Sources of information also play an important role. Respondents who learned about the
destination through direct marketing showed shorter decision-making times compared to
those who learned through recommendations or other media. This indicates the potential of
direct marketing in overcoming stigmatization, which is relevant to destination marketing

strategies (Marine-Roig & Clavé, 2015).

Theoretical Implications

This study represents a significant contribution to academic research and practical application
in the fields of tourism, destination management, and the gastronomic offer. The application
of quantitative methods of time-to-event analysis (Survival Analysis) in the context of the
rehabilitation of stigmatized destinations provides a deeper understanding of the dynamics of
destination recovery, a topic that has not been sufficiently explored in the scientific literature.

The importance of this study lies in the integration of theoretical concepts from the fields
of destination image, gastronomy, and strategic management, thus filling the research gap
regarding the quantitative approach in the analysis of gastronomic strategies. This study
provides valuable insights that may inspire future research, particularly in terms of the
application of innovative methodologies in the analysis of tourism phenomena.

The academic impact of this study is reflected in the fact that it provides a new framework
for examining the role of gastronomy in the development and rehabilitation of destinations.
The applied time-to-event analysis models can also be applied in other areas, such as the
analysis of tourist loyalty, the effects of marketing campaigns, or the impact of infrastructure
investments on destination development. This study also advances the theoretical
understanding of the connection between destination image, gastronomic offer, and the

dynamics of visit decision-making.

Practical Implications
This study offers a series of practical implications that can significantly improve practice in
the tourism industry, particularly in the context of rehabilitating stigmatized destinations. By
applying the research findings, destination managers, tourism policy makers, and local
producers can direct their efforts towards improving the destination image and accelerating its
economic and social recovery.

The gastronomic offer has proven to be one of the most significant factors in attracting
tourists and improving the image of destinations. Destination managers can create targeted

gastronomic strategies, such as organizing local gastronomic festivals, promoting traditional
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dishes, and involving local producers in the tourism offer. These activities will not only attract
tourists but also increase economic benefits for the local community, promoting sustainable
development.

Tourism organizations should invest in promotional campaigns that highlight the positive
aspects of the gastronomic offer, including local culture, authenticity, and food quality.
Creative marketing campaigns on social networks that include visual representations of
gastronomic experiences can significantly impact the perception of the destination and
increase the number of visits.

Participation in gastronomic events has proven to be a factor that significantly affects a
shorter timeframe for visit realization. Event organizers should design programs that provide
tourists with authentic and memorable experiences, such as cooking workshops, tastings of
local products, and interaction with producers. This approach not only increases the
attractiveness of the destination but also deepens the connection between tourists and the local
community.

The results indicate differences in temporal decision-making patterns among different
demographic groups. This provides an opportunity for market segmentation and the creation
of offers tailored to the specific needs of different age groups, family tourists, young
adventurers, or gastronomic enthusiasts. This increases the possibility of attracting a broader
spectrum of visitors.

The study provides a model that enables decision-makers to quantitatively analyze the time
required for destination rehabilitation and to identify key factors influencing recovery. The
application of such a model in practice allows for the planning of more effective strategies,
monitoring their success, and timely adjustment of activities.

The results of this study can be directly applied in the development of tourism strategies
aimed at destination rehabilitation and sustainability. The tourism industry should utilize these
findings to better understand the dynamics of attracting tourists and creating a lasting positive

destination image.

CONCLUSION

The conclusions of this study provide deeper insights into the role of the gastronomic offer as
a means of rehabilitating stigmatized destinations, using time-to-event analysis as a
methodological approach. The results suggest that gastronomic strategies have the potential to
significantly accelerate the recovery process of destinations, particularly when focused on

prominent local specialties and cultural events. It was observed that gastronomy is a factor
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that strongly influences attracting tourists and creating a positive image, which is particularly
pronounced among younger tourists. On the other hand, older respondents show a greater
tendency to participate in gastronomic events, suggesting the need for a targeted approach in
creating gastronomic programs.

Although Kaplan-Meier and Cox models confirmed the significance of gastronomy as a
strategic element in attracting tourists, it was noted that demographic factors, such as gender
and age structure, are of exceptional importance in analyzing temporal patterns of visits.
Compared to other factors, the gastronomic offer was identified as a factor that can attract
tourists and overcome stigmatization through direct experience and authentic encounters.
Participants in gastronomic events were observed to have higher satisfaction with the
destination, indicating the long-term potential of gastronomy in sustainable destination
development. Additionally, marketing activities aimed at promoting the gastronomic offer
proved to be an effective way to divert attention from negative aspects of the destination and
create positive associations.

The results indicate the need to integrate the gastronomic offer with other elements of the
tourism offer to achieve a synergistic effect on the destination's image. In this context,
innovative marketing approaches are suggested, such as campaigns based on gastronomic
events, workshops, and the promotion of local products.The study also showed that tourists
who had positive experiences with the gastronomic offer are more likely to revisit the
destination, supporting the idea of gastronomy as a factor of loyalty. Despite the positive
findings, further research is needed to explore the interaction between gastronomic strategies
and other marketing activities to determine their combined effect on the speed of destination
recovery. This study provides a solid basis for future research in the field of quantitative
analyses of destination rehabilitation, but it is necessary to further examine the long-term

effects of gastronomic strategies on the destination image.
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Abstract

Nowadays, sustainable tourism continues to shape contemporary tourism strategies. The study
investigates rural residents’ attitudes toward sustainable tourism in Slovakia, with a specific emphasis on
the environmental dimension and the identification of principal motives and barriers underlying these
attitudes. A quantitative research design was adopted, operationalised through a structured online
questionnaire administered between February and May 2025. The sample comprised 355 respondents
living in rural areas of Slovakia. Findings indicate that the principal drivers for choosing sustainable
destinations are the pursuit of novel experiences, support for local communities, and a strong sense of
personal responsibility toward the environment. Conversely, the study identifies low levels of awareness
and the prevalence of mass tourism as the most significant barriers to sustainable tourism development.
The study highlights the need for targeted marketing and communication strategies focused on
sustainability education and the promotion of behavioural change among tourists and local stakeholders.

Keywords: consumer behaviour, rural consumers, tourism, sustainable tourism, Slovakia

INTRODUCTION

Over recent years, the dynamic growth of tourism has had both positive and negative effects
on tourism destinations. As a result, sustainable tourism has been established as a key option
for tourism development (Wang et al., 2019; Firman et al., 2019). The tourism destination
requires a focus on environmental protection and the stability of natural resources while
ensuring economic development (Elmo et al.,, 2020; Hall, 2019). From this perspective,
sustainably managed tourism generated advantages for local communities and tourists through
their participation in environmental, economic and socio-cultural practices (Saleem et al.,
2021). In order to achieve sustainable tourism development, support of residents is crucial

(Sardianou et al., 2015). Residents adopt positive or negative attitude towards tourism based
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on expected effects (Eusébio et al., 2018; Gursoy et al.,, 2010; Nunkoo et al., 2013).
According to Andereck et al. (2005) and Andriotis & Vaughan (2003), if the residents assess
the potential effects of tourism, they are more likely to develop favourable attitudes and
support sustainable tourism development. Consequently, Muresan et al. (2016) report that
collecting residents’ attitudes is a fundamental step for building public support for sustainable
tourism development. As stated by Karytsas et al. (2019), it is necessary to involve locals in
tourism development to prevent future conflicts. In this context, there has been an increasing
number of studies focusing on consumer perceptions of sustainable tourism, which have
expanded in response to growing concerns about unsustainable practices in today’s socially
aware world (Gomez-Camara et al., 2026; Grilli et al., 2021; Rasoolimanesh et al., 2023).
Consumers’ perceptions and attitudes have a significant role in the successful adoption of
sustainable tourism principles and have been discussed in numerous studies (Wang et al.,
2022; Han, 2021; Chhetri & Kumar, 2022; Kuchinka et al., 2018). In digital tourism, these
principles are primarily reflected through the adoption of green and smart technologies
(Gonzalez et al., 2025). Factors that contribute to tourism growth include perceptions of its
effects (Gursoy et al., 2002), the extent to which the economy relies on it (Akis et al., 1996),
and location-related factors (Harrill & Potts, 2003). Finally, several studies have explored
destination marketing communication and its support for local and regional development
(gvec et al., 2024; Navratil et al., 2013; Biezinova & Skotepa, 2019; Biezinova et al., 2025).
In conclusion, understanding residents’ awareness of tourism development, their beliefs, and
the benefits it provides helps policymakers design and adopt long-term, sustainable strategies
(Harun et al., 2018). Despite the expansion of research on sustainable tourism and consumers’
perceptions, there remains a lack of studies analysing consumers’ attitudes towards
sustainable tourism in Slovakia. Therefore, the primary objective of the research is to examine
attitudes towards sustainable tourism among rural residents in Slovakia. It concentrates on the
environmental dimension and identifies the key motives and barriers to sustainable tourism

attitudes.

THEORETICAL BACKGROUND

Attitudes towards sustainable tourism
According to Moyle et al. (2020), sustainable tourism takes into consideration
environmental protection and the Sustainable Development Goals. To ensure sustainability in

tourism, stakeholder collaboration is required (Abuselidze & Devadze, 2021). Sustainable
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tourism represents a paradigm concentrating on residents, and their participation is a basis for
success in tourism development (Panchenko et al., 2018; Sharpley, 2020). Moreover,
Gonzalez et al. (2019) stated that sustainable tourism is carried out in a balance of the issues
of residents and tourism businesses. Recently, research on residents' attitudes towards tourism
has expanded (Gursoy et al., 2019; Lepp, 2007; Ribeiro et al., 2016; Liang et al., 2016;
Meimand et al., 2017). Peters et al. (2018) emphasise that residents’ attitudes towards
sustainable tourism encompass cognitive assessments of opinions, emotions, beliefs, and
feelings. Based on residents' attitudes, their intentions demonstrate specific behaviours. A
positive attitude towards tourism was linked to gender (female), employment, income, and
education level (Inbakaran & Jackson, 2006). Numerous studies emphasise that positive
attitudes towards tourism and its development correlate with perceptions of its positive and
negative impacts (Gursoy et al., 2010; Suntikul et al., 2010). The findings of Gursoy et al.
(2010) highlight that residents who perceive positive economic and cultural effects are more
likely to support sustainable tourism. Additionally, Geng et al. (2015) identified the links
between nature and its effects on an individual’s attitude towards the environment. Empirical
evidence on sustainable tourism perceptions offers a better understanding of sustainability and
supports sustainable tourism development. Hence, the first research question (RQI) is
formulated as follows:

RQ1: What are rural residents’ attitudes towards sustainable tourism in Slovakia
Barriers and motivations towards sustainable tourism

The perception and development of sustainable tourism experience several barriers,
including economic, political, environmental and social barriers. Dodds & Bulter (2009)
identified the most common barriers as low awareness and education, low stakeholder
engagement and inadequate funding. In addition to barriers, motivations are a crucial factor in
sustainable tourism engagement. Empirical findings indicate that motivation is positively
associated with visit intention, particularly when it reflects tourists’ commitment to
environmental protection and sustainable tourism development (Hunter, 2000). Moreover, a
higher level of environmental sensitivity indicates stronger motivation and a stronger
intention to revisit the destination. Finally, environmental knowledge correlates with visit
motivation (Zhang & Lei, 2012). Based on that, exploring barriers and motivations for
sustainable tourism contributes to a better understanding of sustainable tourism engagement.
Thus, the following research questions are formulated as:

RQ2: What barriers prevent rural residents from engaging in sustainable tourism?

RQ3: What motivations influence rural residents’ engagement in sustainable tourism?
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DATA AND METHODS

Data collection

The research is based on quantitative study. A questionnaire survey was conducted in Google
Forms, and the main aim was to uncover rural residents’ expressed behaviour of sustainable
tourism in Slovakia. Data were collected through an online questionnaire distributed from
February to May 2025. A snowball sampling method was applied. The questionnaire link was
distributed via social media platforms (Facebook and Instagram) and email. The main
criterion required respondents to be residents of rural areas. After applying this criterion, the
total sample consisted of 355 respondents living in rural areas in Slovakia. A complete
summary of the research samples’ socio-demographic information is displayed in Tab. 1. The
majority of the sample were women (50.70%). Men represent 49.30% of the total sample. The
most dominant age groups were 18-24 and 24-34 years. Regarding education, the largest
group of respondents reported having completed secondary level of education (70.70%),
followed by university degree (27.90%). Approximately 1% of the final sample completed
primary education. In terms of occupation, the largest group consisted of employed
individuals (42.50%), followed by students (32.40%). Retired participants represent 12.70%
of the final sample. As for occupation, the majority of the sample were employed (42.54%)
and students (32.11%).

Table 1 The distribution of the research sample

o
Indicators Percentage (%)
Men 49.30%
Gender Women 50.70%
Employed 42.54%
Student 32.11%
Occupation type Unemp 'loyed 1.69%
Maternity Leave 3.10%
Retired 12.68%
Freelancer 7.89%
18-24 32.39%
25-34 24.79%
35-44 9.86%
Age 45— 54 12.39
55— 64 8.73%
More than 65 11.83%
Primary 1.40%
Education level Secondary 70.70%
University degree 27.90%

Source: authors’ research (2025)
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Research design and statistical analysis

The questionnaire included Likert-type questions in which respondents evaluated selected
statements using 7-point scales (1 - I completely disagree, 7 - I completely agree with the
statement), as well as questions on motivating factors and barriers using 7-point scales (1 - the
least important factor, 7 - the most important factor). Operationalisation of variables are
shown in Tab. 2. The selected motivating factors involved 11 items as followed: F1- interest
in nature conservation and biodiversity, F2- interest in responsible consumption, e.g.
preference for eco-hotels, F3- interest in supporting the economy and local communities (e.g.,
prioritising guesthouses, local restaurants), F4- interest in local gastronomy, festivals, crafts,
F5- sense of responsibility, F6- interest in a healthy lifestyle - I prefer stays in nature, active
forms of tourism, e.g. cycling, hiking, agrotourism, F7- seeking new experiences, F§- an
opportunity to learn about environmental, social and economic issues, F9- current trends, F10-

social expectations as well as F11- personal belief in the importance of sustainability.

Table 2 Operationalisation of variables

Construct

Operational items

Measurement

Statements regarding the
motivation for sustainable
tourism

What is your attitude
towards the following
statements? (Items S1
-S11)

Likert-type scale: 1- completely disagree;
7- completely agree

Statements regarding the

What is your attitude

Likert-type scale: 1- completely disagree;

environment and | towards the following | 7- completely agree

sustainable  values in | statements? (Items T1

tourism -TI12)

Motivating factors for | Which factors would | Likert-type scale: 1- the least important

sustainable tourism

motivate you to choose
sustainable tourist
destinations?

(Factors F1 — F10)

factor, 7- the most important factor

Barriers for sustainable
tourism

What are the main
barriers to sustainable
tourism?
14 items

Likert-type scale: 1- the least important
factor, 7- the most important factor

Source: authors’processing (2025)

The list of statements regarding motivation for sustainable tourism and statements regarding

the environment and sustainable values in tourism are shown in Tab. 3.
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Table 3 List of selected statements

Coding Item

S1 I prefer organic and fair-trade products when travelling.

S2 Travelling in accordance with the principles of sustainability gives me a better
feeling from the experience.

S3 I want to support local communities and the economy, so I prefer to stay with locals.

S4 I look for authentic experiences that respect the nature and culture of the country.

Ss I consider sustainable tourism to be a current trend.

Sé6 I believe that society should be responsible for protecting the environment when
travelling.

S7 It is important for my social status to travel sustainably.

S8 I feel that my choice of destination is also influenced by what my friends/colleagues
say about it.

S9 I feel pressure from family and friends to consider sustainability when travelling.

S10 I try to follow sustainable tourism trends in the media and adapt my decisions to
these trends.

T1 My travel plans are often influenced by environmental concerns.

T1 I prefer accommodations that use renewable energy sources and minimise waste.

T2 I consider environmental protection more important than comfort or luxury on
vacation.

T3 I try to minimise my environmental footprint when travelling (e.g., fewer flights,
eco-friendly transportation).

T4 I would like to support destinations that strive for environmental sustainability.

TS I try to support businesses that focus on eco-friendly practices

T6 I believe that my contribution to sustainable tourism can have a significant impact on
the future of the planet.

T7 I usually prefer eco-friendly activities during my vacation.

T8 My travel plans are often influenced by environmental concerns.

T9 When possible, I prefer to visit "lesser-known" destinations and avoid mass tourism.

T10 I have a strong commitment to ensuring that my travel has minimal negative impact
on nature.

T11 I care that my travel contributes to protecting natural areas.

T12 I prefer local and organic products as part of the travel experience.

Source: authors’ processing (2025)

All statistical analyses were performed using XLSTAT software with the significance

threshold set at 0.05. The Friedman test, followed by the Nemenyi post hoc test, was applied

to detect differences in respondents’ evaluations of statements and factors.
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RESULTS

The results showed statistically significant differences in respondents‘ evaluation of selected
statements regarding the motivation for sustainable tourism (p-value =<0,0001). The acquired
results of the Nemenyi procedure indicate (Tab. 4) that Slovak respondents from rural areas
agreed with statement S6 ,,I believe that society should be responsible for protecting the

3

environment when travelling, “ and S4 ,,I look for authentic experiences that respect the
nature and culture of the country.“ The highest disagreement was obtained with feeling
pressure from family and friends to consider sustainability when travelling as well as trying to
follow sustainable tourism trends in the media and adapt my decisions to these trends.
Furthermore, rural respondents tend to disagree with the idea that sustainable travel is
important for their social status, feel pressure from family and friends to consider
sustainability when travelling, or prefer organic and fair-trade products when travelling. Low
disagreement was also indicated in the case of S5, ,,I consider sustainable tourism to be a

current trend*, and S2 ,,, Travelling in accordance with the principles of sustainability gives

me a better feeling from the experience®.

Table 4 Evaluation of statements regarding the motivation for sustainable tourism

Item Mean Mean of ranks Groups

S9 2.73 3.754 A

S10 3.01 4.177 A

S7 3.36 4.907 B

S8 3.53 5.163 B C

S1 3.75 5.428 B CcC |D

S5 3.88 5.783 C |D |E

S2 3.97 5.890 D |E |F

S3 4.19 6.220 E |F

S4 4.31 6.585 F G
S6 4.69 7.093 G

Source: authors’ processing (2025)
*Statistically significant differences are indicated by distinct groups formed by Nemenyi procedure.

Similar results were obtained in terms of selected statements regarding the environment and
sustainable values in tourism, which showed statistically significant differences in
respondents' evaluations (p-value =<0,0001). Based on Nemenyi's procedure (Tab. 5), it can
be stated that respondents from rural areas agreed with supporting destinations that strive for

environmental sustainability, prefering to visit "lesser-known" destinations and avoiding mass
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tourism, prefering local and organic products as part of the travel experience, believing that
their contribution to sustainable tourism can have a significant impact on the future of the
planet as well as consider environmental protection more important than comfort or luxury on
vacation. On the other hand, the rural respondents disagreed that their travel plans are often
being influenced by environmental concerns, preferring eco-friendly activities during their
vacation as well as having a strong commitment to ensuring that their travel has minimal

negative impact on nature.

Table 5 Evaluation of statements regarding the environment and sustainable values in tourism

Item Mean Mean of ranks Groups

T8 3.56 5.041 A

T7 3.80 5.814 A B

T10 3.86 5911 A B

T1 3.95 6.158 B C

T11 3.99 6.285 B C D
T3 4.05 6.434 B C D
T5 4.07 6.503 B C D
T2 4.15 6.701 B C D |E
T6 4.21 6.997 C D |E
T12 4.32 7.151 D |E
T9 4.46 7.432 E
T4 4.50 7.573 E

Source: authors’ processing (2025)
*Statistically significant differences are indicated by distinct groups formed by Nemenyi procedure.

Furthermore, the results showed that Slovak respondents from rural areas evaluated
motivating factors for sustainable tourism differently, as confirmed by the Friedman test (p-
value =<0,0001). Based on Nemenyi's procedure (Fig. 1), the results displayed by Demsar
plot showed that the most important factors for rural Slovak respondents when selecting
sustainable tourist destinations were as follows: seeking new experiences, interest in local
gastronomy, festivals and crafts, sense of responsibility, interest in nature conservation and
biodiversity, interest in a healthy lifestyle - I prefer stays in nature, active forms of tourism,
e.g. cycling, hiking, agrotourism, interest in supporting the economy and local communities
as well as personal belief in the importance of sustainability. The least important motivating
factor was social expectations, followed by current trends and interest in responsible

consumption, e.g. preference for eco-hotels.
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Figure 1 Demsar plot - motivating factors for a sustainable tourist destination
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*F1- interest in nature conservation and biodiversity, F2- interest in responsible consumption, e.g. preference for
eco-hotels, F3- interest in supporting the economy and local communities (e.g., prioritizing guesthouses, local
restaurants), F4- interest in local gastronomy, festivals, crafts, F5- sense of responsibility, F6- interest in a
healthy lifestyle - I prefer stays in nature, active forms of tourism, e.g. cycling, hiking, agrotourism, F7- seeking
new experiences, F8- an opportunity to learn about environmental, social and economic issues, F9- current
trends, F10- social expectations, F11- personal belief in the importance of sustainability.

In addition, comparable results were acquired regarding the barriers to sustainable tourism.
Among the most important barriers were the following items: low awareness of tourists about
sustainable options, mass tourism, insufficient education and awareness of sustainable
tourism, unwillingness of tourists to change their usual behavior, higher price compared to
regular destinations, insufficient financial support from tourism businesses, misconceptions
about sustainable tourism (some tourists consider it less comfortable/too expensive) as well as
excessive environmental burden. The least important barriers were resistance of local
residents, insufficient regulation, unavailability of ecological technologies, limited availability

of sustainable destinations and insufficient infrastructure.

Table 6 Barriers to sustainable tourism

Mean
Items of Groups

ranks
Resistance of local residents. 6.458 |A
Insufficient regulation. 6.544 | A
Unavailability of ecological technologies. 6.727 |A B
Limited availability of sustainable destinations. 6.818 |A B C
Insufficient infrastructure. 7237 A B C D
High costs of implementing sustainable measures. 7501 |A B C D E
Excessive environmental burden. 7.632 B C D E
Misconceptions about sustainable tourism. 7.769 B C D E
Insufficient financial support from tourism businesses. | 7.793 C D E
Higher price compared to regular destinations. 7.858 C D E
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Table 6 (Continued)

Unwillingness of tourists to change their usual
behaviour. 7.899 D E
Insufficient education and awareness of sustainable
tourism. 8.162 D E
Mass tourism - a large number of tourists in a given
destination 8.273 D E
Low awareness of tourists about sustainable options. 8.330 E

Source: authors’ processing (2025)
*Statistically significant differences are indicated by distinct groups formed by Nemenyi procedure.

DISCUSSION

The present study focuses on the attitudes of rural residents in Slovakia towards sustainable
tourism. These attitudes are of significant importance, as local communities contribute to the
long-term development of tourism. Previous studies highlight that sustainable tourism
development cannot be achieved without the support of local communities (Gursoy &
Rutherford, 2004; Nunkoo & Ramkissoon, 2010). Pavli¢ et al. (2019) emphasise that
understanding rural residents’ attitudes towards tourism could support the successful planning
and implementation of tourism policies targeted at improving existing conditions and
supporting sustainable development. Residents' attitudes toward tourism have been discussed
in the scientific literature. Many studies agree that the support of residents for tourism
development is affected by social, cultural, economic, and environmental impacts of tourism.
A study by Zhao et al. (2011) highlights that the development of tourism needs to address
conflict management among residents and the importance of social capital. Michalkova et al.
(2023) address the development management and cooperation of the interested group in the
tourism development. According to Muresan et al. (2016), residents view tourism as a crucial
factor for regional development. Similarly, the findings of Bagri and Kala (2016) suggest that
demographic attributes play a significant role in shaping residents' attitudes towards tourism.
The results showed that residents recognise the economic, social and environmental
consequences of the tourism development. Other studies demonstrate that tourism
development is positively affected by community quality of life (Yu et al., 2018). Moreover,
research conducted by Chang et al. (2018) revealed that cultural impacts and characteristics of
the local community significantly affect the tourism development support. The findings of
Andereck & Vogt (2000) highlight that residents identify tourism positively and support most
types of development in the tourism area. Moreover, the study indicates that residents’
attitudes are associated with their support for tourism development; however, the intensity of
the relationship varies across different communities. The findings of Kitnuntaviwat and Tang
(2008) suggest that residents' perceptions of the benefits of tourism in urban areas are

positively associated with tourism development. Similar results have been reported in studies

172




Hudecova, M., Sedik, P., Gburova, J., Beresecka, J.

focused on examining residents' attitudes toward tourism development in the urban and rural
context (Yoon et al., 2001; Dyer et al., 2007; McGehee & Andereck, 2004).

The study's findings suggest that rural respondents are mostly motivated by intrinsic
factors, such as experiential enrichment, support for local communities, and a sense of
responsibility. The results are consistent with the study by Pan and Zhou (2024), which
confirms that individuals with strong sustainable-oriented norms are more likely to engage in
pro-environmental behaviour during travel. Another important determinant of travel
motivation was satisfaction and loyalty (Chiu et al., 2016; Mohamad et al., 2011).
Additionally, perceived quality and word-of-mouth recommendations have been identified as
relevant factors influencing behavioural intention (Ozdemir et al., 2012; Chang et al., 2014).
Regarding demographic factors, U¢gun and Narci et al. (2022) found that women and
younger, more educated, higher-income consumers exhibited higher levels of environmental
awareness. The study also indicated that consumers living in urban areas demonstrated a
higher level of environmental awareness. According to Wee (2019) and Cvirik and Daneshjo
(2022), age represents a significant factor of environmental perception. Especially the
younger generation of consumers, Generation Z, showed as ecologically and socially
conscientious (Wee, 2019). Moreover, this generation is strongly involved in sustainable
tourism practices. In this context, Seyfi et al. (2025) stated that environmental issues are
reflected in their travel habits. Similarly, Prayag et al. (2025) found that Generation Z is more
interested in environmental concerns than other generations. In terms of gender, women are
more focused on the environmental concerns of tourism (Yilmaz et al., 2009; Cvirik et al.,
2021). Another study found that married couples with children reported higher levels of
awareness compared to married couples with no children (Yahya et al., 2015).

Our results indicate a connection to low awareness and knowledge of sustainable tourism.
These findings are in line with Vieira et al. (2023), who identify akey barrier as the
knowledge gap regarding sustainable tourism practices. According to Rapo & Zelenaj (2025),
the main psychological barriers to adopting sustainable tourism include low awareness, higher
costs, cognitive dissonance, low level of trust, social norms and emotional detachment. Social
responsibility increases trustworthiness (MartiSkova et al., 2025). A considerable number of
travellers have limited knowledge of how to identify and participate in sustainable tourism
options. Another critical barrier for sustainable tourism is costs. According to Kholijah
(2024), sustainable accommodations and environmentally friendly travel choices are more
expensive, which discourages price-sensitive tourists. In contrast, the findings of Svec et al.
(2021) suggest that environmentally oriented tourists exhibit a higher willingness to spend.
This was also supported by Linnes et al. (2022). Moreover, tourists choosing green

accommodation facilities represent a value-driven segment that is willing to spend more
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during their holidays, indicating that sustainability can also be economically beneficial for
tourism providers. Additionally, Gossling (2018) identifies a lower level of comfort and a
limited range of amenities as additional obstacles to sustainable tourism. To overcome these
barriers, targeted strategies need to be developed to enhance knowledge, minimise the
inconvenience, and change the social norms. Boosting knowledge through educational
campaigns is necessary to address awareness gaps in sustainable tourism (Hartman & Sijtsma,
2018; Timur & Getz, 2009). Influencers and social media can successfully present
environmental practices as positive behaviour examples (Lee et al., 2021). According to
Cervello-Royo et al. (2026) the generative Al shapes consumer behaviour, satisfaction, and
the overall tourism experience by enabling personalised recommendations and improving
customer service interactions. Ingrassia et al. (2022) suggest emphasising the environmental
and social issues of tourism through attractive content such as social media platforms,
interactive tools and documentaries. In addition, Rondinelli and London (2003) highlight that
coordinated collaboration among governments, non-governmental organisations, and the
private sector strengthens these initiatives. According to Holmes et al. (2021), experiential
learning, including eco-tourism initiatives that incorporate local communities stimulate deeper
dedication to sustainable tourism. There is also a growing need to build trust through
transparent, measurable, and sustainable practices. Finally, Ahmed et al. (2021) suggest that

certification, which helps combat greenwashing, builds consumer confidence.

CONCLUSION

The study analysed the attitudes, motives, and barriers to sustainable tourism among rural
residents in Slovakia. The findings of the study support the literature on attitudes towards
sustainable tourism and point out the significance of environmental and sustainable values in
determining perceptions of tourism development. The results offer theoretical evidence from
rural areas in three ways. Firstly, it identifies motivation for sustainable tourism. Secondly, it
examines the main barriers to sustainable tourism. Finally, it explores the attitudes of rural
residents towards the environmental and sustainable values of tourism. Therefore, the results
contribute to a better understanding of how rural residents view sustainable development.

The empirical evidence revealed that looking for new experiences, supporting local
communities, and a sense of responsibility were the main drivers of choosing a sustainable
destination. These results suggest that value-based motivations contribute significantly to
forming residents’ attitudes towards sustainable tourism. More specifically, the willingness to
support local communities and a sense of environmental responsibility underline the
significance of social and environmental values in decision-making in tourism. Therefore,

from a managerial perspective, the findings suggest that destination marketing strategies
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should highlight authentic experiences, local culture and communities. Highlighting these
factors may help correspond with tourism development with the expectations and values of
residents, thus promoting their support for sustainable tourism initiatives. Moreover, the
findings pointed out the most important barriers to sustainable tourism, including low levels
of awareness and mass tourism. These barriers indicate that sustainable tourism development
may be restricted not only by structural factors but also by a lack of knowledge and awareness
among residents. From this perspective, the findings suggest that marketing strategies should
focus on educating regarding sustainability and behavioural change. Additionally, destination
management organisations and local authorities should support educational campaigns and
communication activities that expand the awareness of sustainable tourism fundamentals.
Furthermore, incorporating locals in tourism planning and decision-making processes may
lead to more substantial acceptance of tourism strategies and support the development of the
destination in the long-term.

Finally, several limitations of the present study should be noted. Firstly, the study is
focused on rural residents, and the findings may not fully capture the perspective of the
broader population. Thus, further research should be conducted to extend the study area at the
national level. Secondly, the study concentrates on the self-reported attitudes and intentions
associated with sustainable tourism, instead of observing actual behaviour. Finally, the
research did not consider residents' personal experience with overtourism. Therefore, future
research could include this variable, as such experiences may significantly affect residents’

attitudes toward sustainable tourism.
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Abstract

Sustainable development represents an important framework for the functioning of cultural institutions,
including museums and galleries. The aim of the study is to empirically analyse the prioritisation of
social, environmental and economic objectives related to sustainable development in selected museums
and galleries in Slovakia and the ways in which these objectives are achieved in the context of tourism.
The study is based on primary data obtained from 36 museums and 14 galleries in Slovakia between May
and September 2024. The data were analysed using non-parametric statistical methods, including the
Friedman, Wilcoxon and McNemar tests. The results indicate that museums and galleries prioritise social
objectives over environmental and economic objectives. In achieving social objectives, they are primarily
oriented towards approaches focused on making content accessible and interpretable for visitors. In
achieving environmental objectives, they tend to focus more on operational measures than on
developmental environmental initiatives. In achieving economic objectives, the findings reveal a stronger
orientation towards revenue-generating activities than towards cost-reduction measures. The study
contributes to a better understanding of how museums and galleries approach sustainable development
objectives in practice, with a focus on Slovakia and its relevance for the Central European context.

Keywords: gallery, museum, social, environmental and economic objectives, sustainability, tourism

INTRODUCTION

Sustainable development has become an increasingly important aspect of the management of
cultural institutions, reflecting global challenges related to environmental protection,
economic efficiency, and social responsibility. Considering these mounting threats and
challenges, museums and galleries, while maintaining their core mission of acquiring,
preserving, and researching collections, have decided to allocate greater resources towards the
implementation of diverse management strategies. These strategies encompass a wide range
of approaches, including marketing and branding initiatives, as well as fundraising efforts.
The primary objective of this strategic shift is to harness the potential of culture to act in an

anti-cyclical manner (Esposito et al., 2019). In a similar vein, Cerquetti, Sardanelli, and
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Ferrata (2024) have identified sustainability as one of the most pressing needs of museums
worldwide in the last decade.

These institutions are now expected not only to preserve and present cultural heritage, but
also to actively contribute to shaping social awareness and promoting the development of
sustainable practices. For museums and galleries, this means not only implementing
environmental and economic measures, but also taking into account social aspects such as
inclusion, accessibility, and education, creating a comprehensive framework for their
sustainable management in the 21st century. This approach is consistent with the recent
definition of a museum adopted by the International Council of Museums (ICOM) in 2022.
Cognizant of the imperative to address contemporary environmental and social challenges,
ICOM underscores that museums are not merely non-profit institutions dedicated to research,
conservation, and the presentation of heritage, but also accessible, inclusive, and promote
diversity and sustainability in all their dimensions. The notion of sustainability, intrinsic to the
museum's mission, is deeply intertwined with its long-standing nature as a permanent
institution and its responsibility to serve current and future generations (Cerquetti, Montella,
2021). Consequently, museums and galleries bear not only the responsibility for the
preservation of cultural heritage, but also the obligation to actively contribute to the
formulation of ethical, environmental, and social strategies that ensure their long-term
relevance and sustainability within a dynamic and constantly evolving social environment.

This trend, predicated on global sustainability challenges, is particularly salient in the
context of small museums and galleries, which often confront specific conditions such as
limited financial and material resources, a paucity of professional staff, and infrastructural
constraints. An exploration of the manner in which these smaller institutions implement
sustainable principles is imperative to comprehending their capacity to contribute to the
sustainable development of tourism products. Notably, even museums and galleries with
limited commercial recognition can play pivotal roles within their local communities by
offering distinctive and authentic experiences to visitors. These contributions can be
substantial in fostering diversification and advancement in the realm of sustainable tourism.

In this context, the rationale for sustainability studies in the management of small museums
and galleries is twofold: it is both essential and a priority for understanding their potential for
use in tourism. In Slovakia, where small museums and galleries form an integral part of local
culture and heritage, this issue remains under-researched. If these institutions are able to

respond to sustainability trends and systematically apply environmental, economic and social
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approaches in their activities, they can play an important role in the development of regional
tourism.

Despite the growing number of studies focusing on sustainability in museums and
galleries, existing research predominantly addresses individual aspects of sustainability
(social, environmental or economic) separately (e.g. Loach et al., 2016; Cole et al., 2020;
Vanni, 2023), while less attention is paid to their interrelationships and their prioritisation in
managerial practice. At the same time, only limited research has examined how these
approaches are implemented through specific managerial activities, particularly in tourism-
related settings (Vareiro et al., 2021; Torabi Farsani et al., 2023).

In the context of Central and Eastern Europe, and especially in Slovakia, empirical
research remains underdeveloped, particularly with regard to the prioritisation of
sustainability objectives and the ways of achieving them in museums and galleries in the
context of tourism. This study addresses this research gap by examining these aspects in

selected museums and galleries in Slovakia.

THEORETICAL BACKGROUND OF THE STUDIED ISSUE

The relationship between museums, galleries, and sustainability is a dynamic and ambivalent
one, which can be understood on two levels, as posited by Baki Nalcioglu (2021) and
Cerquetti, Sardanelli, and Ferrata (2024). On the one hand, social, economic, and
environmental sustainability are key tools that can contribute to the development and stability
of museums and galleries. A substantial body of research has examined sustainability in
museums and galleries, with a focus on social and cultural dimensions (Loach, Rowley, &
Griffits, 2016; Taurino, 2023), and environmental dimensions (Perzolla, Carr, & Westland,
2018; Cole, Lindsay, & Akturk, 2020; Dwyer, 2021) and economic dimensions (Vanni,
2023). Such an approach, focused on individual dimensions of sustainability separately, does
not allow for a comprehensive understanding of how museums and galleries balance these
objectives in practice and which of them are prioritised.

Conversely, museums and galleries play a pivotal role in promoting sustainable
development, particularly in the tourism sector. The role of museums in sustainability has
been examined by several authors (Gustafsson, Ijla, 2017; Brown, 2019; Garthe, 2022), who
underscore the significance of museums in promoting sustainable development, particularly in
local and regional contexts. This contribution is particularly pronounced in the context of

tourism (Vareiro, Sousa, & Silva, 2021; Torabi Farsani, Moazzen Jamshidi, & Hekmat, 2023).
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According to Maryimova (2021), museum tourism is a distinct form of cultural tourism that
encompasses the creation of exhibitions, the organization of internal and external exhibitions,
educational seminars, lectures, public events, training, the provision of access to museum
shops, and the production and sale of museum merchandise (Maryimova, 2021).

Pop and Borza's study (2015), which was based on a qualitative survey of expert opinion in
Romania, identified two opposing approaches to the sustainable management of museums and
galleries. The first approach associates sustainable management primarily with the high
production of cultural resources, but also with the efficient consumption of natural resources
and the finding of appropriate solutions to raise additional funds. The second approach is
based on the fact that the aim of a museum or gallery should not be the raising of money or
the adaptation to the needs of visitors. A museum or gallery is said to be sustainably managed
when a specific entity (e.g., the state, a municipality, or a private donor) provides all the
necessary resources to enable it to carry out its traditional functions of collecting, preserving,
and researching cultural heritage.

In order for museum and gallery management to be sustainable, it is essential that
sustainability principles be incorporated into the planning and design of objectives. According
to Kesner (2005), sustainability should be an integral part of all phases of activities. The
management of museums and galleries should ensure the management and optimization of
conditions and resources to achieve the set objectives. In the context of comprehensiveness
and sustainability, the objectives should be social, environmental, and economic in nature.

Social objectives: Meeting the needs of visitors (Martiskova et al., 2022) is an integral
component of the mission of museums and galleries, which is not only the preservation but
also the dissemination of cultural values. Therefore, Olejarova (2015) states that cultural
attractions acquire their significance only in the context of tourism. Uzell (1998) justifies the
importance of cultural attractions by the fact that they enable people to understand
themselves. Timothy (2011) underscores the role of cultural institutions in facilitating
communication, offering individuals a means to find equilibrium in today's fast-paced world
by drawing upon their understanding of the past. Orieska (2001) further emphasizes the
societal benefits of tourism, asserting that museum and gallery visits contribute to the
enhancement of the social, cultural, professional, and educational levels of the population.
They serve as conduits for visitors, reminding them of national traditions and conveying
historical narratives, thereby reinforcing national awareness (Palmer, 2005). In this regard,
sustainability offers novel opportunities for museums and galleries. It suggests not only

appealing methods of interpreting and communicating heritage and reaching broader
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audiences but also providing innovative and effective solutions for managing collections and
relationships with local stakeholders (Merriman, 2008). Taurino (2023) explores the
integration of Al in museum institutions, considering its potential benefits and challenges in
conjunction with conventional curatorial practices within the context of sustainability in the
museum sector.

Europa Nostra (2006) identifies cultural tourism as a conduit for both knowledge and joy,
underscoring its potential role in the dissemination of information and the cultivation of
human intellect. The expansion of the museum and gallery sector, a fundamental prerequisite
for the successful implementation of cultural tourism, serves to broaden the intellectual
landscape and stimulate critical thinking. Furthermore, these institutions contribute to the
psychological well-being of visitors, thereby facilitating opportunities for leisure that are
conducive to personal growth and development. Furthermore, the enhancement of the
aesthetic appeal of the environment through cultural institutions has been demonstrated to
foster a sense of pride and cohesion among local communities (Kesner, 2005; Anthony,
2015).

Social objectives are therefore achieved in practice through specific activities such as
content interpretation, accessibility of exhibitions, and visitor-oriented services.

Environmental objectives: As the world continues to experience rapidly changing climatic
conditions, institutions from all sectors are undergoing a process to become more sustainable,
seeking to reduce or eliminate their harmful impacts on the ecosystem. Museums have a key
role to play in this process, as they take on the responsibility of being community leaders and
change makers (Dwyer, 2021). Their environmental objectives are to ensure the protection of
both tangible and intangible cultural assets, while also maintaining respect for the
environment. However, the demands of these activities, such as maintaining proper standards
of light, temperature, humidity, and other factors, impose significant demands on energy
consumption (Pencarelli, Cerquetti, & Splendiani, 2016). Consequently, museums and
galleries should consider the environmental impacts of their activities and the materials they
utilize. A study by Cole, Lindsay, and Akturk (2020) identified five key themes in the green
building sector as it pertains to museums: recycling, water management, energy efficiency,
the use of eco-friendly materials, and environmentally sustainable landscaping.

Museums and galleries have the potential to contribute to environmental improvement if
they are preserved. Their restoration and reconstruction often leads to their use in tourism,
which also requires a satisfactory structural and technical condition (Vel'asova, 2001; Kesner,

2005). However, given the vulnerability of culture and the negative effects of tourism, the
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willingness of management to use cultural attractions in tourism can vary considerably. Fyall
and Garrod (1998) identify the determination of the optimal level of exploitation in tourism as
a dilemma for cultural attraction management, while Kerr (1994) explains this phenomenon
by noting that what is beneficial for cultural preservation does not necessarily promote
tourism, and conversely, what is beneficial for tourism is rarely detrimental to cultural
preservation. According to PoduSelovd (2001), cultural attractions thus often encounter
inappropriate management approaches that either prioritize the success of the tourism market
over the protection of cultural values or make tourism market activities inaccessible due to
potential negative effects. Du Cros and McKercher (2015) therefore call for the sustainable
use of cultural attractions in tourism based on a balance of conservation and tourism industry
principles. In the context of environmental objectives, Olejarova (2015) underscores the
significance of control, emphasizing the maintenance and care of these objects, which should
persist even when they are made available to the tourism market. This is a prerequisite for the
effective guidance and distribution of visitor flows.The prevailing conservatism in the
administration of cultural attractions, as indicated by Bramley (2001) and Young (2006),
results in deficiencies within the tourism market. Hughes and Carslen (2010) propose a more
pronounced commercialization approach to enhance the alignment with tourism demand.
Garrod, Fyall, and Leask (2002) characterized the management of cultural tourism attractions
as one that aims to minimize the negative effects arising from tourism uses that could cause a
loss of authenticity and cultural values on the one hand, and to maximize the benefits to
visitors on the other.

Environmental objectives are therefore achieved in practice through specific activities such
as building maintenance, waste management, and the use of energy-efficient technologies.

Non-economic objectives involving the sustainable use of cultural attractions in tourism
have also been highlighted by other authors (e.g., Du Cros & McKercher, 2002; Kesner, 2005;
Ivanovic, 2008; Leask, 2010; Boniface, 2013; Loach, Rowley, & Griffiths, 2016; Taurino,
2023). These objectives include ensuring the sustainable use of cultural attractions in tourism,
which is related to the protection and preservation of culture for future generations and
meeting demand through the dissemination of cultural values. The prioritization of the social
and environmental objectives of cultural tourism attractions aligns with the principles of
tourism development. Non-economic objectives of tourism are prioritized over economic
objectives by Gucik et al. (2010). This approach is further elaborated by Coman (2018), who

contends that while monetary gains assume greater significance, social cohesion and
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museums' commitment to communities should prevail, as museums serve as creators of
cultural capital, individual and collective meaning.

Economic objectives. Economic sustainability constitutes a fundamental dimension of
culture-producing institutions, which must demonstrate their ability to deliver on their
promises, fulfil their public service function, and pursue objectives of general interest (the
common good). Achieving economically sustainable management, in conjunction with high-
quality research and scholarly production (e.g., exhibitions and publications), and the
enhanced enjoyment associated with the ‘new’ functions of the museum, must be essential
objectives to ensure all levels of sustainability and to cultivate public loyalty (Vanni, 2023).
Given the various forms of ownership, organization, and legal structure characteristic of
museums and galleries, their economic objectives may vary significantly. The well-
documented challenge of culture's self-financing capacity, initially highlighted by UNESCO
in the late 20th century (1997), persists into the present era (Association of Museums in
Slovakia, 2011). This persistent issue often results in the private sector, driven predominantly
by profit motives, demonstrating limited interest in managing these cultural institutions.
Kesner (2005) attributes this to the absence of adequate legislative norms and tax policies that
would facilitate the private sector's contribution to supplementing public budgets' limited
resources and stimulate economic growth. Many museums and galleries in Slovakia function
as contributory and budgetary organizations, as regulated by Act No. 523/2004 Coll. on the
Budget Rules of Public Administration and on Amendments and Additions to Certain Acts.
Alternatively, they may operate as non-profit organizations, governed by Act No. 213/1997
Coll. on Non-profit Organizations Providing Services of General Benefit, as amended. The
economic objectives of their management are therefore usually efficient cost spending or
profit generation for self-financing of the main activity.

In regard to the economic objectives and market activities of cultural attractions, Timothy
(2011) identifies admission revenue, donations, grants, sponsorships, event revenues, and
commercial revenues (e.g., sales of souvenirs, additional performance aids, provision of
hospitality or accommodation services) as common sources of funding for cultural attractions.
In instances where cultural attractions are established by the state, they are directly linked to
the state budget, and state departments are responsible for their full funding. The management
of these institutions is subject to budgetary constraints, which may be adjusted during the
fiscal year if necessary. In addition to the above, the State may allocate subsidies or grants to
the operations of other cultural institutions. In Slovakia, the Ministry of Culture of the Slovak

Republic (MK SR) is responsible for providing subsidies to cultural institutions. The
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programs ‘Renew Your House’ [Obnovme si svoj dom], ‘Culture of Disadvantaged Groups’
[Kultira znevyhodnenych skupin obyvatel'stva] (MK SR, 2025) are utilized for this purpose.

According to Kesner (2005), Hughes, Carlsen (2010), Timothy (2011) Vareiro, Sousa
and Silva (2021) and Vanni (2023) the tourism market is regarded as a potential catalyst for
enhancing the performance and economic value of cultural attractions. The augmentation of
visitors to these attractions is associated with an increase in admissions, thereby creating
opportunities to diversify revenue sources for museums and galleries (Museum Strategy
Consultancy, 2025). However, for tourism to make a more substantial contribution to the
financial sustainability of cultural attractions, it is essential to engage in a diverse array of
activities in the marketplace that extend beyond the scope of their primary business.
According to Velasova (2001), the utilization of cultural attractions in tourism contributes to
the generation of funds for their ongoing maintenance and further preservation. Consequently,
Vanni (2023) asserts that museums and galleries should adopt management guided by
innovative strategies, economic plans, and business models capable of generating revenues
that complement the resources provided by public administration. Bernardi (2005)
acknowledges the contribution of the tourism market to improving the economic situation of
cultural attractions; however, he also points out that it does not address the long-term problem
of cultural financing.

As Trimarchi (1993) noted during the 1990s, despite the value people place on culture,
they are not willing to pay adequately for it in the tourism industry. This may be due to the
fact that culture is generally regarded as a public good (Throsby, 1982). In this regard, John
(2008) identified a key objective of cultural attractions to instill a financial support for culture
and the arts among individuals and organizations. The utilization of museums and galleries in
tourism, which is expected to enhance economic conditions, is contingent upon a fundamental
shift in perspective regarding culture and its economic nexus, as posited by Kesner (2005).

Based on the above, economic objectives are achieved in practice through specific
activities such as securing subsidies and grants, setting appropriate admission fees, and
developing revenue-generating activities related to tourism.

Overall, sustainability in museums and galleries is reflected in the integration of social,
environmental and economic objectives, which together shape their role in the tourism sector
and their long-term development. However, there is still limited knowledge about how
museums and galleries balance these objectives in practice and which specific ways they

prioritise when achieving them, particularly in the context of tourism.
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METHODS

The aim of the study is to empirically analyse the prioritisation of social, environmental and
economic objectives related to sustainable development in selected museums and galleries in
Slovakia and the ways in which these objectives are achieved in the context of tourism. Based
on the aim of the study, four hypotheses were formulated:

H1: Museums and galleries prioritise social objectives over environmental and economic
objectives.

H2: Museums and galleries are more oriented towards ways of achieving social objectives
that focus on making content accessible and interpretable for visitors than towards other ways.
H3: Museums and galleries are more oriented towards operational measures than towards
developmental environmental initiatives when achieving environmental objectives.

H4: Museums and galleries are more oriented towards ways of increasing revenues than
towards ways of reducing costs when achieving economic objectives.

Primary data collection was carried out using the method of sociological questioning and
the technique of structured questionnaire. The questionnaire survey was carried out between
May and September of 2024. The survey was disseminated electronically to the managers of
the entire core set of museums and galleries. The Register of Museums and Galleries,
maintained by the Ministry of Culture of the Slovak Republic, currently records 110 museums
(including 18 separate organizational units or specialized museums of the Slovak National
Museum) and 29 galleries (including 4 separate organizational units of the Slovak National
Gallery). Twenty-two museum managers and eight gallery managers responded to the first
survey. Following a repeated call, the number of questionnaires increased to 50, of which 36
were completed by museum managers and 14 by gallery managers. The resulting sample is
representative of 36% of the base population.

The prioritisation of social, environmental and economic objectives was determined based
on their ranking according to importance. The ways of achieving these objectives were
examined through the selection of specific activities included in the questionnaire, which were
grouped according to individual categories of objectives. Respondents indicated the activities
that are part of their institutional practice.

Hypothesis H1 was tested using the Friedman and Wilcoxon tests. The Friedman test is a
nonparametric analogue of two-factor analysis of variance with one observation in a subclass,
while the Wilcoxon test is used to test hypotheses about the agreement of two means (Elliott

and Woodward, 2014). The utilization of these selected tests will facilitate the identification
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of significant discrepancies in the prioritization of objectives and enable the generalization of
the prioritization of objectives across the museums and galleries under study.

Hypotheses H2-H4 were tested using the Friedman and McNemar tests. The McNemar
test was used to determine statistically significant differences in the order of responses in
multiple-choice questions (i.e., no scale). Verification of the results was carried out at a

significance level of a = 0.1.

RESULTS

The oldest museum association, the Museums Association (2008), considers sustainability to
be a fundamental concept for the functioning of museums and galleries. The optimal use of all
resources and social responsibility are the basis for this concept. According to Pencarelli,
Cerquetti, and Splendiani (2016), the provision of sustainability in museums and galleries is
contingent on the fulfilment of relevant social, environmental, and economic objectives. The
prioritization of these objectives in their managerial practices serves as the foundation for
their endeavors within the tourism market.

Friedman's ordinal test revealed that the primary objectives of Slovak museums and
galleries are social in nature, encompassing the presentation of collection objects and the
fulfillment of visitors' diverse spiritual needs. The results of the primary survey indicate that
these objectives are integral to the management of nearly all (96%) of the museums and
galleries surveyed. The prioritization of these objectives is congruent with the mission of
cultural institutions and is indicative of the managers' cognizance of the prevailing imperative
to disseminate cultural knowledge and educate the populace. A secondary group of non-
economic objectives is also pursued by museums and galleries. These objectives encompass
environmental objectives aimed at safeguarding cultural values while adhering to
environmental principles. However, these objectives are not addressed in the management of
10% of the museums and galleries surveyed. The third category of objectives, economic
objectives aimed at cost-effectiveness and profit generation to support self-financing, is not
taken into account in the management of 6% of the institutions.

Despite the frequent discourse on the challenging implementation of these measures within
Slovakian contexts, the underlying causes may not solely reside in the perceived lack of
managerial efforts to enhance the economic viability of museums and galleries. Rather, the
prevailing unreformed cultural environment in Slovakia, characterized by a predominant

public sector, appears to exert a determinative influence on the financial sustainability of
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these cultural institutions. Consequently, this environment may impose substantial constraints
on the proactive management performance aimed at economic optimization. However, the
successful and long-term fulfillment of non-economic objectives is also contingent on
properly structured financing, underscoring the significance of the economic principle of
sustainability.

The results of the Wilcoxon test confirm hypothesis H1, as they show a statistically
significant difference between social and other groups of objectives (p-value < a = 0.1), with
environmental and economic objectives at approximately the same level of importance (p-

value > a)) (Tab. 1).

Table 1 Hierarchy of objectives of the surveyed museums and galleries in Slovakia

Friedman test Wilcoxon test
Objectives (Average ranking; 1 = most important, 3 = least Ranking P-value
important)
Social 1.82 1. -
Environmental 2.39 2. 0.056
Economic 2.51 2. 0.652

Source: own elaboration, 2025.

Museums and galleries pursue a variety of social, environmental, and economic objectives,
which the Friedman test organizes according to the intensity of use.

According to managers, the application of diverse interpretation techniques, the provision
of animation services for visitors, and the implementation of appropriate operating hours are
the most effective strategies for achieving the social objectives of museums and galleries.
These measures have the potential to significantly enhance visitor experience and satisfaction
by offering interesting interpretation and original animation adapted to the age of visitors.
Examples of commendable practices in the implementation of interactive solutions, virtual
and augmented reality in the environment of Slovak museums include the Museum of
Gemersko-Malohont, the Museum of Liptov, the Museum of Cerveny klastor, and the
Museum of Spis. Notably, the Slovak Olympic and Sports Museum in Spisskd Nova Ves and
the East Slovak Museum in KoSice have also adopted interactive solutions, underscoring the
broader adoption of these technologies within the cultural sector (Gemersko-Malohontské
Museum, 2023; UTAI 2024).

The assertion regarding the adequate operating hours of museums and galleries in Slovakia
may be, to some extent, declarative in nature. A review of the websites of these institutions
reveals that many are open only until the afternoon, typically until 4:00 pm or 5:00 pm.

Visitors arriving in cities later in the evening often find these establishments to be closed.
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Additionally, these institutions are prone to closing during staff lunch breaks, weekends, and
holidays, a practice that aligns with the seasonal fluctuations of short-term tourism.
Consequently, the current opening hours of Slovak museums and galleries may not align with
the demands of the tourism market, potentially due to constraints related to staffing and
funding.

One of the less frequently employed methods of achieving the social objectives of
museums and galleries is the periodic replacement of exhibited objects (exhibits). Less than
50% of the museums and galleries in the sample pay attention to it.

A significant proportion of museums and galleries — 46%, to be precise — employ feedback
collection as a means of assessing visitor satisfaction rates, thereby aligning their social
objectives with the overarching mission of the institution. The significance of this practice lies
in its potential to inform crucial decisions, including the enhancement of services, the
refinement of training programs, the evaluation of staff performance, and the adjustment of
organizational structures within museums and galleries. Consequently, this information
source, which is frequently underutilized, warrants greater recognition and consideration for
its invaluable contributions to the field.

A total of 4% of the sample respondents identified alternative methods for achieving social
objectives, including the publication of relevant materials and the implementation of
educational programs within museums.

The results of the McNemar test demonstrate that, from the perspective of the surveyed
Slovak museum and gallery managers, the most prevalent methods for achieving their social
objectives include the utilization of diverse interpretive techniques, the provision of animation
services, and the availability of exhibitions and displays during designated operating hours.
There are no statistically significant differences (p-value > o) between the ranking of these
methods aimed at disseminating cultural values and meeting visitor needs. In contrast,
museums and galleries expressed less concern with changing exhibits and gauging visitor
satisfaction (p-value < a). These findings confirm H2, as they indicate that museums and
galleries are more oriented towards ways of achieving social objectives focused on making
content accessible and interpretable for visitors compared to other ways of achieving social
objectives (Tab. 2). This result also indicates that museums and galleries face increasing
demands for modern forms of interpretation and content accessibility, particularly from

younger generations, which may represent an organizational and financial challenge.
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Table 2 Ranking of ways of meeting the social objectives of museums and galleries

Ways of meeting the objectives Friedman test . McNemar test
(Average ranking) | Ranking P-value
Use of diverse interpretive techniques 3.43 1. -
Offering animation services (activities) 3.28 1. 0.607
Public  accessibility = through  appropriately | 3.14 1. 0.678
designated operating hours
Frequent renewal of exhibits 2.60 2. 0.043
Survey of visitor satisfaction 2.55 2. 1.000

Source: own elaboration, 2025.

The results allow the identification of the main ways used by museums and galleries to
achieve environmental objectives. This should result in the protection and enhancement of
cultural and natural heritage, as well as the environment in general. According to museum and
gallery managers, the most common contributions of these institutions to this objective are
regular maintenance of the buildings in which they are housed and waste sorting. As these
institutions are often designated as national cultural monuments, interventions in the structural
and technical condition of these buildings must take into account the protection of heritage
values. The efforts of museums and galleries to prevent the often controversial and costly
reconstruction or restoration of inadequate buildings by regular care of the buildings can be
assessed positively. In practice, however, there are a number of cases in which reconstruction
is not carried out for financial reasons, despite the fact that it would make better use of the
buildings for the benefit of tourism, create more suitable conditions for storing collections,
and ensure savings in operating costs.

From an environmental perspective, museums and galleries demonstrate a comparable
level of commitment to waste sorting. While this practice is not inherently associated with the
conservation and presentation of collections, museums and galleries, in their capacity as
educational and training institutions, serve to enhance public awareness regarding the
imperative for environmental sustainability. Simultaneously, they cultivate their reputation as
entities that are socially responsible in the context of tourism.

Museums and galleries have been shown to achieve environmental objectives through the
implementation of energy-efficient equipment and renewable energy sources. Given the
substantial energy consumption necessitated for the preservation of collections and the
maintenance of optimal conditions for light, temperature, and humidity, the integration of
these technologies into museum and gallery operations is imperative. A survey of museums
and galleries reveals that approximately 25% currently utilize these systems. The lack of
interest among the majority can be attributed primarily to the initial financial costs associated

with their acquisition. The use of recycled materials can be considered economically

193




Pancikova, K., Veselovsky, J., Gergelyova, V.

advantageous. Their application is well-suited for products created by workshop participants.
Moreover, numerous galleries are presently organizing exhibitions that concentrate on the
fabrication of artworks from recycled materials, representing a novel artistic genre.

The findings of the McNemar test suggest that museums and galleries prioritize regular
maintenance of their facilities and waste sorting in their efforts to meet environmental
objectives. Other environmentally oriented activities are undertaken less frequently. These
findings confirm H3, indicating that museums and galleries are more oriented towards
operational measures than towards developmental environmental initiatives when achieving
environmental objectives (Tab. 3). This result indicates that the environmental dimension of
sustainability in museums and galleries is influenced by structural constraints, particularly
financial resources and the heritage protection of buildings, which leads to a preference for

operational measures over developmental initiatives.

Table 3 Ranking of ways of meeting the environmental objectives of museums and galleries

W ¢ 1o the obiecti Friedman test McNemar test

ays of meeting the objectives (Average ranking) Ranking Pvalue
Regular maintenance of the building 2.79 1. -
Waste sorting 2.69 1. 0.832
Use of energy-saving equipment 599 5 0.052
and renewable energy sources
Use of recycled materials 2.25 2 0.100

Source: own elaboration, 2025.

As with environmental objectives, the economic objectives of museums and galleries are
secondary to social objectives, and the ways of achieving these objectives are diverse and
primarily related to increasing revenues. Museums and galleries typically seek to secure
sufficient financial resources by obtaining domestic subsidies and grants. However, museums
under the jurisdiction of ministries other than the Ministry of Culture of the Slovak Republic
face considerable disadvantages. This is due to the fact that, according to the Act of the
National Assembly of the Slovak Republic No. 434/2010 Coll. on the provision of subsidies
within the competence of the Ministry of Culture of the Slovak Republic, as amended, these
museums are not eligible for subsidies from the Ministry of Culture's subsidy system.
Presently, a total of 14 museums fall under the jurisdiction of other ministries.

Another way by which museums and galleries attempt to achieve their economic
objectives, or ensure their economic needs, is by establishing an appropriate admission fee.
The transition from no or minimum admission price, which was common in the past, to an

adequately set price is particularly timely due to the urgent need to supplement public funds

194




Pancikova, K., Veselovsky, J., Gergelyova, V.

with additional resources. This is also linked to another method of achieving economic
objectives, which is the implementation of tourism support activities. While the development
of internal resources is not the primary financial objective of museums and galleries, the
augmentation of public resources through tourism-related activities is a rational strategy,
given the current financial constraints and the escalating costs associated with enhancing
storage and protection conditions for collections, enhancing exhibition and tour quality, and
adequately compensating staff.

A mere 34% of the sample received sponsorship contributions, a figure that assumes
particular significance when considered within the context of financing cultural attractions,
particularly those related to foreign literature. This observation suggests that the sponsorship
of museums and galleries in Slovakia is, as a general rule, underdeveloped.

Contrary to conventional economic objectives, which prioritize revenue augmentation, the
utilization of volunteering and temporary employment seeks to curtail expenditures. This
approach, which is especially pertinent during peak seasons, is employed by approximately
one-third of the museums and galleries surveyed.

During the off-season, museums and galleries typically organize events to obtain
supplementary resources. This strategy enables them to regulate visitor numbers in a manner
that aligns with the capacity of exhibitions and displays.

A relatively underutilized strategy for achieving the economic objectives of museums and
galleries is the pursuit of foreign grants. The intermittent acquisition of supplementary
funding from foreign grant programs, predominantly from the European Structural Funds and
the Kingdom of Norway, which museums and galleries in Slovakia scarcely acknowledge,
could signify, on the one hand, the necessity for consultancy assistance in the formulation of
applications. projects and, on the other hand, may be related to the purposefulness of their
provision, which does not cover the operating costs of museums and galleries, but mainly to
support projects related to the improvement of the structural and technical conditions of the
buildings in which they are housed.

The McNemar test indicates that the predominant strategy employed by museums and
galleries to attain their economic objectives is through the application for domestic subsidies
and grants, the judicious pricing of admissions, and the undertaking of outreach initiatives
within the tourism market. These findings confirm H4, indicating that museums and galleries
are more oriented towards ways of increasing revenues than towards ways of reducing costs

when achieving economic objectives (Tab. 4).
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Table 4 Ranking of ways of meeting the economic objectives of museums and galleries

Ways of meeting the objectives Friedman . test | McNemar test
(Average ranking) Ranking | P-value

Applying for domestic subsidies and grants 5.45 1. -
Adequately priced admission 5.45 1. 1.000
Implementation of tourism promotion activities 5.37 1. 1.000
Organised events in the off-season 4.35 2. 0.007
Use of temporary work 4.12 2. 0.648
Applying for foreign grants 4.04 2. 1.000
Use of sponsorship 3.80 2. 0.678
Use of volunteering 341 2. 0.359

Source: own elaboration, 2025.

In the Slovak context, museums and galleries reduce costs where possible; however, due to
their long-term underfunding and predominantly public character, these savings remain
limited and do not significantly improve their financial situation, which reinforces their focus
on increasing revenues. This also helps explain why the less frequently used approaches—
such as volunteering, sponsorship, or foreign grants—do not differ significantly from each
other, as they represent supplementary rather than structurally decisive sources of financial
support (Tab. 4).

Willingness of managers to enter the tourism market given the sustainable principles
promoted. The propensity of museum and gallery managers to participate in the tourism
market is contingent upon the promotion of sustainable principles, which have become an
integral component of cultural tourism development strategies. The survey results indicate
that 50% of respondents regard the utilization of museums and galleries in tourism to be of
considerable importance, 44% consider it to be important, 6% find it to be neither important
nor unimportant, and 2% regard it as being absolutely unimportant. These results suggest that
museum and gallery managers are progressively recognizing their role in sustainable tourism,
with cultural institutions being regarded as an integral component of the tourism sector,
encompassing environmental, social, and cultural dimensions. The inclination of managers to
engage with the tourism market is, in turn, closely associated with their comprehension of the
significance and potential advantages that tourism can offer, not only in terms of economic
growth, but also in terms of preserving and promoting cultural heritage.

The present study sought to ascertain the perceived importance of museums and galleries
in the tourism sector, as well as the benefits associated with their utilization. To this end, a
systematic review of the extant literature was conducted, with the results organized by the
Friedman ordinal test. The analysis revealed that the most commonly perceived benefit is the

opportunity to disseminate cultural values to the public. Other benefits that were considered
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by managers of Slovak museums and galleries include the opportunity to become more visible
and to cooperate with other entities. The potential positive impact of tourism on the economy
of museums and galleries, a notion that has been underscored by several authors (e.g.,
Piekkola, Soujanen, and Vainio, 2014; Vainio, 2023), is perceived by a smaller proportion of
the managers surveyed (62%). The ranking of benefits generated by the McNemar test reveals
that for the surveyed museum and gallery managers, tourism is a means to achieve social
objectives (e.g., making the collection accessible to the public) rather than an opportunity to

improve their economic situation (Tab. 5).

Table 5 Benefits of tourism for museums and galleries

Benefits Friedman . test Mch?mar test
(Average ranking) Ranking P-value

Opportunity to disseminate cultural values to | 3.13 1. -

the public

Opportunity to make oneself visible 2.57 2. 0.001

Involvement in cooperation with other entities | 2.49 2. 0.804

Contribution to funding 1.81 3. 0.004

Source: own elaboration, 2025.

The potential benefits associated with increased use of museums and galleries in tourism
should motivate managers to seek optimal levels of utilization. According to the survey
results, 44% of museum and gallery managers assessed their current level of tourism
engagement as inadequate. The management of these institutions identified two predominant
perceptions of tourism use: adequate use (48.0%) and overuse (4.0%). However, in the
remaining 4.0% of museums and galleries, managers were unable to assess the extent of their
use in tourism in a relevant way.

Meanwhile, the majority (86.0%) of managers indicated a keen interest in increasing
visitor numbers. A moderate relationship (p-value < a) was confirmed between the existing
level of use of museums and galleries in tourism from the managers' perspective and guiding

the number of visitors according to the Spearman's correlation coefficient value (Tab. 6).

Table 6 Relationship between existing levels of museum and gallery use in tourism from the
perspective of managers and visitor guidance

Statistics Value
Spearman correlation coefficient 0.615
P-value 0.073
Number of responses 50

Source: own elaboration, 2025.
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Cooperation of museums and galleries with other entities in tourism. In order to promote their
activities in tourism, Slovak museums and galleries primarily engage in mutual cooperation,
as indicated by the findings of Friedman's sequential test. This cooperation is predominantly
associated with exhibition activities and the organization of the transnational event known as
the ‘Night of Museums and Galleries’. The legal framework for international collaboration
among museums and galleries is primarily established through international agreements
between states in the cultural sphere. Specifically, cross-border declarations of cooperation
have been established between non-profit professional organizations of museums and
galleries, with the objective of enhancing mutual information exchange and participation in
partner activities, as well as promoting joint projects aligned with current needs. Representing
museums and galleries in Slovakia are the Association of Museums in Slovakia, the Council
of Galleries of the Slovak Republic, and the Slovak Committee of ICOM. They have
concluded a Memorandum of Cooperation with museums and galleries in the Czech Republic,
represented by the Association of Museums and Galleries of the Czech Republic, the Council
of Galleries of the Czech Republic, and the Czech Committee of ICOM. However, as early as
the 1990s, Silberberg (1994) had already concluded that mutual cooperation between
museums and galleries would be inadequate.

In order to promote museums and galleries more effectively and to create more
comprehensive tourism products for visitors, museums and galleries also cooperate with other
tourism attractions, tourism management organizations operating in the region, local
residents, intermediaries, and tourism facilities. According to Guyette (2013), it is the
cooperation with other actors at the regional level that brings the most obvious effects to
museums and galleries, and at the same time contributes to better economic results of tourism
destination cities.

However, the results of the McNemar test indicate that, despite the potential positive
benefits, the collaboration between museums and galleries and tourism establishments, tour

operators and travel agencies is less intense (Tab. 7).

Table 7 Cooperation of museums and galleries in tourism

Cooperating entities Friedman test | McNemar test
(Average ranking) | Ranking P-value

Other museums and galleries 4.30 L. -

Other tourist attractions 4.18 1. 0.804
Tourism Management Organisation 3.86 1. 0.332
Local residents 3.18 2. 0.043
Tourism facilities 2.80 2. 0.238
Travel agents and travel agencies 2.68 2. 0.815

Source: own elaboration, 2025.
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Barriers to the use of museums and galleries in tourism. According to museum and gallery
managers, a significant barrier to the promotion of cultural activities in Slovakia is the lack of
population interest in culture. This subjectivity is eliminated by the results of the European
Commission's Special Barometer (2017), which aims to measure the value of cultural
heritage. According to the Special Barometer, this problem is relevant for the European
population in general. This phenomenon may be attributed to the substantial shifts in lifestyle
that characterize the current generation, as posited by Cukan (2013). These changes in
lifestyle, he contends, have led to a divergence in the course of childhood and socialization
compared to previous generations. Consequently, many young people lack a comprehensive
understanding of their own nation's history and culture. Museums and galleries, in this
context, present a valuable opportunity to address these knowledge gaps and serve as a
platform for personal realization.

The utilization of museums and galleries in tourism is impeded by several factors. Among
these are the underdeveloped cooperation between relevant stakeholders, problematic
financing of tourism activities, pricing policies, and managers' concerns about the negative
effects of commercialization.

In light of the underdeveloped cooperation with entities interested in tourism development,
several managers perceive reserves, particularly in establishing and developing relations with
travel agencies and tour operators. These managers justify their perception of reserves by
citing their passive approach to the promotion of domestic cultural tourism.

The problematic financing of museum and gallery activities in the tourism market, as well
as the subsequent understaffing, are the result of their long-term unfavorable financial
situation. This issue has been addressed in several analytical and strategic documents of the
Ministry of Culture of the Slovak Republic. However, the persisting problems only serve to
confirm the declarative nature of these documents.

The pressure on the growth of revenues from own activities, engendered by the challenging
economic circumstances confronting museums and galleries, renders the judicious
establishment of pricing policies increasingly imperative in the present context. This
challenge is further compounded in the case of museums and galleries, given the prevailing
conception of culture as a public good. The persistent conservative approach to the
determination of admission prices for permanent exhibitions and displays is evident in the
revenues of Slovak museums and galleries.

The managers' concerns regarding the adverse effects of commercialization are partially

substantiated by the substandard conditions under which collection objects are stored and
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protected, as outlined in the Comprehensive Report of the Ministry of Culture of the Slovak
Republic on the analysis of the current state of registration, protection, and access to
collections and expositions of museums and galleries in the Slovak Republic (2007) and the
Strategy for the Development of Museums and Galleries in the Slovak Republic until
2018.However, examples of effective commercial activities in foreign museums and galleries
demonstrate that such practices can be sustainable. According to Poduselova (2001), it is
therefore important to avoid extremes in behavior. On the one hand, the apathy of managers to
follow current trends can result in the isolation of museums and galleries and the loss of
public interest. On the other hand, inappropriate commercialization can lead to their
transformation into pseudo-cultural establishments. Kesner (2005) posits that these concerns
can be addressed by augmenting the competencies of museum and gallery managers from
cultural disciplines with qualifications from economic disciplines.

The results of McNemar's test indicate that there is no statistically significant difference
between the first three barriers, thus confirming their status as the most substantial barriers to

successful museum and gallery tourism activities (see Tab. 8).

Table 8 Ranking of barriers to successful museum and gallery tourism activities

Barti Friedman test McNemar test
arrers (Average ranking) Ranking P-value

Lack of interest of the population in culture 3.56 1. -

Insufficiently developed cooperation of entities

. . . 3.46 L. 0.839

interested in tourism development

Problematic financing of activities on the tourism 391 1 0441

market

Pricing policy 2.56 2. 0.004

Concerns' .ab(')ut the negative effects of 291 3. 0.065

commercialisation

Source: own elaboration, 2025.

The elimination of the aforementioned barriers, apart from the efforts of museum and gallery
managers, requires, above all, a more active approach and interventions from the responsible

public administration authorities.

DISCUSSION

The findings of this study suggest that the integration of museums and galleries into the
tourism sector represents an important tool for their sustainable management, particularly in
the Slovak context, where institutions face limitations in achieving environmental and
economic objectives. The coordinated development of museum and gallery activities in

tourism is therefore justified, as it can support not only the fulfilment of social objectives but
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also contribute to the strengthening of environmental and economic sustainability. This
approach promises multifaceted benefits, encompassing the creation of value for cultural
heritage, museums and galleries, visitors, and other stakeholders (e.g., local residents,
neighboring facilities and attractions in the destination, collaborating organizations, etc.).
Pencarelli, Cerquetti, and Splendiani (2016) posit that a museum or gallery that effectively
generates socio-cultural value for tourism visitors concurrently fosters economic value for
itself, provided it possesses sufficient resources to safeguard tangible and intangible cultural
heritage in the long term. Consequently, it can perpetually innovate its offerings, cater to the
diverse needs of various target groups, and generate benefits for local communities (e.g.,
social cohesion, enhanced quality of life, and the development of economic and professional

opportunities) (Fig. 1).

Figure 1 Value creation from the use of museums and galleries in tourism

Tourism market

Value for
visitors

Social
objectives

Value for Sustainable Value for
other m:"agemem museums and
stakeholders OF museums galleries

and galleries

Economic
objectives

Environmental
objectives

Value for
cultural
heritage

Source: Pencarelli, Cerquetti, Splendiani, 2016 and own elaboration, 2025.

The identified hierarchy of objectives of museums and galleries in Slovakia, with a clear
prioritisation of social objectives, reflects not only their core mission but also their limited

capacity to equally develop environmental and economic dimensions in practice. Similar
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conclusions were reached by Pencarelli, Cerquetti, and Splendiani (2016), who examined the
management of 61 museums in Italy in the context of sustainability, confirming that social
objectives tend to dominate over environmental and economic ones. This alignment suggests
that the prioritisation of social objectives is not specific to Slovakia but reflects a broader
pattern in museum management.

A study by Vikmanem and Lake (2021) reveals considerable diversity in how the most
popular museums in Latvia approach the Sustainable Development Objectives. The study's
findings indicate that the aforementioned museums prioritize the following: (1) the
preservation of heritage, efforts to strengthen national identity, and ICT sustainability within
the context of cultural sustainability, (2) financial sustainability, as well as the multiplication
of tourism and the development of an image in the context of economic sustainability, and (3)
eco-cultural resilience and infrastructure improvement for enhanced energy efficiency, as well
as the degree of progress towards environmental sustainability, emotional accessibility, and a
focus on strengthening social capital in the context of social sustainability. This suggests that
the balance between individual dimensions of sustainability may vary depending on
institutional and national contexts.

Several of the ways in which museums and galleries are striving to achieve their objectives
are linked to their use in tourism. The findings suggest that, in the Slovak context, tourism is
predominantly perceived as a tool for fulfilling social objectives, while its role in achieving
economic objectives remains less pronounced. This indicates that museums and galleries tend
to prioritise their cultural and educational functions over revenue-generating activities.

The contributions of tourism to the sustainable management of museums and galleries are
also examined by Culley (2010). Through her examination of 59 museums and galleries in
Ontario, Culley concluded that tourism use does not harm their core functions, but rather
contributes to their meaningfulness. This supports the findings of this study, as it confirms
that tourism can strengthen the social role of museums and galleries without compromising
their primary mission.

At the same time, the survey results indicate that museum and gallery managers with a
broader range of complementary services generally concur that tourism marketing does not
impose a financial burden on their budgets, thereby freeing up resources for their primary
objectives. This suggests that the development of complementary services may represent an
underutilised opportunity for improving the financial sustainability of museums and galleries
in Slovakia.

The provision of complementary services is not regarded as controversial; rather, it is

perceived as a pragmatic approach to ensuring the financial stability of their programs and
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initiatives, as well as to supporting the infrastructure necessary for further tourism
development at the destination. Consequently, the implementation of business strategies
grounded in the paradigm of social entrepreneurship in tourism, with the objective of
enhancing the value offered to visitors, as articulated by numerous scholars (e.g., Rentschler,
2001; Coman & Pop, 2012; Eid, 2016), holds particular pertinence within the context of
Slovak museum and gallery management.

The findings of the study indicate the primary barriers to the utilization of museums and
galleries in Slovakia's tourism sector, namely: (1) the population's inadequate interest in
culture, (2) underdeveloped collaboration among stakeholders, and (3) the problematic
financing of museums and galleries. These barriers suggest that the challenges faced by
museums and galleries are not only internal but are also shaped by broader societal and
systemic factors.

The absence of adequate public interest in cultural affairs is regarded by museum and
gallery administrators in Slovakia as one of the most significant impediments to their
activities in tourism. This finding is consistent with the European Commission’s Special
Barometer (2017), which indicates that this issue extends beyond the national context. This
phenomenon, stemming from the contemporary consumerist way of life, is therefore not
specific to Slovakia but also characterises the European population as a whole. The proportion
of the population that does not visit cultural attractions due to a lack of interest in culture is
approximately the same (29% in Slovakia and 31% in Europe).

However, although cultural tourism accounts for approximately 40% of global tourism
(UNWTO), the findings suggest a mismatch between its potential and the actual use of
museums and galleries in practice. From the perspective of John (2008), while the population
shows interest in certain forms of culture, it rarely visits specific museums or galleries. This
trend is further confirmed by the European Commission (2017), according to which up to
56% of the Slovak population did not visit a museum or gallery within a twelve-month period,
and an additional 33% visited only once or twice.

According to Lin (2006), the most common reasons for the underrepresentation of
museums and galleries include a lack of public interest, lack of time, unattractive exhibitions,
a dull atmosphere, and problematic transport accessibility. These findings point to the need
for a more proactive approach by museums and galleries towards visitors, particularly through
enhancing the attractiveness of their offerings and improving communication. In this regard,
the Association of Museums in Slovakia (2011) emphasises the need to strengthen promotion,
increase visibility, and clearly define the role of museums and galleries within the cultural and

educational space. John (2008) further highlights the importance of innovative marketing
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strategies in addressing specific target groups, while Khalife (2007) recommends the
systematic development of marketing departments and the active management of public
relations.

The findings of the study indicate a necessity for enhanced collaboration among museum
and gallery managers, tourism facility managers, and intermediaries in Slovakia. This
suggests that the current level of cooperation remains insufficiently developed and may
represent a structural weakness in the integration of museums and galleries into the tourism
sector. These partnerships should therefore be purposefully cultivated through the active
initiative of all involved actors, rather than arising spontaneously.

This situation may be explained by the traditionally fragmented nature of the cultural and
tourism sectors in Slovakia, where cooperation between institutions is often limited and not
systematically managed. In this regard, several countries (e.g., Croatia, Canada, South Korea)
can serve as a source of inspiration, as Du Cros and McKercher (2015) argue that effective
cooperation significantly contributes to the development of cultural tourism.

To enhance the utilization of museums and galleries in tourism, it is therefore necessary to
place greater emphasis not only on cooperation within the tourism sector but also on
collaboration with the creative industries, local communities, and municipalities. This is
particularly important in the Slovak context, where museums and galleries often operate in
isolation and do not fully exploit the potential of network-based approaches.

This argument is supported by the findings of the NEMO (2015) survey, which highlight
the importance of collaboration with professionals from the creative industries, particularly in
areas such as the preparation of permanent exhibitions, organisation of events, provision of
animation services, production of souvenirs, development of mobile applications, use of
museum spaces for filming, and the integration of museum content into advertising. These
activities not only enhance the attractiveness of museums and galleries but also strengthen
their position within the tourism market.

Another factor that limits the activities of museums and galleries in tourism in Slovakia is
their problematic financing, which can be considered unsustainable in the long term. This
finding suggests that the economic dimension of sustainability remains insufficiently
developed in practice and represents one of the key constraints on their further development.

In contrast to the way Slovak museums and galleries are financed, which primarily depend
on public funds, Bell (2012) presents a multi-source model of museum financing in the United
States. Based on secondary data from the American Association of Museums, Bell (2012)
argues that although most museums operate as non-profit institutions, public sources (federal,

state, and local) account for only 24.4% of their revenues. The private and non-profit sectors
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dominate, contributing 36.5% through donations from individuals, charitable organizations,
philanthropic institutions, and corporate sponsors. A further 27.6% of income is generated
from museums’ own activities, such as exhibitions, events, retail sales (e.g., souvenirs,
bookshops), hospitality services, and rentals. Admission fees, accounting for approximately
5% of total revenue, play a relatively minor role. The remaining 11.5% is derived from
investments in financial instruments.

Compared to this model, Slovak museums and galleries are characterised by a high level of
dependence on public funding, which limits their flexibility, innovation capacity, and ability
to respond to changing conditions in the tourism market. This financing structure also reduces
the pressure to diversify revenue sources and may lead to a more passive approach to
exploiting market opportunities.

At the same time, it is important to emphasise that the possibilities for cost reduction in
Slovak museums and galleries are highly limited, as these institutions already operate under
constrained budgets and staffing capacities. This implies that further improvements in their
economic sustainability cannot be achieved primarily through cost-cutting, but rather through
the active development of new revenue streams and a more intensive integration into the
tourism market.

Although Bell (2012) points out potential risks associated with multi-source financing, his
conclusions align with those of Kesner (2005), who highlights the risks of excessive
dependence on public funding, a pattern typical not only for Slovakia but also for most
European countries. In this context, there is a clear need for a gradual transformation of the
financial models of museums and galleries towards greater diversification of funding sources

and enhanced economic autonomy.

CONCLUSIONS

The results of the study confirm all four formulated hypotheses (H1-H4) and indicate that
museums and galleries in Slovakia continue to prioritise social objectives, while
environmental and economic dimensions remain less developed in practice. This imbalance
reflects both the core mission of these institutions and the structural conditions under which
they operate.

The findings highlight the need for a shift from predominantly mission-driven management
towards more balanced and strategically oriented approaches that integrate social,

environmental, and economic objectives. In practice, this implies strengthening the role of
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tourism not only as a tool for fulfilling social functions, but also as a mechanism for
improving economic sustainability.

Given the limited possibilities for further cost reduction, museums and galleries should
focus primarily on the diversification of revenue sources, particularly through the
development of complementary services, more active visitor engagement, and stronger
integration into the tourism market. At the same time, greater emphasis should be placed on
building partnerships with tourism stakeholders, the creative industries, and local
communities in order to overcome the current fragmentation of the sector.

The findings also suggest that achieving environmental objectives requires a transition
from predominantly operational measures towards more strategic and long-term initiatives,
which are currently constrained by financial and organisational limitations.

In the Slovak context, the effective implementation of sustainability will depend not only
on the internal efforts of museums and galleries, but also on external support mechanisms,
particularly from public authorities. This includes the development of more flexible funding
schemes, support for cross-sectoral cooperation, and the creation of policies that promote
greater financial autonomy and innovation.

Overall, museums and galleries in Slovakia demonstrate a growing awareness of
sustainability; however, their long-term development will depend on their ability to adapt to
changing conditions in the tourism market and to adopt more proactive and economically
resilient management approaches.

Despite its contributions, this study has several limitations that should be taken into
account when interpreting the results. The research is based on a sample of Slovak museums
and galleries, which may limit the generalisability of the findings to other national contexts.
In addition, the data are based on self-reported responses of managers, which may reflect
subjective perceptions rather than objective practices. Future research could focus on
comparative studies across countries or include qualitative approaches to gain deeper insights

into managerial decision-making.
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Abstract

This paper presents the third generation of the Ethics Perception Index (ETPI) and the Regional Ethics
Perception Index (RETPI), which are used as quantitative tools to measure ethical and moral development
at national and sub-national levels. Based on earlier conceptual versions, the present study introduces a
transparent methodology integrating seven standardised components — corruption, economic freedom,
human development, education, human rights, environmental performance and natural resource depletion
— rescaled to a 0—100 scale with explicit treatment of negative indicators. The study employs a dynamic
framework including time-series analysis, missing-data protocols and regional modifiers based on public
engagement (e.g. Google Trends). This enables the indices to capture resilience and recovery potential
following shocks. When this methodology is applied to global and regional datasets, the results confirm
that Scandinavian countries consistently achieve the highest ETPI values, thus validating the framework
against established perceptions of ethical leadership. The RETPI further reveals significant intra-national
variation, highlighting regions that diverge from national averages and demonstrating the added value of
sub-national analysis. This study contributes to existing knowledge by providing the first replicable
ethics-focused indices that are longitudinal and regionally adaptable. These indices complement existing
measures such as the Social Progress Index and the Human Development Index. These findings provide
policymakers and researchers with a robust tool for assessing the ethical underpinnings of resilience,
sustainability and inclusive development.

Keywords: Ethics Perception Index, ETPI, Regional Ethics Perception Index, RETPI, moral-ethical
growth, sustainable development, quantitative ethical assessment, political decision-making.

INTRODUCTION

In an era where economic growth frequently takes precedence over other aspects of social
development, the need for a more nuanced understanding of progress is becoming
increasingly urgent. Joseph E. Stiglitz's seminal 2005 essay, 'The Ethical Economist: Growth
May Be Everything, But It's Not the Only Thing', catalysed a critical reassessment of

conventional measures of development. Stiglitz's work emphasises the shortcomings of
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traditional methods that prioritise material well-being over the moral and ethical dimensions
that are vital for sustainable development (Stiglitz, 2005).

His subsequent involvement in the Stiglitz-Sen-Fitoussi Commissions at the OECD reinforced
the idea that policymakers have been misled by their over-reliance on Gross Domestic
Product (GDP) as the primary measure of progress, obscuring issues such as inequality,
environmental degradation and social well-being (Stiglitz et al., 2010, 2018).

These and other limitations of GDP are now well documented. For instance, GDP fails to
account for income distribution, non-market activities or the depletion of natural resources
(Shemetev, 2025; van den Bergh, 2009). Furthermore, it fails to capture the ethical and moral
dimensions of development (Giannetti et al., 2015; Shemetev, 2025). Consequently, countries
may appear to be prospering economically while simultaneously experiencing rising
inequality, corruption or ecological collapse (Dédecek & Dudzich, 2022).

Alongside these critiques, the emerging field of development ethics has argued that
progress should be evaluated in terms of both material output and values such as equity,
human rights, empowerment and environmental sustainability (Drydyk, 2016). One of the
founders of development ethics, Denis Goulet, already stressed that 'anti-development' occurs
when growth undermines dignity, justice, or sustainability (Goulet, 1971). However, despite
decades of debate, there is still a lack of robust quantitative indices that can systematically

measure ethical progress across countries and regions (see Fig. 1).

Figure 1 Current state of knowledge of traditional economic metrics and the approach of this
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Moreover, recent global challenges, from the 2008 financial crisis to the ongoing military
conflicts and the ongoing pandemic, have further exposed the vulnerabilities of growth
models that ignore ethical and moral foundations. These events highlight the importance of
frameworks that consider both economic and ethical aspects of progress.

In response to these challenges, recent scholarship has begun to explore whether ethical
behaviour and governance quality directly impact sustainable development outcomes
(Dermody et al., 2018; Johnson, 2013; Seiam & Salman, 2024; Wang et al., 2023). However,
existing indices such as the Corruption Perceptions Index (Bevir & Letki, 2012; Heide, 2020)
and the Dow Jones Sustainability Index (Carlos & Lewis, 2018; Johnson, 2013) remain partial
and sector-specific, or focus too heavily on governance and finance. This leaves a gap in the
area of comprehensive, multidimensional ethical assessment.

Therefore, the need for ethical considerations in development is not merely theoretical; it
has practical implications for policymaking at local, regional, and national levels. Economic
development usually progresses from the local to the regional, and then to the national and
international levels. However, current policy frameworks often overlook this progression
because they lack the tools to measure development simultaneously at these different levels
(Sen, 2000; Sen & Nussbaum, 1993; Shemetev & Pélucha, 2023).

Against this backdrop, the present study aims to further the debate by proposing a third
generation of indices (see the 'Discussion' section, subchapter 'From Concept to Maturity:
Three Generations of the Ethics Perception Indices' for details of the differences between the
three generations of these indices). The study focuses on the third generation of the two
indices: the Ethics Perception Index (ETPI) and the Regional Ethics Perception Index
(RETPI). These indices seek to incorporate ethical considerations into development
assessments systematically, transparently and adaptably. By doing so, they address the urgent
need for tools that can capture the ethical foundations of resilience and sustainability in the

twenty-first century.

THEORETICAL BACKGROUND: INTEGRATING STIGLITZ'S CRITIQUE AND
INDICES FOR HOLISTIC MEASUREMENT OF MORAL-ETHICAL GROWTH

The critique of GDP as a singular measure of progress

Historical development of GDP

GDP and related indicators have their roots in the work of Simon Kuznets, who developed
them as a measure to assess the economic performance of nations (Kuznets, 1934, 1941,
1955). Over time, GDP has become the most widely used indicator of economic health,

providing insight into a country's economic size and performance (Landefeld, 2000; Neil &
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U.S. Bureau of Economic Analysis, 2020). Despite its widespread use, GDP has come under
considerable criticism for its inability to capture the full extent of societal progress (van den
Bergh, 2009).

Limitations of GDP and related indicators

Bergh (2009), Shemetev & Pé&lucha (2023), Stiglitz (2005) and several other authors highlight
several critical limitations of GDP and related indicators. First, it does not take into account
the distribution of income, which means that GDP growth can coexist with increasing
inequality. Second, GDP does not take into account the environmental degradation and
resource depletion that often accompany economic growth. Third, GDP does not measure
non-market activities, such as household work and voluntary work, which are essential for
social well-being. Finally, GDP overlooks the moral and ethical dimensions of progress,

which are crucial for a holistic understanding of societal progress.

Broadening the scope: Introducing new moral-ethical growth indices

Introduction to Ethical Indicators

Ethical norms play a fundamental role in shaping the social, cultural, economic and political
landscapes of societies (Ariely, 2012; Bauman, 2008; Gotoh & Dumouchel, 2009; Sen, 2004;
Shemetev, 2022; Stiglitz, 2005). The complexity and variability of ethics across regions,
countries and societies requires a nuanced understanding of how ethical norms are formed and
measured (Bauman, 2007; Burnham & Phelan, 2001; Douglas & Isherwood, 1996a; Hickel,
2020; Wengrow, 2010). Historically, ethics has been viewed as a culturally embedded
phenomenon, with each society developing its moral compass based on historical, religious,
and social factors (Douglas & Isherwood, 1996b; Graeber, 2011; Harari, 2015; Harreld, 2016;
Maddison, 2007; Narotzky, 1997; Shapiro, 2020; Wengrow, 2010). However, with the advent
of globalisation, there is a growing need for comprehensive ethical indicators that can be
applied at different levels — regional, national and local — to assess sustainable well-being.
This theoretical background explores the roots of ethical norms, the role of education in
shaping ethics, and the potential for creating comprehensive ethical indices. By integrating
previous research on the components of ethics and the methods for measuring them, this study
aims to propose a novel approach to ethical indexing that is both quantitative and applicable

across different socio-cultural contexts.

The roots of ethics

Ethics is not a monolithic concept, but a dynamic process shaped by various factors, including
culture, religion and historical context (Broadie, 1994; Haeffele & Storr, 2019; Hauptman,
2019; Lord, 2010; White, 2019). Different societies may have different views of what
constitutes ethical behaviour (Boucher, 2009; Carrier, 2005; Harari, 2014; Hauptman, 2019;
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Hayek & Bartley, 111, 1992; Sherwin, 2000). For example, while some indigenous tribes may
view cannibalism as a virtuous act (see, for example, study of Keeley (1997)), other societies
may condemn it as highly unethical (see, for example, the work of Kennedy (2007)). This
divergence highlights the importance of understanding the roots of ethics within each region,
country or society.

Ethical norms are often shaped by a combination of innate moral instincts (Bloom & Cook,
2013) and external influences such as education, religion and law (see, for example, Keeley's
concept of civilisation (1997) or the collection of studies on ethics in White (ed.) (2019)). The
concept of ethics as an innate understanding of 'right' and 'wrong' has been supported by
psychological studies suggesting that even infants have a rudimentary sense of morality
(Bloom, 2013). However, these innate tendencies are further shaped by societal influences,
leading to the development of collective ethical standards through the process of civilisation
(Keeley, 1997).

Fig. 2 conceptualises the sources of ethics as a stochastic process in which innate moral
instincts are shaped and refined by external factors over time. This process results in a wide

range of ethical norms, as seen in the different practices and beliefs of different societies.

Figure 2 The proposed concept of the sources of ethics
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This diagram (Fig. 2) illustrates how various external factors, such as cultural factors,
religious beliefs, historical context, legal framework and environmental conditions, interact
with innate moral instincts. These interactions lead to the development of ethical norms that
vary from society to society.

The role of education in shaping ethics

Education plays a crucial role in filtering and refining ethical standards within a society
(Halstead & Taylor, 2000; Nucci, 2003; Rest et al., 2014). It serves as a mechanism for
selecting 'good' and 'bad' practices, thereby shaping collective ethical consciousness (Arthur,
2003; Lapsley & Narvaez, 2005, 2004; Smiles, 1862). The globalisation of education has the
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potential to create a globalised filter for ethical standards, promoting universally accepted
norms while discouraging practices deemed unethical by the wider global community (Power,
2015).

Throughout history, education has played a central role in challenging and transforming
societal norms (Arthur, 2003). For example, the abolition of slavery in nations such as Russia
(Troinitsky, 1858) or the United States (Kennedy, 2007) was significantly influenced by the
dissemination of new educational philosophies and ethical frameworks.

Xenophon's Cyropedia (c. 370 BC), a foundational European encyclopaedia, provides an
example from history of how education can influence societal values. Cyrus, who received an
excellent education for his time, embraced moral and political philosophy, and as a result
freed some slaves, demonstrating the power of education to foster empathy and challenge
entrenched social practices (Xenophon, 2011, Volume #1, Book 1-4, pp. 361-364; Volume
#2,p. 9 ("...slavery i1s a great evil.") and pp.148-150 (People who treat others as slaves
deserve nothing and often lose everything ["...because they preferred to treat (people) like
slaves rather than as friends. Many, too, not satisfied to live contentedly in the enjoyment of
their own proper share, have lost even that which they had, because they have desired to be
lords of everything; and many, when they have gained the much coveted wealth, have been
ruined by it." [p.149]])).

Fig. 3 illustrates the role of education as a filter that selects and promotes ethical practices,
reinforcing the idea that education is a fundamental element in the development of a society's

ethical standards.

Figure 3 The Role of Education in Shaping Ethical Standards
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Fig. 3 highlights the central role of education as a filtering mechanism that refines raw ethical
practices (see, for example, the study of Macintyre (2007)). Various forms of education
(moral, civic, cultural and religious) contribute to the formation of refined ethical standards,
which in turn shape a society's ethical norms. A feedback loop from societal ethical norms

helps to continually inform and adjust the educational filter.

The need for ethical indices

Despite the centrality of ethics to societal development (Foot et al., 1967; Habermas, 1987;
Macintyre, 2007; Nussbaum, 2011; Rawls, 2005; Sen, 2000, 2013; Stiglitz, 2005), there is
still no comprehensive index that systematically integrates ethical dimensions across
economic, social, and environmental domains. Several indices exist, but each remains partial
in scope. For example, the Corruption Perceptions Index (CPI) (Transparency International,
2020) measures perceived corruption but neglects broader ethical dimensions such as equity
or sustainability. The Human Development Index (HDI) (United Nations Development
Programme, 2025) incorporates health, education, and income but omits governance quality,
corruption, and environmental stewardship. The Environmental Performance Index (EPI)
(Conrad & Cassar, 2019; Wolf et al., 2022) focuses on ecological outcomes but does not
address justice or human rights. Similarly, the Dow Jones Sustainability Index (DJSI) (Carlos
& Lewis, 2018; Johnson, 2013) and the Standard Ethics Indices (Standard Ethics, 2021,
2024a) are primarily designed for corporate or financial benchmarking rather than holistic
societal assessment.

These indices demonstrate that while important dimensions of ethics are being measured,
they remain fragmented, sector-specific, or oriented toward corporate governance rather than
societal ethics. No existing framework combines corruption, human rights, education,
environmental sustainability, and economic freedom into a single, transparent, and
reproducible measure. Moreover, none of the existing indices provide a regional-level tool
that can capture intra-national variation in ethical development, despite evidence that ethical
challenges often differ significantly across regions (Shemetev, 2022; Shemetev & Pélucha,
2023).

This fragmentation constitutes the research gap: the absence of a unified, multi-
dimensional, and regionally adaptable index of ethical progress. To address this, the present
study introduces the third generation of the Ethics Perception Index (ETPI) and the Regional
Ethics Perception Index (RETPI). These indices integrate seven established components (CPI,
HDI, EPI, EFI, HRI, NRD, EI) into a single framework, while also incorporating dynamic
methods for handling missing data and regional modifiers. In doing so, ETPI and RETPI
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ethical development at both national and regional levels.
Proposed ethical index: ETPI+RETPI

The development of these indices is based on the premise that ethics is a multifaceted
phenomenon that cannot be fully captured by existing financial or freedom-based indices.

Instead, ETPI and RETPI seek to provide a more holistic assessment of ethical standards,

taking into account the various factors that influence ethics in different societies.
The Ethics Perception Index (ETPI)

The Ethics Perception Index (ETPI) is designed to provide a quantitative measure of moral-

ethical growth at the national level. The ETPI includes indicators related to justice, equality,

environmental protection and general ethical behaviour (see Tab. 1).

Table 1 The Designed ME-Matrix Principle to Process the Evaluation of the Missing Data

Source: Own work.

Fail to capture the
complexity of human
development,

overlooking the moral and
ethical dimensions crucial
for a holistic
understanding of societal
progress. Lack
granularity for micro-
regional/rural analysis
(below NUTS III).

Each measures only one
facet of ethics (e.g.,
corruption or education).
Using them separately can
lead to biased estimators
in research, as ethical
issues are intertwined.
Many key components
(like HRI, EFI, NRD)
have low update
frequencies, posing a
challenge for effective
time-series analysis.

Classic regional recovery
models primarily capture
employment trends
(Giannakis & Bruggeman,
2020) but fail to explicitly
incorporate moral-ethical
dimensions.

218

Holistic Measurement of Progress: Offers
an alternative/supplementary tool that
integrates ethical considerations, justice,
equity, and environmental sustainability,
ensuring progress 1is measured beyond
economic output.

Unified Ethical Assessment: Synthesizes
these seven diverse components (covering
corruption, human development, education,
human rights, economic freedom, and
environmental ethics) into a single, reliable
measure of moral-ethical growth.

Dynamic & Longitudinal Utility: ETPI (the
third generation presented in this paper)
provides a dynamic methodology for time-
series analysis. It also incorporates data
management tools (like the ME-Matrix and
interpolation) to handle missing and low-
frequency data, enhancing its utility for
longitudinal studies.

Measures Ethical Resilience/Recovery
Potential: ETPI provides the only known
quantitative method to estimate the moral-
ethical economic potential of recovery and
resilience. Moral-ethical growth creates a
long-term stable basis for recovery, unlike
unstable economic indicators.
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By systematically assessing these dimensions, the ETPI provides a comprehensive framework
for assessing societal progress beyond traditional economic measures.

The Regional Ethics Perception Index (RETPI)

The Regional Ethics Perception Index (RETPI) extends the principles of the ETPI to a more
localised context. By focusing on regional differences, the RETPI allows for a more nuanced
understanding of moral-ethical growth in different areas of a country. This localised approach
is particularly valuable for identifying regions that may be lagging behind in ethical

development, despite overall national progress.

METHODOLOGY

Math model
The ETPI index has 7 measurable components:
v’ economic freedom (measured by the Economic Freedom Index),
patterns of corruption (measured by the Corruption Perception Index),
level of human development (measured by the Human Development Index),

level of skills and education (measured by the Education Index),

D N NI NN

maintenance of a sustainable ecology (measured by the Environmental Performance
Index)
Level of human rights development and protection (measured by the Human Rights
Index)

v’ preservation of natural resources for future generations (measured by the depletion of

<

natural resources as a percentage of GDP).
Let components C be scaled either positively or negatively by their original methods. Positive
scaling means that higher values of the ETPI components (C) lead to a better situation in a
particular area of ethics. The positively scaled components for the ETPI Index are:

v Economic Freedom Index
Corruption Perception Index
Human Development Index
Education Index

Environmental Performance Index

AN NN RN

Human Rights Index
So that:

Cip = ( Xit ) x 100 (1)

max(X)

Notes: Own formula. C: A specific positive-scale component used to estimate the ETPI (Index Generation III,
for time series analysis). X: One of the positive-scale components used to measure ethics. These are: Economic
Freedom Index, Corruption Perception Index, Human Development Index, Education Index and Environmental
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Performance Index; max: the maximum value taken for all countries or territories and all time periods in the time
series analysis; i: a specific country or territory; t: time.

Conversely, negative scale components are possible. Methodologically, a negative scale
means that higher values of an ETPI component (C) lead to a worse overall ethical situation.
ETPI has only one negative scale component — natural resource depletion as a percentage of

GDP.

NRD;;—min(NRD)
max(NRD)—min(NRD)

NRDR = 100 — ( ) x 100 )

Notes: Own formula. NRD: natural resource depletion. i: specific country or territory. t: time. R: rescaled.
min: minimum value (taken for all countries or territories and all time periods in the time series analysis).
max: maximum value (taken for all countries or territories and all time periods in the time series analysis).

There is a conceptual distinction between the two levels of this framework. At the national
level, the ETPI acts as an Ethical-Institutional Performance Index, aggregating standardised
global indicators in order to measure a nation's institutional stock and objective conditions.
Conversely, the RETPI functions as a perception index, incorporating the regional modifier
(E) to shift the focus from structural institutional data to real-time ethical engagement and

public perceptions within a specific territory.

Dealing with missing data between periods

However, previous generations of the ETPI index were designed for the static analysis of
ethics. In other words, they allow for the comparison of countries within a given year, but
limit time series analysis. This paper presents the third generation of the ETPI index, which
can be used to estimate time series and track changes in ethics over time in different countries.
Let Ci; be the value of the positive scale component 1 within a time t. Some values (less than
3% of the total number of observations) can have missing values for certain dates in between.
The linear interpolation method allows these values to be filled in, thus improving the ETPI

index once the missing values appear:
Cit,—Cit
Cit = Cipy + 1t0°><(t—t) 3)
Notes: Own formula. C: Components of the ETPI. i: Specific country or territory. j: Current time with

unavailable data (at the time of index estimation). 1: Final period. 0: Base period. t: Time.

For example, suppose country N has an economic freedom index available for 1990 of 100

and for 2000 of 200, with currently missing data in between. Then:
200 —100

C =100 +——— % (1991 — 1990) = 110
N1991 +2000 = 1990 ( )
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C 100 + 200 — 100 (1992 — 1990) = 120
= _ X —_ =
N1992 2000 — 1990

And similarly for other years (1993-1999). As soon as the economic freedom index data for
country N for the years in between (1991-1999) become available, they should replace these
interpolated values and thus adjust the estimation of the ETPI. A similar process occurs with
the estimation of other key social and economic indicators, such as GDP, where data revisions
are common within the further half-decade period, potentially correcting the value of GDP for

country X for time t.

Handling temporary unavailability of data in recent periods

Given a data set D with a set of countries {Ii, I, I, ..., In}, a set of years {y1, y2, y3, ..., ¥n}
and a set of input components of the ETPI index {Ci, Ca, Cs, ...., Cs}, where Diyj represents
the value of the variable C; for country I in year y. Let Y| be an ordered set of years for which
data exist for country I, so that Yi={y1, y2, ..., yk}. For each country I it is possible that the
last value(s) [LVj] of the variable Cj may be missing, which is often observed in the datasets.
The following iterative algorithm can solve this problem. For each variable C; for each

country I, where LVj;is a missing value (NA) for each year y € Y| (in ascending order):

Dy, = if Dpy; # NA
Dy, =4LVij = if Dpyj=NANLY,;=NA (4
NA - if D;,;=NANLV;; # NA

Source: The author's work.

Thus, this algorithm updates the LVy; after each year iteration if (see Fig. 4).

Figure 4 Process of imputation of missing values for recent data
If value
exists >

update
reference

If missing >
use last
known

reference

Notes: Own elaboration.
It is worth noting that as soon as the most recent values of the Cj become available, — we
update the values of the Dryj, which consequently updates the ETPI itself.

This is a similar methodological approach to the estimation of macroeconomic indicators,
where even such popular components as GDP can be updated within half a decade of the

original publication of the estimate.
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Rules for missing data handling:
1) Acceptable gaps:

v" Short gaps of one to three consecutive years are routinely interpolated
using linear interpolation.

v" Medium-sized gaps of up to five years may also be interpolated, but the
results are flagged as provisional.

v' Gaps of 10 years or more are treated with caution: interpolation is
possible, but the resulting values are marked as estimates with limited
reliability for interpretation.

2) Interpolation method:

v" When data are available at two points (e.g. 2020 and 2025), missing
years are filled using linear interpolation.

v Once intermediate data points become available (e.g. 2023), the series
is recalculated in segments (e.g. 2020-2023, 2023-2025) to ensure
continuous improvement in accuracy.

3) Substitutability of indicators:

v The indices are designed in a modular "LEGO-style'. If one component
is missing, a comparable indicator can be used instead (for example, the
Our World in Data human rights index could be replaced with the
Fariss et al. (2020) human rights index, which has been rescaled to 0—
100).

Notes: Each component index can be replaced by an equivalent theoretical and comparable empirical proxy.
However, this substitution must be formally documented by future users to maintain replication integrity. This
ensures that the modular architecture remains fit for purpose and can be reproduced for high-impact longitudinal
studies.

v" The core demand is for consistency within each analysis. In other
words, if a substitute index is chosen, it should be implemented for all
countries and all time periods to avoid potential bias.

v' If Google Trends are unavailable, RETPI’s regional engagement
component can be derived from alternative digital sources (e.g. social
media data).

4) Limitations:
v" Long gaps reduce the reliability of trend analysis and resilience/recovery

estimates.
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v Results for countries with persistent data scarcity should be interpreted as
indicative rather than definitive.
v' All interpolated or substituted values are transparently documented, and

outputs are updated whenever new data become available.

Modelling the Regional Ethics Perception Index (RETPI): Conceptual Framework and
Analysis

Let E represent the Ethical Engagement, as measured by online activity (E€[0,1]). T denotes
the ETPI (Ethics Perception Index) for a specific country (T€[0,1]). L and H represent the
lower and upper bounds, respectively, of the modifiers applied to T (L,H€E[0,1]). The RETPI
(Regional Ethics Perception Index) is then defined by the following function (5):

( T

(1-L)T if E=05
: =0

RETPIV = { (1= DT +(55) (T1) —ZCE\{;EEE
(1+H)T if E=1

| re (B my  YEE (0.5;1)

—

Notes: Own formula. T: ETPI (Ethics Perception Index) vatae (T€[0;1]); L: Lower bound (LE[0;1]);

H: Higher bound (HE[0;1]); E: Interest in ethical questions, as measured by internet activity;
E€[0;1]);

RETPIV: Unscaled Regional Ethics Perception Index.

So that:

(6)

Notes: Own work. RETPI: Scaled [from 0 to 100] Regional Ethics Perception Index;

U
RETPI=100< RETPIg,r )

max(RETPIY)

Max(RETPIY): the maximum value of the Unscaled Regional Ethics Perception Index;
100 — multiplier to shift the scale of the RETPI index to values between 0 and 100.

Analysis
Fig. 5 illustrates the range of RETPIV values under the conditions set for this study, where

H=L=0.2.
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Figure 5 RETPI values modulation when H=L=0.2
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Notes: Own elaboration in MatLab 2022.

It is evident from Fig. 5 that the maximum value of this function is achieved by maximising
both ETPI (which reflects a nation’s commitment to ethics, including anti-corruption efforts,
human development, and ecological sustainability) and "Ethical Engagement" (a variable
indicating the overall interest in ethics-related issues based on online activity). Minimising
ETPI leads to a corresponding decrease in RETPI, while a low "Ethical Engagement" score
reduces the overall RETPI value.

Mathematically, L and H can be adjusted or even defined as functions, offering flexibility
for different modulations (see Fig. 6 and 7).

This plot (Fig. 6) illustrates the relationship between national ETPI scores (X-axis), Ethical
Engagement (E) (Z-axis) and resulting RETPI values (Y-axis). The colour gradient (blue =
low L values; red = high L values) reflects the magnitude of the continuous L parameter,
which adjusts national ETPI values to account for regional engagement and interest. The
surface shows how RETPI values change depending on the initial ETPI value and the
intensity of regional ethical discourse, revealing the non-linear interactions between structural

performance and public engagement.
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Figure 6 3D RETPI values modulation when H=L=X (detailed outlook of the ETPI)
3D Surface Plot of RETPI with Continuous L Values
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Notes: This is the author's own MatLab 2022 elaboration (the legend shows the L=H values between 0 and 1).
The ETPI, RETPI and 'Ethical Engagement' (E) are on a 0—100 scale (rescaled percentages). Own work.

This non-linear shape of the surface highlights that regional ethical resilience is not simply a
linear function of national scores. Countries with moderate ETPI values but strong regional
engagement can achieve relatively high RETPI. Conversely, even high-scoring countries may
see reduced RETPI if regional engagement is weak. This visualisation confirms the added
value of RETPI as a dynamic extension of ETPI that is sensitive to regional factors and

capable of capturing both structural and cultural dimensions of ethical development.
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Figure 7 3D RETPI values modulation when H=L=X (detailed overview of the 'Ethical
Engagement (E)').

3D Surface Plot of RETPI with Continuous L Values
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Notes: This is the author’s own MatLab 2022 elaboration (the legend shows the L=H values between 0 and
1).The ETPI, RETPI and 'Ethical Engagement (E)' are on a 0-100 scale (rescaled percentage). Own work.

The next plot, Fig. 7, shows the RETPI plotted against continuous L values from a
different perspective, which illustrates the relationship between the RETPI index and ethical
topics more clearly. The X-axis represents ethical components, the Y-axis represents the
resulting RETPI, and the Z-axis represents the baseline ETPI. The colour gradient (blue = low
L values, red = high L values) reflects the strength of the L adjustment, capturing regional
engagement with ethical topics. The surface shows that L has significant strength in adopting
the RETPI to capture different types of future study targeting specific Ethical Engagements
(E). This enables analysts to use the ETPI/RETPI framework to capture regional variations at
their preferred level of sensitivity.

Taken together, Fig. 6 and 7 demonstrate how varying L (and H) between 0 and 1
influences RETPI values. These figures highlight that increasing L(H) enhances the RETPI
scores in regions with greater interest in ethics-related topics, while penalising regions with

minimal interest.
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Implications:

The parameters H and L in this model reflect key choices in how ethics is quantified —
whether to emphasise a solid ethical foundation (similar to feeding plants with nutrients) or
active engagement with ethical issues (similar to plant growth). Both aspects are important to
consider. In this study, we set H = L = 0.2 to balance these factors, emphasising foundational
ethics while allowing for active pursuit (approximately 20%). Further details on why the 20%
threshold is an optimal choice for this study can be found in the “Replication Protocol for

ETPI and RETPI” subsection in the methodology section, Step 6.

Managing Low-Frequency Data in Ethics Indicators with the ME-Matrix

A challenge arises when ethics-related indices (e.g. HRI, EI, NRD, EFI) have low update
frequencies. To address this, we design the ME (Moral-Ethical Missing Data Evaluation)
matrix to handle incomplete data by updating ETPI values as new data becomes available. For
example, the matrix handles gaps by using the most recent data available (LD) until updates
occur. This approach ensures accuracy in ETPI updates, similar to the delayed updates found

in widely used indicators such as GDP.

Table 2 The Designed ME-Matrix Principle for Processing the Evaluation of Missing Data

CP1
EFI
EI
HDI
HRI
NRD
EPI

The data is missing, but will appear as soon as it is available. The ETPI values will be
updated at that point.

These data are valid for this year

The latest available data for calculating the index is the LD (latest date when data are
available).

Source: Own concept. Notes: CPI: Corruption Perception Index. EFI: economic freedom index.

EFTI: index of economic freedom (a more frequent substitute for the EFI). EI: education index.
HDI: human development index. HRI: human rights index. NRD: natural resource depletion.

EPI: environmental performance index. This is an example of an ME matrix.

Handling of Missing Time-Series Data
The ETPI and RETPI frameworks are designed to maximise the probability of obtaining

usable data across countries and years. However, gaps in time-series data are inevitable,
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particularly for countries with restricted access to data (e.g. North Korea) or very small
countries (e.g. San Marino, Saint Kitts and Nevis, Nauru). In such cases, we follow the
general academic principle of working with the best available evidence while transparently
updating results as new data becomes available.
Replication Protocol for ETPI and RETPI
To ensure transparency and replicability, this section provides a step-by-step description of
the procedures used to construct the Ethics Perception Index (ETPI) and the Regional Ethics
Perception Index (RETPI). Each step is designed to be reproducible using publicly available
data and standard statistical software.
Step 1. Data sources
The ETPI and RETPI are constructed from seven established indicators, all of which are
publicly available.

v" Corruption Perceptions Index (CPI) — Transparency International.
Economic Freedom Index (EFI) — Fraser Institute.
Human Development Index (HDI) — UNDP.
Education Index (EI): UNDP.
Human Rights Index (HRI) — Our World in Data.
Environmental Performance Index (EPI): Yale University.
v" Natural Resource Depletion (NRD, % of GDP): World Bank/UNDP.

Notes: Each component index can be replaced by an equivalent theoretical and comparable empirical proxy,
provided this substitution is explicitly documented and justified. This modular architecture, conceptualised as a
'LEGO-style' principle in the methodology section, preserves structural coherence while allowing adaptability to
data constraints or updated measurement frameworks. In the most recent empirical specification presented in this
study, the Index of Economic Freedom (The Heritage Foundation, 2025) is used as a substitute with a higher
frequency for the Fraser-based EFI. For consistency of notation, the abbreviation 'EFT' is retained.

AN NN RN

All data were collected at the national level for the relevant period (where available). Where
possible, regional data should be obtained by disaggregating national data (from sources such
as Eurostat, national statistical offices, Google Trends and social network statistics).

Step 2. Scaling of components

All components are normalised to a 0—100 scale (Steps 1 and 2) before aggregation (Step 3).
This ensures comparability across indicators with different units, such as percentages, ordinal
scores and composite indices. Normalisation (scaling) is performed using min—max scaling
across the full dataset (all countries and all years).

One important point to note is how outliers are handled. Rather than being removed,
outliers are absorbed by the scaling procedure (Steps 1 and 2). This ensures that extreme
values (e.g. extremely high levels of corruption or extremely low levels of human rights) are
reflected in the index rather than being excluded. Researchers replicating the index should

avoid trimming or winsorising, unless they are explicitly testing for robustness.
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The next note concerns Time-Series Consistency. For longitudinal analysis, the same scaling
parameters (minimum and maximum values) are applied across the entire time horizon. This
prevents artificial jumps in the index caused by rescaling each year separately. As new data
becomes available, the scaling parameters can be updated, but any changes must be
documented.

To ensure comparability, the min-max procedures defined in Equations (1) and (2) are used to
rescale components to a 0—100 range.

Higher depletion (NRD;;) reduces the positively rescaled NRDY index.

Step 3. Aggregation into ETPI

The ETPI for country i at time t is the mean of the N scaled components:

1 N
ETPL, = (%) x 20, Ry (7
Notes: Own formula. R is a rescaled (0-100) ETPI component (C;; for CPI, EFI, HDI, EI, HRI and EPI, and
NRD§ for NRD). N = 7 for the third generation of the ETPI index (seven components in total).

In the third generation of the ETPI index, all seven components are given equal weighting:
CPI, EFI, HDI, EI, HRI, EPI and NRD. This approach is based on the principle of
transparency and avoids subjective prioritisation. However, researchers wishing to test
alternative weighting schemes (e.g. based on factor analysis or expert surveys) must explicitly
report the procedure.

This yields a value between 0 and 100, with higher values indicating stronger ethical
development.

Step 4. Treatment of missing data (see the Math Model section)

Step 5. Construction of the RETPI

The RETPI builds on the ETPI by incorporating regional modifiers that reflect public interest
in ethics.

v" RETPI is derived from ETPI by applying regional modifiers.

v The regional modifier (E) is based on the level of online interest in ethics-related

topics (as measured by Google Trends, Social Nets, or an equivalent tool).

v Regional boundaries should follow official statistical classifications (e.g. NUTS-3

in the EU and state/province level elsewhere).

v Where regional data for one or more components is missing, national averages are
used as proxies, which is clearly indicated. This approach was used for Latvia and
Iceland (two relatively small countries) in the current study, while elsewhere 'NA'
was retained.

Bounds (L, H): Set at 0.2 in this study, but adjustable.
v Unscaled RETPI: see formula (5).

<
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Scaled RETPI: see formula (6)

Step 6. Regional Modifiers in the RETPI Framework
The Regional Ethics Perception Index (RETPI) is based on the national-level ETPI and

incorporates modifiers that capture regional variations in ethical awareness and engagement.

Denoted E, L and H, these modifiers adjust the baseline ETPI score to reflect regional

differences in interest in ethical issues, as well as the potential amplification or attenuation of

ethical performance. This means that the RETPI is not just a smaller-scale replication of the

ETPI, but a genuinely region-sensitive measure. These regional modifiers are one of the new
features of the third generation of ETPI and RETPI indices.
Modifier E (Ethical Engagement):

v

v

Definition: E represents the level of public interest in ethical issues in a given
region.

Measurement: This is determined using proxies such as the frequency with which
ethics-related terms (e.g. 'ethics', 'justice', 'corruption', 'human rights') are searched
for online, as measured by tools such as Google Trends, Yandex Wordstat, social
nets, or equivalent regional data sources.

Scaling: Values are normalized to the interval [0, 1], where O indicates no
measurable interest and 1 indicates the highest level of interest observed across all
regions.

Interpretation: A higher E value suggests that ethical issues are salient in public
discourse, which is assumed to strengthen the impact of ethical performance on

regional development.

Modifier L (Lower Bound Adjustment):

v
v

Definition: L sets the lower limit for adjustments when ethical engagement is weak.
Function: Prevents RETPI from overstating ethical performance in regions where
public interest in ethics is minimal.

Mathematical role: When E approaches 0, the RETPI value is reduced by a factor
proportional to (1 —L).

Interpretation: L ensures that regions with low ethical engagement cannot achieve

artificially high RETPI scores based solely on national-level ETPI values.

Modifier H (Upper Bound Adjustment):

v

v

Definition: H sets the upper limit of adjustment when there is strong ethical
engagement.
Function: Allows RETPI to reward regions with high public interest in ethics,

amplifying the ETPI baseline.
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v' Mathematical role: When E approaches 1, the RETPI value increases by a factor
proportional to (1 + H).

v’ Interpretation: H ensures that regions with strong ethical engagement are
recognised as having greater potential for ethical resilience and sustainable
development.

The use of internet search activity as a proxy for modifier E is theoretically grounded in the
transition from institutional to perceptual measurement. While national institutions are slow-
moving 'stocks', regional ethical engagement is a 'flow' of public perception and salience. This
allows the RETPI to capture a region's cultural-institutional accumulation, demonstrating how

national institutional quality is perceived and utilised by local actors.

Choice of parameter values (L = H = 0.2 for this study):
In this study, L and H are both set to 0.2. This reflects a balanced compromise between
sensitivity and stability.

v" Moderation: A value of 0.2 enables meaningful adjustments to be made without
overwhelming the baseline ETPI. In practice, this means the RETPI can vary by
+20% relative to the ETPI, depending on regional engagement.

v' Comparability: Setting both bounds symmetrically ensures that upward and
downward adjustments are of equal magnitude, thus avoiding bias towards either
penalisation or reward.

v' Transparency: The value 0.2 is not arbitrary, but has been chosen to strike a balance
between interpretability (it is easy to explain to policymakers) and analytical
robustness (it is sufficient to capture regional variation without exaggeration).

v' Future flexibility: Although 0.2 is used here, the framework permits L and H to be
adjusted, or even defined as functions of empirical data (e.g. variance in regional
ethical engagement). Researchers replicating RETPI may test alternative
thresholds, but must report these explicitly.

Modelling precedent: why 1s 20% a widely accepted threshold?
In applied probability and resilience modelling, moderate, symmetrical thresholds are
commonly introduced to account for uncertainty without destabilising the model (Cao &
Feng, 2025; Jiménez-Valverde & Lobo, 2007; Wen et al., 2019). A threshold of 20% (0.2) is
often used for this purpose as it strikes a balance between sensitivity and robustness.
This choice is supported across multiple disciplines.

1) In machine learning, for example, thresholds between 0.2 and 0.255 often yield the

highest F-values, leading to optimal predictive performance (Brownlee, 2025).
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2) In resilience engineering and infrastructure modelling, 20% is recognised as an
effective boundary for capturing system fragility without overfitting (Hsu &
Mostafavi, 2025).

3) In clinical decision-making and medical risk assessment, thresholds around 20%
are commonly used to flag significant yet manageable risks (Patel et al., 2021).

4) In finance, thresholds of 20% or below are standard for interpreting financial ratios
and stress indicators (Shemetev, 2012).

5) In uncertainty quantification, 20% is often cited as an optimal cut-off point for
distinguishing signal from noise (Lye et al., 2019).

Taken together, these precedents justify the use of a 20% threshold in our study,
demonstrating its methodological soundness and cross-disciplinary relevance.

Step 7. Estimating RETPI with Google Trends Data

The RETPI builds on the ETPI by incorporating a regional modifier (E), which reflects public
engagement with ethical issues. Google Trends provides a transparent, reproducible and freely
available proxy for this engagement. The following protocol outlines how to estimate the
RETPI using Google Trends data.

Sub-step 1: Define the search terms

Select a set of ethics-related keywords that are relevant across languages and regions.
Examples: 'ethics', justice', 'corruption’, '"human rights', 'sustainability'.

Where possible, use Google Trends' "topics" (which aggregate synonyms and translations)
rather than single keywords to reduce linguistic bias.

Sub-step 2: Collect regional data

Go to Google Trends (can be replaced with other data sources).

Enter the chosen keywords/topics.

Set the geographical scope to the country of interest and select sub-regions (e.g. NUTS-2 or 3
regions in the EU, states in the US or provinces elsewhere).

Set the time frame (e.g. 2015—present or a specific decade).

Export the data as a CSV file. Each region will have a score between 0 and 100 representing
relative search interest.

Sub-step 3: Normalise the modifier E.

Google Trends already scales values to [0, 100] within the chosen dataset.

Convert these to the interval [0, 1] by dividing by 100. Example: A region with a Trends score
of 65 has an E value of 0.65.

This ensures comparability across regions and over time.

Sub-step 4: Apply the RETPI formula.

Remember the RETPI adjustment function (see formula (5)).
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Finally, scale ETPI to [0, 100] (see formula (6)).

Sub-step 5: Worked example (test case):

Suppose we want to estimate the ETPI for Region A in 2025.
v' ETPI baseline (T):

From the ETPI dataset, the ETPI for Region A's country is 0.72(on a scale of 0—1).
v" Google Trends data (E):

The average trends score for ethics-related terms in Region A is 65, so E = 0.65.
v’ Parameters:

L=02,H=0.2.

Apply the formula: Since E = 0.65 > 0.5, the upper-bound adjustment is used.

E—-50%

50%
v" Scale to 0-100:

if the maximum RETPIU across all regions is 0.90, then:

RETPIY; ) B 0.7632

65— 0.5
—) (0.72 % 0.2) = 0.7632

)(TH) =0.72 + (O' 05

RETPIY = T+(

max( RETPIY)
Results: Region A's RETPI is 84.8.
Sub-step 6: Interpretation

RETPI = 100(

If RETPI is greater than ETPI, this indicates that Region A performs well on ethical
fundamentals and shows above-average public engagement with ethics, which amplifies its
resilience potential.
Conversely, if RETPI is lower than ETPI, it reflects weak ethical engagement despite national
performance.
Sub-step 7: Replication notes
This procedure can be replicated in R, Python or Excel using exported CSV files.
Researchers should document:

v keywords/topics used;

v" Time frame;

v Regional boundaries;

v’ Scaling choices (L, H).
Alternative values of L and H can be tested for robustness, but these must be reported.
Step 8. Estimating resilience and recovery potential within the ETPI/RETPI framework
Resilience and recovery are ethical performance dynamics relative to a higher-level

benchmark. Below is a complete, implementable guide.
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Core definitions and intuition

Resilience (short-term stability under shock): How well a territory maintains its ethical
performance during or immediately after a disruption, relative to its parent unit (e.g. a
municipality compared to a region, a region compared to a country, or a country compared to
the world).

Recovery Potential (Medium-Term Forward Momentum): How quickly and reliably a
territory regains or improves its ethical performance after a shock, relative to its parent unit.
These definitions align with the current state of knowledge in these fields (Shemetev, 2025).
Ethical baselines: Use ETPI for national baselines and RETPI for sub-national units. Both are
scaled to 0—100 after component normalisation.

Reference horizon: Choose a clearly identified shock date or period and fix comparison
windows:

v’ Pre-shock: ty — h to t, — 1. t: time; h: start of pre-shock period.

v" Shock/impact: t, to ty + s; s (shock time): short; typically 1-2 years.

v The recovery window is defined as: t, + y to ty, + k, where k is the end of the post-
shock time (typically k > 3) and y is the recovery start time (y€[1;s]). If y = 1,
recovery is assumed to start instantly after to; if y = s, recovery is assumed to start
after the shock time (s) has ended. The selection of y depends on the aims of the
analysis.

Measurement setup and data preparation:

v Territorial levels: ETPI,, versus global aggregate or peer group average (¢ denotes
for country; t — time).

v" Regional/municipal: RETPI..; for the same country (i denotes for a municipality
of a region).

Scaling consistency:
ETPI components:

v' Min-max rescaling to 0-100 is required for the following: CPI, EFI, EI, HDI, HRI
and EPI (or their substitutes via formula 1). Then, reverse-scale the initially
negatively scaled NRD and rescale it to 0—100 using formula 2. See steps 1-3 of
this step-by-step guide for details.

v' The RETPI modifier E involves normalising Google Trends interest to [0, 1] and
applying symmetric bounds L = H = 0.2 for moderate adjustment. Rescale to 0—100
after RETPIY. See steps 5-7 of this step-by-step guide for details.

Shock delineation:
v Define shocks explicitly: Policy change, pandemic onset, conflict outbreak and/or

financial crisis. Justify the s, k horizon and annotate to.
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Resilience and Recovery Metrics: A Coefficient Approach

This study introduces a new approach based on coefficients for estimating resilience and
recovery metrics in ethics analysis (RETPI and ETPI).

A. Level-based, territory (U) vs. parent (P)

v Definitions: U (territory) is a lower-level territorial unit or units. P (parent) is a
higher-level territorial unit or units. For example, if U is a country's region, then P
could be the entire country. If U is a country within the EU, for example, then P is
the EU. If U is a municipality, then P can be the region in which it is located, or
even the nation. If U is part of a municipality, then P is the entire municipality. The
selection of U and P depends on the aims of the specific study to which the
ETPI/RETPI concept is being applied.

v Resilience ratio (RR): Immediate Ethical Resilience.

RRy = 2% X e (ETPI, RETPI} (8)

Utog—-1

Notes: Own formula.

v’ Interpretation: RR ~ 1 holds level, RR < 1 declines; RR > 1 improves under

shock.
v General Relative Resilience (RRel): Territory performance relative to parent.
(XU,t0+S
Xy to+s/Xutg—1 Xy,tg-1 RRy
RRely = —2 == = =— 9
v Xpto+s/XPtg-1 XPto+s RRp ®)
XP,to—l

Notes: Own formula.

v" Interpretation: RRel = 1 holds level; RRel < 1 less resilient than parent; RRel > 1
more resilient than parent. Note: '/' means 'divide by'.

v' Additive Relative resilience (ARRel): The size of the territory performance bonus
relative to the parent (10).

XU,t0+S_XU,t0—1 XP,t0+S_XP,t0—1
XU,to—l XP,to—l

XP,tO +S_XP,t0—1
XP,to—l

ARRelU S (

Notes: Own formula.

v’ Interpretation: ARRel = 0 indicates that the level is held; ARRel < 0 indicates that
the U level is less resilient than the parent by 100%-ARRely (where 100%
represents the level of P); and ARRel > 0 indicates that the U level is more resilient

than the parent by 100%-ARRely (where 100% represents the level of P). ARRel is
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an analytical tool used to analyse the size of the resilience gap or surplus compared
to the parent.
What it measures:
v The numerator is the difference between the unit's relative change and the parent's
relative change. The denominator is the parent's relative change.
v" The result is how much stronger or weaker the unit's resilience is compared to that of
its parent, expressed as a proportion of the parent's own change.
B. Trajectory-based, average yearly momentum
v" Recovery Potential Index (RPI): The average annual recovery rate following a

shock (11).

XU,t0+k - XU,t0+S

k—s

RPI, (k) =
Notes: Own formula.
v' Interpretation: Positive values indicate net recovery pace per year; compare across
territories.

v Relative recovery (RRecRel): Territory’s (U) recovery pace vs. parent (P) (12).

XU,to‘I‘k - XU,to‘I‘S

RRecRel; (k) =
v XP,to‘l‘k - XP,to‘l'S

Notes: Own formula.
v' Interpretation: RRecRelU(k) > 1 indicates faster recovery than the parent, while
RRecRelU(k) < 1 indicates slower recovery.
v' Additive Relative recovery (ARRecRel): the size of the Territory’s (U) recovery
pace vs. parent (P) (13).

<XU,t0+k - XU,to‘I‘S)
XU,to"‘S
<XP‘t0+k - XP,t0+S)

XP,t0+S

ARRecRely (k) =

Notes: Own formula.

v’ Interpretation: ARRecRel = 0 indicates that the level is held; ARRecRel < 0
indicates that the U has less recovery potential than the parent by ARRecRelu(k) —
100% (where 100% represents the level of P); and ARRecRel > 0 indicates that the
U has more recovery potential than the parent by ARRecRelu(k) — 100% (where
100% represents the level of P). ARRecRel is an analytical tool used to analyse the

size of the resilience gap or surplus compared to the parent.
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C. Slope- and variance-aware robustness
v Shock slope (SS): Direction and steepness at impact (14).

XU,t0+S - XU,tO
S

SSU ==
Notes: Own formula.

v Post-shock stability (PSS): Volatility of recovery path (15).
PSSU(k) = Sd(XU,t)’ t e [tO + S, tO + k]

Notes: Own formula.

v" Interpretation: Lower sd implies steadier recovery; use alongside RPL.
v' Composite ethical resilience score (ERS): Combines RRel (9), SS (14), and PSS
(15) with clear weights (default equal unless justified) (16):
ERSy; = wy * RRely + wy * (1 — norm(|SSy|) + ws * (1 — norm(PSSy))

Notes: apply min-max normalisation to "norm(.)" per cohort. Own formula.
Due to the limitations of this paper and the fact that the current global crisis has been ongoing
since 2020 and consists of two significant crises at once: The first is the ongoing global
pandemic of the SARS-CoV-2 virus (since 2020), and the second is the ongoing global
military conflict and its consequences (since 2022). At the time of writing, the crisis period is
still ongoing. Therefore, this could be a subject for future studies.
However, the current resilience and recovery potential within the crisis can be estimated using
the following toolbox. Within-crisis resilience (17):

(Xz.y _MXtU—I _X0 —PXf-1>
Xt—l Xt—l

ME, csitience =
P P
( X t — X t—1 )
Notes: Own formula.

X
Notes: own work. U: local territory unit; P: parent territory unit; t: current time; t-1: previous time period;
Xe{ETPLRETPI}.

Within-crisis recovery potential (18):
(X i Xtu—l)
ME _o Ko
recovery <th.3 _Xf_l)
X{ 4

Notes: Own formula.
Notes: own work. U: local territory unit; P: parent territory unit; t: current time; t-1: previous time period,;
X€e{ETPLRETPI}.
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Worked example: regional vs. national.

Assume that Country C has an ETPI baseline and Region R has a RETPI baseline. Shock

t0=2020; impact s=1; recovery window k=5.

1)

Inputs:
ETPI: t; — 1 = 2019: 84.5; 2021: 83.0; 2025: 86.0.
RETPIcr: 2019:82.0; 2021: 81.5; 2025: 85.5.

Resilience:
RRp = 22 = 0,994

82.0
RR, =22 =0.982

84.5
RRelp = % = 1.012 — Region R is slightly more resilient than the parent country
C. R:-0.61% C:-1.775%

/ /
(81.5—82.0 83.0—84—.5)
RRely = 8(1|'§3_0_84_§r)'5 = 0.66 — In other words, the region R absorbed the shock
o TR HLTT5%

more effectively than the parent benchmark (C) did, suffering 33% [100% — 66%] of
the shock compared to 66%. In simple terms, since both R and C declined, region R
suffered 33% [100% — 66%] of the shock that its parent country C suffered at 100% in

relative terms.

If there were a region N within country C that suffered no decline (0%), then using the same
approach, we would find that: (0%— [-1.775%])/1.775% = 100%. In this case, country C
suffered 100% more than region N, which suffered 0% [100%-100%] of the shock of its own

country C.

Imagine another region, G, within country C that suffered a 3.55% decline. Using the same
approach, we would get: (-3.55% — [-1.775%]) / 1.775% = —100%. In this case, region G
would have suffered 100% — (—100%) = 200% of the shock that its parent country C suffered
in relative terms. Consequently, the result of (-3.55% — [-1.775%])/1.775% = —100% would

mean that country C suffered —100% (in other words, the shock for C was twice as easy as for

G).
3)

v

Recovery potential:

RPIR(5) = 85'?:?1'5 = % =1 — The recovery speed is 1.0 points per year.

RPI-(5) = 86'2:23'0 = % = 0.75 — The recovery speed is 0.75 points per year.
85.5-81.5 4 .

RRecRelgz(5) = = -=1.33 — The region recovers roughly 33% faster than

86.0—-83.0 3

the country in absolute terms.
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85.5—-81.5
v ARRecRely(5) = % = 1.36 — The region recovers roughly 36% faster than

(550 )

the country in relative terms.

4) Stability checks:

v SSp = 81'51_82 = —0.5 — During the crisis, the region lost 0.5 points per period.

v PSSr(5): Calculate the standard deviation (SD) across the 2021-2025 RETPIL. A
positive trend occurs when it is lower than that of the peers.
5) Direct verdict:
v Region R demonstrates slightly higher immediate resilience and a notably faster
recovery pace than its national baseline.
To facilitate immediate cross-disciplinary application and ensure total procedural
transparency, Annex C provides a finalised Standardised Implementation Protocol. This
annex serves as a 'quick-start' guide, consolidating all data sources, scaling rules and modular

calculation steps into a single, replicable workflow.

LEGO-style principle is one that can be applied in a variety of ways

Although the ETPI and RETPI are designed to be transparent and replicable, we acknowledge
that, as with any composite index, their implementation depends on the availability of reliable
base data.

However, compared to many existing indices, such as the Social Progress Index (SPI
(Social Progress Imperative, 2025b)), which relies on survey-based indicators (e.g.
respondents reporting experiences of theft), the ETPI and the RETPI are constructed from
internationally standardised, publicly available numerical datasets. This makes them less
vulnerable to data gaps and cultural biases.

Furthermore, the indices are designed in a 'LEGO-style': if one component is unavailable,
it can be substituted with a comparable indicator (e.g. replacing the 'Our World in Data'
human rights index with the Fariss et al. (2020) human rights index (Fariss et al., 2020) [or a
similar index], rescaled to 0—100). Similarly, the Education Index can be proxied through the
Human Development Index and the regional engagement component of RETPI can be derived
from alternative digital sources (e.g. social media data) if Google Trends are unavailable. This
modularity, combined with the ME-Matrix approach to missing data, ensures that the ETPI
and the RETPI remain computable and adaptable, even when some inputs are incomplete or
discontinued. While data limitations cannot be eliminated entirely, they are significantly less
restrictive within the ETPI/RETPI framework than within many existing indices, which are

rigidly tied to fixed indicator sets.
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RESULTS
The Ethics Perception Index (ETPI) provides a quantitative measure of ethical perceptions
across countries, assessing moral-ethical growth on a global scale. Fig. 8 shows the ETPI for
174 countries. The index identifies countries with the highest ethical perceptions, such as
Denmark (95.9), Finland (94.8) and Sweden (93.7). Countries are ranked on the basis of
aggregated perception data, providing insight into regional differences and the global ethical
landscape. The standardised ETPI scores serve as a tool for comparative analysis, reflecting

each nation's ethical perception based on specific indicators.

Figure 8 Ethics Perception Index (ETPI), 2024

Ethics Perception Index
2024

ETH
" -

§ “ 60
. . M.

Latitude

-150 -100 -60 0 50 100 150
Longitude
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Countries such as Germany (90.6), the United Kingdom (90.6) and Ireland (90.5) demonstrate
consistently high ethical practices, with only minor fluctuations. These nations perform well
in most areas covered by the ETPI Index, particularly in terms of economic freedom and
human development. A broader group of ethically strong nations includes Australia (88.1),
Austria (86.2), Belgium (87.6), Canada (85.2), Switzerland (92.3), the Czech Republic (83.2),
Cyprus (82.8), Denmark (95.9), Finland (94.8), Greece (80.3), Iceland (89.2), Japan (85.8),
Latvia (84.8), Norway (89.9), Singapore (85.4), Sweden (93.7) and several others. Annex A
provides a comprehensive list of ETPI values for all countries from 1995 to 2024.

The United States presents an interesting case as a large, developed nation (ETPI: 85.14)
with moderate challenges in economic freedom (77.5), corruption (Corruption Perception
Index: 75) and environmental sustainability (Environmental Performance Index: 65.53).

However, the country's exceptionally high levels of human development (96 on the Human
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Development Index) and education (88.5 on the Education Index) significantly bolster its
overall ethical standing.

Several other countries, while performing moderately well, have lower scores, suggesting
areas for potential improvement. For example, Hungary (75.5), Botswana (74.7) and Brazil
(68.4) have room for improvement in the areas of control of corruption, environmental
sustainability and management of natural resources. While these countries maintain
commendable ethical standards, addressing these specific weaknesses could improve their
future scores.

Brazil (ETPI: 68.4), an example of a large developing country in this ethical sector, faces
serious challenges in the areas of justice, economic freedom, corruption and environmental
issues such as deforestation, all of which have a negative impact on its ETPI. However, Brazil
performs relatively well in certain areas of the Economic Freedom Index, including business
freedom (67), monetary freedom (71.6) and trade freedom (66.8). In addition, its strong scores
in human development (78.6), education (67.3), human rights (86.2) and natural resource
management (91) help to partially offset the negative impact of its environmental struggles,
reflected in a lower Environmental Performance Index (55.5), as well as other struggles.

At a lower end of the spectrum (but far from the bottom), countries such as Kazakhstan
(63.2), Turkey (62.9), Belarus (61.8), Honduras (61.9) and Morocco (61.8) face significant
ethical challenges. These countries struggle with corruption, underdeveloped human capital
and inadequate sustainable practices. Efforts to strengthen governance and ethical frameworks
could lead to significant improvements in their ethical scores.

China is a prime example of this ethical sector, with an ETPI score of 57.5. However, the
country faces significant challenges in terms of economic freedom (53.6), corruption (49) and
environmental performance (36.5). This reflects major issues relating to clean water, soil and
air, as well as human rights (17.6). Conversely, China benefits from strong human capital,
with a score of 81.5 on the Human Development Index, and a very low level of natural
resource depletion — just below 2% of GDP. As the NRD component is negatively scaled
(where lower depletion is better), this low raw value translates into a high positive score of
98.1 after rescaling with formula (2). In other words, China’s minimal depletion of natural
resources has a positive impact on its overall ETPI. Although China's Education Index is
relatively low at 66, this reflects a significant discrepancy between the general level of
education and the substantial proportion of highly educated individuals. For instance, its
average IQ ranking places it among the top five globally (World Population Review, 2024).

This provides a strong foundation for a potential rise in its ethical standards.
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It is crucial to recognise that ethical standards are not necessarily uniform across a country,
especially in large nations with multiple regions. The Regional Ethical Perception Index
(RETPI) adds depth to this understanding by capturing regional differences in ethical
practices. Fig. 9 illustrates the RETPI, rescaled to match the global ETPI scores for 2024.

Figure 9 Regional Ethics Perception Index (RETPI) for Europe, rescaled to global ETPI
(2024)
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Gibwaltar r
_‘{ . MEDITERRANEAN SEA

Fig. 9 illustrates the significant regional disparities in ethical standards within large countries.
By contrast, ethical considerations in Latvia are relatively consistent and homogeneous across
the country. This uniformity is due to the comparatively low level of public interest in ethical
issues, as evidenced by per capita internet search data. Nevertheless, Latvia's ethical
development is relatively advanced on a global scale, particularly compared with non-

European countries (see Annex A for more details).
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Figure 10 Regional Ethics Perception Index (RETPI) for the Scandinavian region
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Map scale factor = sec(¢), where ¢ is the latitude in radians, and sec(¢) = 1/cos(¢) (Snyder,
1987).

Another notable feature is that Scandinavian countries consistently rank highly in
international assessments of ethics, governance, and social trust (alongside some other
regions). Fig. 10 shows that Sweden, Norway, Denmark and Finland have some of the highest
ETPI values, reflecting their strong performance in areas such as corruption control, human
rights, education and environmental stewardship. This naturally raises the question of whether
such countries should be used as fixed reference benchmarks, with their scores set as the

maximum against which all others are scaled. While this approach has the advantage of
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intuitive interpretability — anchoring the index to a widely recognised ethical leader — it also
introduces several methodological drawbacks. Firstly, it imposes the normative standards of
one region on all others, which could bias comparisons across diverse cultural and
institutional contexts. Secondly, ceiling effects may be encountered: if another country or
region surpasses the Scandinavian benchmark in a specific area (e.g. environmental
performance), the framework would be unable to reflect this improvement. Thirdly, neutrality
is reduced as the benchmark becomes dependent on the trajectory of a single country rather
than the empirical distribution of all observations. For these reasons, we use empirical min—
max scaling across all countries and years (see the methodology section), which preserves
comparability, avoids normative bias and enables the index to recognise new leaders as they
emerge. Nevertheless, the consistently high Scandinavian scores confirm the validity of our
approach, demonstrating that the ETPI/RETPI framework aligns with established perceptions
of these countries as global ethical frontrunners.

Other exceptions include Serbia and Greece, where ethical standards remain relatively high
compared to global benchmarks, but are relatively homogeneous within the country. In
Greece, certain regions such as Epirus, the Thessaloniki area within Macedonia and parts of
the Peloponnese have significantly higher ethical standards than the rest of the country (in
particular Bopelog Topéoag ABnvaov, Kevipwodg Notog, Tlepaidg, Nnoot, and AvatoAikn
Attikn micro-regions). It should be noted that Mount Athos is excluded from the analysis due
to insufficient data.

It is also interesting that capital regions often demonstrate the highest ethical standards in
terms of their interest in ethical issues. Examples of this pattern can be seen in the Prague
region in the Czech Republic, the Bratislava region in Slovakia, the Madrid region in Spain
(which is competing with the regions of Navarra and Catalonia), the Paris region in France
(which includes the departments of Essonne, Hauts-de-Seine, Seine-et-Marne and Seine-
Saint-Denis, as well as other micro-regions close to Paris), and the Tallinn region in Estonia.
Fig. 11 illustrates these trends in Central Europe, where Prague and Vienna demonstrate the
highest ethical performance within their respective countries. However, this is not the case
everywhere.

For example, the regions of Central Finland (Keski-Suomi) and South Karelia (Etela-
Karjala) outperform the region of Uusimaa, which includes the capital Helsinki, albeit by a
small margin of around 5% per capita. A similar situation can be observed in Turkey, where
regions such as Bayburt, Cankiri, Sinop, Giimiishane and Burdur have higher RETPI scores
than Istanbul, the de facto capital region (although Ankara, the de jure capital, has

significantly higher RETPI scores). In Germany, regions such as Bergstrafle, Darmstadt,
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Kreisfreie, Frankfurt am Main, GieBen, Landkreis and GrofB-Gerau have higher ethical

standards per capita than Berlin and its environs.

Figure 11 Regional Ethics Perception Index (RETPI) for the Central Europe
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Source: Own processing in R. Grey colour indicates the absence of data. White indicates that the regions are
outside the scope of this study.

Map scale factor = sec(¢), where ¢ is the latitude in radians, and sec(¢) = 1/cos(¢) (Snyder,
1987).

In some cases, a capital region has strong ethical indicators but faces competition from
other micro-regions with comparable ethical development. This is the case in the UK, where
Camden and the City of London compete with micro-regions such as Antrim and
Newtownabbey, Barking & Dagenham, Belfast and Bradford. Similarly, in Poland, the capital
Warsaw competes with micro-regions such as Ciechanowski, Ostrofecki, Ptocki and
Radomski.

DISCUSSION

Existing Ethical Indices: Limitations and the Need for a Unified Framework
The majority of existing studies on ethics (see Tab. 3) focus narrowly on micro-dimensions of
the field, often exploring issues that are not measurable or too specific (see Tab. 4). A notable

example is the extensive research devoted to subfields of medical ethics, such as euthanasia
(Ebrahimi, 2012; Fernandes, 2001; Narbekovas & Meilius, 2004) or abortion (Cantens, 2019;
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Dubner & Levitt, 2006; Kaczor, 2023). These studies typically suffer from two major
limitations: they narrow the broader concept of ethics, and they lack quantifiable metrics for
evaluating ethical standards. The introduction of the Ethics Perception Index (ETPI) and the
Regional Ethics Perception Index (RETPI) is the first attempt to comprehensively and

quantitatively assess ethics within societies.

Table 3 Competing indices to ETPI and RETPI

Focuses primarily on the financial sector and (Carlos & Lewis, 2018;

lists firms with high ethical standards, often Johnson, 2013; Lee &

excluding unethical firms from financial lists. Faff, 2009; Standard
Ethics, 2021)

A longitudinal study conducted by the Ethics (ECI, 2024)

& Compliance Initiative (ECI) that covers

ethical practices by analysing responses from

employees across 42 countries.

An index that assesses corporate ethics based (Standard Ethics, 2024a)

on 43 large companies, each assigned a rating

corresponding to its ISIN.

Based on a national survey conducted by Ipsos (Governance of Australia

in Australia, assessing the perceived ethical & Ipsos, 2024)

behaviour of various professions and sectors.

A freedom-based approach, proposed by the (Fundacion  para el

Fundacion para el Avance de la Libertad, that Avance de la Libertad,

measures ethics by assessing five categories: 2019)

religion,  bioethics, drugs, sex, and

family/gender.

Source: Own work.

There have been earlier attempts to construct general ethical frameworks, such as Benjamin
Franklin's dissertation on "Liberty and Necessity, Pleasure and Pain" (Franklin, 1725). In this
work, Franklin explores moral-ethical issues by suggesting that humans, unlike animals,
derive ethical behaviour from the interplay of pain (or "uneasiness" or discomfort) and
pleasure that occurs when desires are satisfied in order to avoid discomfort. While such
theoretical frameworks offer deep philosophical insights (Aumann & Hart, 1992;
Coeckelbergh, 2012; Hauptman, 2019), they do not provide a mechanism for quantifying
ethics, leaving a gap in current knowledge. In contrast, the ETPI and RETPI indices address
this gap by providing a reliable and replicable method for measuring ethics.

Moreover, it was clear from the earliest studies of morality and ethics that not all
individuals are morally equal, since the factors that shape personal ethics — such as education
— vary widely. Franklin himself noted this in 1735, recognising that ethics is influenced by
local, regional phenomena (Franklin, 1735). This underlines the need for ethical indices that

can account for regional and micro-regional variations. The ETPI and RETPI indices are
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uniquely suited to meet this need by providing quantifiable measures that can be applied at
both national and regional levels.

In contrast, there are several quantitative studies on ethics (see Tab. 4), the most prominent
of which is the Global Business Ethics Survey (GBES) conducted by the Ethics &
Compliance Initiative (ECI). This longitudinal study covers ethical practices in 42 countries
(ECI, 2024) and includes responses from over 18,000 employees (ECI, 2020). It focuses on
key areas such as pressure to compromise ethical standards, observations of misconduct,
reporting of misconduct and perceived retaliation against whistleblowers (ECI, 2024). While
the GBES provides valuable insights into ethics in the workplace, recent findings highlight
serious challenges, including rising workplace pressures, increased misconduct and weak

ethical cultures. Companies use the GBES data to benchmark their ethics programmes, but its

scope remains limited to employee ethics in corporate settings.

Table 4 Comparison with Specialized Ethical/Social Indices

Source: Own work.

Focuses almost entirely on the
financial/corporate sector
and excludes broader societal
dimensions of ethics.

Focuses solely on employee
ethics; results suffer from
subjectivity  bias and the
sample size is insufficient for
detailed national, regional or
micro-regional analysis.

Measures corporate ethics
using a small number of large
companies;  suffers  from

subjectivity and analysis is
difficult to reproduce; provides
no regional insights.

Narrow freedom-based
approach (e.g., drugs, sex,
bioethics); methodology is
subjective and complicates
creation of a universal index.

Limited to a single national
focus (Australia); relies on
public perception rather than
the quantifiable conditions that
influence ethical development.
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Holistic Societal Scope: Captures the fill
range of ethical standards that govern
society, integrating  cultural,  social,
economic, and political factors, moving
beyond mere corporate ethics.

Multi-level & Objective: Provides a
transparent, replicable, and quantifiable
framework.

RETPI is uniquely capable of assessing
ethics at the regional, local, and sub-
national levels, accounting for variations
often missed by large national surveys.

ETPI captures national level.

Transparent and Reproducible: Offers a
quantifiable measure with a transparent
methodology and explicitly fills the gap in
providing insights at the national (ETPI) and
sub-national levels (RETPI).

Comprehensive, Quantitative, and
Objective: Assesses the ethical background
using a quantitative basis. Incorporates
macro-dimensions often omitted by freedom
indices, such as corruption, education,
human development, and environmental
issues.

Global Applicability &  Condition-
Focused: Provides a global perspective,
assessing countries, regions, and localities
worldwide. Focuses on quantifying the
underlying conditions and factors that
promote or inhibit ethical behavior.
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There are striking patterns in the GBES Index. For example, in 2023 Russia is the country
with the lowest pressure to compromise ethical standards (ECI, 2024, Section 1), followed by
Indonesia and Colombia. Meanwhile, Egypt, Colombia and Brazil have the highest
percentages of employees working in strong ethical cultures (ECI, 2024, Section 5). However,
the replicability of these results has been debated, and potential biases related to subjective
assessment have emerged.

Despite its broad reach, the GBES survey has obvious limitations. It focuses solely on
employee ethics, neglecting broader corporate and societal ethical dimensions. In addition,
while the sample size is large, it is insufficient to allow for detailed regional or micro-regional
analysis, which contradicts the understanding of Franklin (1735) and subsequent scholars that
ethics is shaped by multiple local factors, including education. As such, the GBES provides
only a narrow lens through which to view ethics.

The Standard Ethics Index (Standard Ethics, 2024b) offers a different perspective by
analysing the ethical practices of large companies. For example, the French Ethics Index of
September 2024 is based on 43 large companies, each of which is assigned a rating
corresponding to its ISIN (International Securities Identification Number (Standard Ethics,
2024a)). While the scale of this index is impressive, it also has several shortcomings:

v’ Subjectivity bias: Analysis is not easily reproducible.
v Limited scope: The ethics of a large country like France are represented by a small
number of large companies.
v Narrow ethical focus: The Index assesses corporate ethics, leaving out other important
aspects of societal ethics.
v Lack of regional analysis: The Index does not provide insights at the sub-national
level.
v’ Bias towards global companies: When assessing transnational companies, it is difficult
to attribute ethical practices to a specific country due to global supply chains.
These limitations leave a significant gap in the field, which the ETPI and RETPI indices aim
to fill.

Another recent attempt to assess ethics is the measurement of freedoms carried out by the
Fundacion para el Avance de la Libertad (2019). This approach measures five categories:
religion, bioethics, drugs, sex and family/gender (Fundacion para el Avance de la Libertad,
2019). The idea is that an ideal country would have broad freedoms in these areas.

However, the methodology is subjective and the lack of a reproducible, transparent and

quantitative basis undermines its validity (Shemetev, 2022). For instance, Afghanistan was
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ranked the lowest overall in 2020, followed by the United Arab Emirates and Saudi Arabia
(Fundacion para el Avance de la Libertad, 2019)). Nevertheless, according to Varlamov
(2021a, 2021b), for example, Afghanistan should have received a higher score that year for
having the easiest and cheapest access to drugs. This is one of the five components used by
Fundacion para el Avance de la Libertad (2019) to measure ethics in this index. Furthermore,
despite being known for their strict drug control practices (Kog, 2023), the UAE and Saudi
Arabia were ranked two and three positions ahead of Afghanistan respectively in this index.
This raises concerns about the accuracy and usefulness of the Fundacién para el Avance de la
Libertad’s index.

The Governance Institute of Australia has taken a different approach with its Ethics Index,
based on a national survey conducted by Ipsos. This survey assesses the ethical behaviour of
various professions and sectors across Australia and calculates an 'Ethics Index Score' that
reflects the perceived level of ethical behaviour (Governance of Australia & Ipsos, 2024).

While this is a valuable tool for assessing public perception, its limitations include a
narrow focus on Australia, potential bias in survey responses and an emphasis on ethical
perceptions rather than the broader conditions that influence ethical development.

In contrast, the ETPI and RETPI indices provide a global perspective, covering countries,
regions and localities. They are fully replicable and focus on the conditions that promote or
inhibit ethical behaviour, providing a unique and comprehensive tool for assessing ethics
globally. Unlike other indices that are limited in scope and focus, the ETPI and RETPI indices
provide a robust, transparent and quantifiable framework for the study of ethics.

Having outlined the fragmented landscape of existing ethical indices and demonstrated the
absence of a unified, multidimensional framework, it is important to consider the ETPI and
RETPI in the context of their own developmental trajectories. These indices did not emerge
fully formed, but rather evolved through successive iterations, with each iteration addressing
specific methodological shortcomings and expanding the indices' analytical scope. By tracing
this generational development, we can highlight both the continuity with earlier work and the
novel contributions of the present study.

The results of this study support the view that institutions define the capability frontier (the
ETPI layer), while public perception and engagement (the RETPI layer) determine the extent
to which these capabilities are realised by the population. This can explain why a country may
have strong national ethical institutions yet have regions where the ethical environment is
neither perceived nor engaged with locally, thereby limiting the effectiveness of educational

or economic investment.
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From Concept to Maturity: Three Generations of the Ethics Perception Indices

The development of the Ethics Perception Index (ETPI) and the Regional Ethics Perception

Index (RETPI) should be understood as a cumulative, generational process rather than a

single, static innovation. Each stage has addressed specific shortcomings of the previous

version, while simultaneously expanding the analytical and policy relevance of the indices

(see Tab. 5).

Y

2)

Generation I (2022) marked the conceptual breakthrough: for the first time, ethics
was operationalised as a measurable, reproducible index at both national and regional
levels (Shemetev, 2022). However, this first version remained essentially static and
did not adequately incorporate negative factors such as natural resource depletion,
which introduced a small but important bias.

Generation II (2023) corrected this limitation by introducing negative scaling,
thereby eliminating the bias and allowing the indices to reflect sustainability more
accurately. In addition, this version linked ethical development to resilience and
recovery potential, demonstrating that moral-ethical growth is not only a normative
concern but also a predictor of socio-economic stability (Shemetev & Pélucha, 2023).
Nevertheless, the indices remained limited in their ability to capture time-series

dynamics or to analyse groups of countries simultaneously.

3) Generation III (this article, 2025) represents the mature stage of development. It

introduces a suite of methodological novelties:

v dynamic time-series analysis, supported by interpolation and the ME-Matrix
for handling missing or low-frequency data;

v' regional adaptability through modifiers reflecting public interest in ethics
(e.g. online activity);

v’ the ability to estimate groups of countries and their regions, rather than
single nations;

v' integration of seven established components into a unified, transparent
framework;

v" 3D modelling of RETPI values under varying parameters, enabling scenario
analysis;

V' explicit treatment of low-frequency data with iterative updating;

v and, crucially, the coefficient approach for advanced measuring ethical

resilience alongside recovery potential.
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Table 5 Evolution of ETPI/RETPI

Shemetev First ETPI/RETPI Limited negative Introduced  ethics  as
(2022) concept; national & scaling; static only measurable index

regional scope
Shemetev Negative  scaling Lack time-series; Corrected bias; linked
& Pélucha (NRD); resilience lack group-country ethics to resilience

(2023) & recovery analysis
estimation
This article Time-series — First comprehensive,
(2025) analysis; dynamic, regionally
ME-Matrix; RETPI adaptable, multi-country
modifiers; ethical index
group-country
estimation; 3D
modelling;
integration of 7
components;
coefficients of
ethical  resilience
and recovery
potential

Source: Own work.

Taken together, these advances transform ETPI and RETPI from pioneering but preliminary
tools into comprehensive, dynamic, and policy-relevant instruments. Tab. 5 summarises this
generational evolution, making clear how each stage has built upon the last and how the

present version offers a genuinely novel contribution to the measurement of ethical progress.

Comparison of the Global Social Progress Index (SPI) and ETPI/RETPI Framework

It is important to acknowledge the existence of the Global Social Progress Index (SPI
(Krylova et al., 2025; Social Progress Imperative, 2025b)), which has offered a thorough
assessment of non-economic aspects of societal well-being since 2011. The SPI evaluates 57
indicators across three dimensions — Basic Human Needs, Foundations of Wellbeing and
Opportunity — and has played a key role in shifting the focus of debate beyond GDP (Social
Progress Imperative, 2025a). However, the ETPI and RETPI differ in both their conceptual
focus and their methodological design (see Tab. 6).

1) Firstly, while the SPI aggregates a wide range of social outcomes, the ETPI
and RETPI are explicitly designed to capture the ethical and moral
dimensions of development. They operationalise ethics as a measurable
construct rather than a by-product of social outcomes.

2) Secondly, the ETPI and RETPI integrate seven transparent and replicable

components — corruption, economic freedom, human development,
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education, human rights, environmental performance and natural resource

depletion — with clear scaling rules and reproducibility protocols.
3) Thirdly, unlike the SPI, the ETPI and RETPI incorporate a dynamic time-

series framework and an explicit treatment of missing or low-frequency data

(via

longitudinal analysis.

interpolation and the ME-Matrix),

enhancing replicability and

4) Fourthly, the RETPI introduces regional modifiers based on public

engagement with ethics (e.g. Google Trends), enabling subnational

differentiation and estimation of resilience and recovery potential — features

absent from the SPL

Therefore, the ETPI and RETPI complement the SPI by offering a more targeted lens on the

ethical underpinnings of resilience, sustainability, and inclusive development.

Table 6 Global Social Progress Index (SPI) vs. ETPI/RETPI Framework

National level only; no
sub-national

differentiation.

Broad social outcomes
(basic needs, wellbeing,
opportunity).

57 indicators across 12
components and 3
dimensions.

Complex aggregation;
weighting not always

easily replicable.
Primarily cross-sectional

snapshots; limited
longitudinal analysis.
Not designed for

sub-national or regional
modifiers.
Not explicitly measured.

Useful for broad
benchmarking across
countries.

Strong for cross-country
benchmarking, but less
sensitive ~ to  internal
diversity.

National (ETPI) and regional/local/ sub-local
(RETPI), enabling intra-country comparisons.

Explicitly = measures ethical and moral
dimensions  (corruption, rights, freedoms,
sustainability).

7 transparent, replicable components: corruption,
economic  freedom, human development,
education, human rights, environmental

performance, natural resource depletion.
Fully transparent formulas; equal weighting; clear

scaling  rules; replicable in  R/Python/
Excel/Calculator.

Designed for dynamic time-series analysis, with
interpolation and ME-Matrix for

missing/low-frequency data.

RETPI introduces regional modifiers (e.g. Google
Trends on ethics) to capture public engagement
and local variation.

Explicitly integrates resilience and recovery
potential as part of ethical development
assessment.

Useful for targeted policy interventions at both
national, regional and local levels; highlights
lagging regions/ municipalities within countries.
Strong for both cross-country and within-country
comparisons, especially in large, diverse states.
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Table 6 (continued)

Small or homogeneous countries where Large, diverse countries and regions
national averages reflect reality (for where national averages mask internal
example, Nauru, San Marino, Malta). variation.

Source: Own work.

While the Global Social Progress Index (SPI) has made a valuable contribution by broadening
the scope of measurement beyond GDP, substantial differences remain between it and the
ETPI/RETPI framework. Tab. 6 provides a structured comparison. Another distinction lies in
the degree of subjectivity: The SPI partially relies on survey-based indicators (e.g. the
proportion of respondents reporting theft), which are inherently perception-driven. In contrast,
the ETPI and RETPI are constructed from numerical, internationally standardised indicators.
While no index is entirely free from methodological subjectivity — even GDP involves
conventions and imputations (Shemetev & Pelucha, 2022) — the ETPI and RETPI
frameworks minimise subjectivity at the input level. This makes their basic components

transparent and replicable and reduces their dependence on cultural or survey biases.

National Culture and Ethical Perceptions: Hofstede’s Dimensions

Perceptions and practices of ethics are not formed in isolation, but are deeply embedded in
cultural contexts. Hofstede's cultural dimensions theory offers a systematic approach to
understanding how national culture influences values, behaviours and ethical judgements
(Hofstede, 2001; Hofstede et al., 2010, 2017). The six dimensions (Hofstede, 2001; Hofstede
et al., 2010) — power distance, individualism versus collectivism, masculinity versus
femininity, uncertainty avoidance, long-term versus short-term orientation, and indulgence
versus restraint — offer valuable insights into cross-national differences in ethical standards

(see Tab. 7).
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Table 7 The potential influence of Hofstede's cultural dimensions on ETPI/RETPI scores

Greater acceptance of
hierarchy; tolerance of
nepotism and patronage —
likely lower ETPI/RETPI
(weaker corruption control,
weaker rights).

Stronger individual rights,
personal  responsibility —
higher ETPI/RETPI (better
human rights, education).

Competitive,
achievement-oriented
— may raise
freedom but
aggressive/unethical
— mixed effect.
Strong reliance on rules; may
reduce corruption but also
create rigid bureaucracies —
ambiguous effect’.

culture
economic
tolerate
practices

Focus on sustainability,
education,  intergenerational
responsibility = —  higher
ETPI/RETPI (better
environment, human
development).

Greater freedom of expression,
openness — higher
ETPI/RETPI (human rights,
education).

More egalitarian
relations; stronger
accountability —
likely higher
ETPI/RETPI.

Group loyalty,

in-group favoritism —
lower ETPI/RETPI
(higher  corruption,
weaker fairness).

Cooperative,
equity-oriented
culture —  higher
ETPI/RETPI (better
environment,  social
ethics).

Flexible, trust-based
norms; may
encourage innovation
but also informal
practices —
ambiguous effect*.

Short-term focus,
immediate gains —
lower ETPI/RETPI
(resource  depletion,
weaker sustainability).

Restrained,
conformist culture —
lower ETPI/RETPI
(less pluralism,
weaker rights).

High PDI societies
normalize unequal
power, undermining
transparency and
fairness. Low  PDI
fosters ethical
governance and trust.
Individualism aligns
with universal rights
and accountability;
collectivism can justify
favoritism or informal
networks.

Masculine cultures
prioritize competition;
feminine cultures
emphasize care,
sustainability, and
fairness.

High UATP can
strengthen legal
frameworks but risk

inefficiency; low UAT*
can foster trust or,
conversely, tolerance of
informality.

Long-term  orientation
aligns with
sustainability and
ethical foresight;

short-termism
undermines them.

Indulgence supports
rights and freedoms;
restraint emphasizes
control and conformity,
limiting ethical
pluralism.

Source: Own work based on RETPI/ETPI theories and Hofstede’s works (Hofstede, 2001; Hofstede et al., 2010).

Interpretations:

v Power Distance (PDI): In societies with a high PDI, hierarchical authority is widely

accepted, which can lead to the normalisation of practices such as nepotism and

patronage. This can undermine anti-corruption norms and lower ETPI scores.

Conversely, low power-distance cultures tend to emphasise accountability and

transparency, thereby reinforcing ethical standards.
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Individualism vs. collectivism (IDV): Individualistic cultures prioritise personal
responsibility and rights, often aligning with stronger human rights protections and
higher ETPI values. Collectivist cultures, however, may emphasise loyalty to in-
groups, which can sometimes justify practices such as favouritism or informal
networks, thereby affecting corruption and fairness indicators.

Masculinity vs. femininity (MAS): Masculine cultures emphasise competition and
achievement, which may correlate with higher economic freedom, but also with
tolerance of aggressive business practices. In contrast, feminine cultures emphasise
care, equity and quality of life, aligning with stronger environmental and social ethics.
Uncertainty avoidance (UAI): High uncertainty-avoidance societies rely heavily on
formal rules and regulations. While this can strengthen legal frameworks, it may also
lead to rigid bureaucracies that tolerate inefficiency or corruption. Conversely, low
uncertainty-avoidance cultures may rely more on trust and informal norms, which can
either strengthen or weaken ethical practices depending on the context.

Long-Term vs. Short-Term Orientation (LTO): Long-term oriented cultures prioritise
sustainability, education and intergenerational responsibility, which directly supports
higher scores in ETPI components such as human development and environmental
performance. Short-term oriented cultures may prioritise immediate gains, often at the
expense of sustainability.

Indulgence vs. Restraint (IVR): Indulgent cultures emphasise freedom of expression
and personal choice, which can promote human rights and education. In contrast,
restrained cultures may emphasise conformity and control, which can limit ethical

pluralism, but also reduce excesses.

Notes on the nuances of Hofstede's original models, and on how these can be interpreted
within the ETPI/RETPI framework.

1)

2)

The original Hofstede’s works consider Masculinity to be not related to a country's
wealth or economic development. In masculine cultures, the focus is on achievement,
performance and ego, with work playing a central role in life (Hofstede, 2001). A
preference for advancement and earnings often defines this culture (Hofstede, 2001).
While the ETPI concept suggests that MAS may 'raise economic freedom', implying a
link to one of its input components, the Hofstede’s works highlight that MAS is
generally unrelated to wealth (Hofstede, 2001). Interpreting the effect as mixed is a
simplification, as the core issue is prioritising performance over relationships
(Hofstede, 2001).

The original Hofstede’s works consider Feminine cultures favour welfare societies and

cooperation, focusing on quality of life and relationships (Hofstede et al., 2010).
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Feminine cultures are associated with supporting those in need (welfare and
development cooperation) and preserving the environment (Hofstede, 2001). This
generally aligns with the ETPI's sustainability and social ethics components.

3) At the core of high UAIL according to the original Hofstede's works, is emotional
anxiety in the face of the unknown (Hofstede, 2001). This anxiety gives rise to a desire
for formal rules and structures (Hofstede, 2001). This manifests as xenophobia,
nationalism, and a belief in absolute truth and expertise (Hofstede, 2001). The
preference for precision and formalised management stems from an emotional need
for certainty, rather than mere bureaucratic convenience (Hofstede et al., 2010).

4) The original Hofstede works suggest that a low UAI indicates tolerance of ambiguity,
chaos and novelty (Hofstede, 2001). Such cultures tend to be less expressive of
emotions, exhibit lower levels of anxiety and rely more on generalists and common
sense (Hofstede, 2001). This attitude fosters a greater willingness to take risks with an
unknown outcome (Hofstede et al., 2010).

This UAI ambiguity (see Tab. 7) noted in the ETPI description arises because a high UAI
score emphasises strict rules, which are beneficial for governance and anti-corruption efforts
(Hofstede, 2001). However, it also fosters a perception of low political competence and low
trust in the legal system (Hofstede, 2001). It is also associated with more political violence
(Hofstede, 2001), which undermines ethical governance. By focusing predominantly on 'rules'
(legal frameworks and bureaucracy), the ETPI framework overlooks the fundamental
psychological root of UAI (anxiety) and its broad cultural impact on trust, political
competence, and tolerance.

Nevertheless, models are designed to simplify reality without compromising their
quantitative or analytical capabilities. In modern physics, for instance, quantum mechanics
refined the initial atomic model by introducing concepts such as wave—particle duality and
probabilistic electron distributions (Heisenberg, 1927; Schrodinger, 1926). However, despite
these advances, simpler binary atomic models remain indispensable in chemistry, providing
clear, actionable predictions without the complexity of quantum mathematics (Atkins et al.,
2018; Atkins & de Paula, 2006). Similarly, simplified models of ethical measurement, such as
ETPI and RETPI, although abstractions of a more complex reality, remain valid and valuable
tools. By balancing methodological rigour with accessibility, they enable systematic
comparisons to be made across countries and regions, offering insights that are both
analytically robust and practically interpretable.

Hofstede's framework can also confirm the need for advanced methodological approaches
for the regional/local RETPI and national ETPI indices, which already exist in their third

generation. For instance, the ETPI comprises seven components, such as the Corruption
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Perceptions Index (CPI) and the Human Development Index (HDI). Hofstede's work shows
that although cultural dimensions correlate strongly with these kinds of aggregate societal
statistics, individual attitudes or behaviours within those countries are often uncorrelated or
even inversely correlated with national aggregate scores (Hofstede, 2001). Therefore, while it
is appropriate to use culturally derived dimensions to interpret the ETPI at the national level,
applying these abstract relationships to regional or local performance measures should be
based on local data to a significant extent, in order to avoid the risk of misinterpreting
regional differences by using correlations established only at the national level. Since the
RETPI already uses local data, which can differ from the national average, it is a useful tool
for academia and policymakers that meets Hofstede's methodological critique. Moreover,
RETPI is the only ethics measurement index known to work on three levels simultaneously:
national, regional and local. This increases the value of the tool.

By integrating Hofstede’s framework, ETPI and RETPI can be interpreted as reflections of
both institutional and socio-economic conditions, as well as outcomes shaped by deep-seated
cultural orientations. For example, the consistently high ETPI scores of Scandinavian
countries can be linked to their low power distance, strong individualism balanced with social
equity and long-term orientation — cultural traits that reinforce ethical governance and
sustainability. Conversely, regions with high power distance and collectivist orientations may
struggle to reduce corruption or strengthen human rights, even when economically developed.
Closer integration of the ETPI/RETPI framework with Hofstede's works could pave the way

for future studies in this area.

CONCLUSION

Achieving the core objective:

This research aims to develop the third generation of the Ethics Perception Index (ETPI) and
the Regional Ethics Perception Index (RETPI), based on previous versions (Shemetev, 2022;
Shemetev & Pé€lucha, 2023). While the first generation established the conceptual framework
and the second generation introduced negative scaling and resilience estimation, this study
incorporates dynamic time-series analysis, robust missing-data treatment and a methodology
for analysing enhanced resilience and recovery potential, as well as regional modifiers. This
embeds ethical and moral growth into broader development assessments. We believe that this
goal has been achieved, since the third-generation indices introduced provide a transparent
and replicable framework for assessing ethical standards at national and regional levels. The

innovative dynamic component enables time-series analysis, allowing ethical progress to be
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tracked over time and overcoming the limitations of previous static, single-point-in-time

analyses.

Key outputs:

This paper's key outputs are the third-generation ETPI and RETPI. These retain the seven
established measurable components — economic freedom, corruption, education, human
development, human rights, environmental sustainability and natural resource depletion —
but extend them with methodological innovations. These innovations include a dynamic
framework for time-series analysis, the ME-Matrix for handling missing and low-frequency
data, a coefficient approach for estimating resilience and recovery potential, and the ability to
estimate groups of countries and their regions. Together, these advances provide a
comprehensive and replicable perspective on societal progress that transcends traditional
economic indicators.

These indices provide a holistic view of societal progress by going beyond traditional
economic measures to include ethical dimensions that are critical to understanding the
sustainability and fairness of development processes. In addition, the research presents a
dynamic methodology capable of dealing with missing data, thereby enhancing the utility of

these indices in longitudinal studies.

Benefits for academia:

The third-generation ETPI and RETPI make a distinct contribution to interdisciplinary
research in ethics, economics and development studies. Unlike earlier, primarily static
versions, the present indices enable scholars to trace ethical trajectories over time, evaluate
resilience and recovery potential following shocks, and conduct comparative analyses across
multiple regions and countries. This methodological transparency opens up new avenues for
empirical research and strengthens the connection between moral philosophy and socio-
economic development.

By bridging ethical considerations with quantitative metrics, this research opens new
avenues for exploring the intersection of moral philosophy and socio-economic development.
It also provides a robust tool for comparative regional studies, enhancing the ability of
scholars to examine ethical differences in different socio-economic contexts. Furthermore, the
indices lay the groundwork for future empirical studies that aim to explore the causal

relationships between ethical development and economic growth.

Benefits for policy makers:
The practical implications of this third-generation framework can be significant for

policymakers. As well as offering a snapshot of ethical conditions, ETPI and RETPI now
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enable the monitoring of ethical resilience and recovery potential. This provides valuable
insights into how societies withstand and adapt to crises. This dynamic capacity allows for
more targeted, context-sensitive interventions in areas such as inequality, corruption and
environmental sustainability, which are often overlooked by traditional economic indicators.
The ability to assess ethical development at both national and regional levels allows for
targeted and contextually relevant interventions, thereby improving the effectiveness of

policies aimed at promoting inclusive and sustainable growth.

Limitations of the research:

Despite these advances, limitations remain. Some ethical indicators remain subjective to a
certain extent and vary across cultural contexts. Furthermore, data availability continues to
limit coverage in certain regions. Although the introduction of imputation techniques (e.g.
linear interpolation and ME-Matrix) has improved robustness compared to earlier versions,

the accuracy of the indices may still be affected by incomplete or biased data.

Avenues for future studies:
Future studies should refine the components of the ETPI and the RETPI in order to ensure
cultural adaptability and test alternative weighting schemes. The set of regional modifiers
should also be expanded. There is also potential to conduct a more in-depth analysis of the
causal links between ethical development, resilience, and socio-economic outcomes. As more
data becomes available, particularly from under-represented regions, longitudinal studies can
validate the indices further. Finally, extending the framework to encompass global ethical
challenges, such as climate change and digital governance, would establish ETPI and RETPI
as benchmarks for integrating ethics into sustainable development.

This research is an important step towards integrating ethical considerations into the
broader discourse on social progress, providing tools that are both theoretically sound and

practically applicable.
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Table Al: Ethics Perception Index (ETPI) for Countries (1995-2024

2002 2003 2007 2008

AGO 31,0 31,0 | 313 33,9 31,0 | 28,6 | 323 36,6 | 398 | 40,7 | 40,6 | 41,7 | 41,6 | 41,1 447 | 438 | 435 | 444 | 455 46,7 | 489 | 488 | 493 49,8 52,3 54,1 53,0 534 | 534 | 53,6

ALB 64,1 65,0 | 654 | 66,1 66,7 | 658 | 65,1 64,8 648 | 653 65,8 66,7 | 678 69,4 | 70,5 71,7 72,0 | 72,7 | 73,0 73,2 73,6 | 74,1 73,6 73,3 74,0 | 73,8 73,3 73,6 734 | 73,3

ARE 62,4 62,2 62,9 64,2 64,0 63,4 64,3 65,3 64,8 63,3 62,7 62,1 62,9 62,5 64,4 64,4 63,1 63,9 64,9 65,9 68,6 68,7 72,0 73,6 75,0 75,6 73,9 72,7 72,8 72,8

ARG 69,7 71,0 71,0 70,9 71,4 71,6 72,0 71,3 70,3 70,0 69,6 69,7 69,9 69,9 70,1 70,0 70,3 70,2 70,5 70,4 70,2 71,1 72,5 73,1 74,1 74,1 137 72,8 73,3 73,1

ARM 64,4 64,6 65,4 66,3 67,4 67,9 68,5 68,1 68,0 68,3 68,5 68,9 68,2 67,4 69,5 70,0 70,3 70,6 71,1 71,8 71,5 71,6 73,0 73,1 74,5 75,7 75,1 73,8 73,0 73,0

AUS 852 | 854 | 86,0 | 86,1 | 864 | 864 | 864 | 865 | 871 | 873 | 87,8 | 880 | 88,3 | 88,6 | 89.4 | 892 | 89,0 | 897 | 902 | 90,5 | 91,0 | 909 & 90,3 | 90,I | 903 | 90,5 | 88,7 | 883 | 87.8 | 88,1

AUT 82,6 82,8 82,4 82,7 82,7 83,7 83,7 83,8 83,7 84,0 84,3 84,6 84,8 84,8 85,2 85,5 85,9 86,1 86,4 86,9 87,3 87,2 87,1 87,2 87,4 87,5 87,4 86,9 86,6 86,2

AZE 512 | 514 | 534 | 573 | 56,1 | 553 | 573 | 58,5 | 562 | 554 | 53,6 | 53,0 | 540 | 534 | 564 | 57,1 | 56,7 @ 57,3 | 587 | 592 | 604 | 597 | 595 | 570 & 59,0 | 60,6 @ 583 | 554 | 553 | 554

BDI 39,7 38,9 39,8 39,3 40,7 41,1 40,9 40,7 39,1 41,6 42,8 44,1 42,3 41,8 42,6 42,0 41,7 42,4 41,8 41,9 41,5 40,4 40,7 40,6 41,0 41,4 42,0 41,0 41,0 40,4

BEL 82,0 | 823 82,2 | 823 82,2 | 82,6 | 83,1 83,9 842 847 852 865 @ 869 @ 868 87,2 | 86,7 | 868 | 87,1 87,3 87,7 88,0 | 880 | 883 83,0 | 88,1 83,4 | 882 | 882 | 87,8 | 875

BEN 54,3 54,6 55,9 56,2 56,9 57,4 57,8 57,6 57,4 57,8 57,7 58,0 58,0 58,1 58,1 58,3 58,5 58,6 59,2 59,5 59,7 59,8 60,2 59,5 59,1 58,6 59,2 59,7 59,5 59,1

BFA 46,6 | 46,8 | 47,5 | 482 | 49,9 | 50,9 | 51,2 51,5 51,3 514 513 51,2 50,5 50,7 | 51,3 51,6 SL8 524 533 53,6 54,2 550 | 558 56,2 56,3 55,8 54,3 54,0 | 51,8 51,2

BGD 49,1 51,0 51,1 51,8 51,8 51,8 52,4 52,3 52,3 52,0 51,8 52,6 51,3 51,1 51,8 52,5 52,8 52,9 52,5 52,7 53,5 53,7 54,2 54,1 54,0 54,9 55,0 54,8 55,0 55,0

BGR 67,7 67,9 67,9 68,0 68,4 68,9 69,8 72,0 25 7372 73,7 73,7 73,5 74,0 74,8 74,9 75,2 75,5 76,1 76,6 76,2 76,0 76,0 75,8 76,5 76,6 76,4 77,1 76,8 76,7

BHR 58,0 57,7 58,1 59,4 59,0 60,9 63,1 64,9 65,3 64,0 62,3 62,2 61,7 61,0 62,3 62,0 57,8 58,8 59,5 60,4 63,5 63,1 60,9 61,2 63,4 64,0 63,7 62,7 62,9 63,0

BHS 751 | 757 | 759 | 765 | 167 | 76,6 | 768 | 767 | 769 | 768 | 772 | 774 | 780 | 773 | 775 | 763 | 769 | 77,0 | 775 | 774 | 769 | 780 | 766 | 712 | 715 | 776 | 7.8 | 189 | 778 | 77.8

BIH 55,4 55,8 55,5 55,8 56,1 60,2 59,0 59,3 60,2 60,7 61,4 63,0 63,6 63,9 64,6 64,9 65,1 66,1 67,0 68,1 68,7 69,2 69,6 69,3 69,6 69,5 69,6 69,5 69,4 69,3

BLR | 651 | 632 | 639 | 63,9 | 612 | 631 | 648 | 642 | 635 | 638 | 644 | 642 | 643 | 64,1 | 642 | 645 @ 64,6 | 652 | 657 | 663 | 66,6 | 683 | 70,7 | 70,5 | 70,6 @ 653 63,8 | 622 | 620 | 61,6

BOL 62,2 64,1 64,6 66,2 65,7 65,5 66,6 66,1 65,8 65,6 64,1 63,1 62,6 62,6 63,8 62,7 62,3 62,8 62,9 63,2 64,4 64,5 64,7 63,8 62,6 63,2 62,8 63,0 62,9 62,9

BRA | 624 | 62,1 | 632 | 634 | 650 | 653 | 657 | 66,1 | 668 | 669 | 67,5 | 67,7 | 672 | 674 | 68,1 | 678 @ 630 | 684 @ 690 | 638 | 682 | 683 | 672 | 664 | 663 668 659 | 659 | 684 | 634

BRB 76,9 77,0 71,5 78,1 78,0 78,2 78,0 78,1 77,4 77,6 78,1 78,8 79,1 79,3 79,3 78,6 78,6 78,7 78,9 79,3 78,6 78,1 78,0 79,0 79,4 79,3 80,0 81,1 80,9 80,4

BRN 69,7 71,6 72,8 73,7 71,2 70,4 72,0 70,0 69,6 69,8 69,9

BTN 59,6 59,7 60,0 60,3 60,4 60,9 61,1 61,4 61,9 63,0 63,2 63,3 63,4 64,7 64,4 63,6 63,5 63,4 63,7 64,5 65,1 65,7 66,5 68,0 69,0 69,4 68,1 68,3 68,3 67,8

BWA 68,0 69,1 68,9 69,7 69,9 70,2 70,5 70,4 71,5 72,9 73,2 72,3 73,2 72,2 73,3 72,7 72,4 72,4 72,7 73,5 74,2 75,3 75,3 75,1 75,7 75,5 73,5 74,2 74,3 74,7

CAF 46,5 46,6 46,5 46,5 47,2 47,1 47,5 47,9 48,1 47,8 47,9 47,4 46,9 46,2 46,9 47,1 47,1 46,4 44,4 45,4 46,0 45,8 47,7 48,3 48,3 49,0 49,1 47,9 46,7 46,4

CAN 83,3 83,5 83,1 83,3 83,6 83,6 84,0 84,8 84,7 85,0 85,0 85,6 85,8 86,2 87,1 87,3 87,6 88,2 88,4 88,5 88,8 88,1 87,9 87,5 86,9 87,5 86,5 86,0 85,4 85,2




CHE | 864 | 86,5 | 87,0 | 873 | 87,5 | 874 | 87,1 | 87,8 | 879 | 88,1 | 881 | 884 | 8838 | 893 | 89,6 | 90,3 | 90,7 | 90,9 | 9L,1 | 91,6 | 91,7 | 91,8 | 920 | 923 | 924 | 923 | 924 | 925 | 924 | 922
CHL | 745 | 753 | 76,1 | 765 @ 765 | 767 | 773 | 785 | 787 | 787 | 794 | 783 | 782 | 79,1 | 797 | 790 | 792 | 80,1 | 81,3 | 81,8 | 821 | 81,8 | 819 | 814 | 81,7 | 814 | 797 | 80,0 | 795 | 79.6
CHN | 48,6 | 49,1 | 49,6 | 503 | 509 | 51,6 | 51,6 | 523 | 525 | 521 | 522 | 520 | 518 | 51,7 | 53,0 | 52,6 | 52,9 | 53,9 | 544 | 549 | 560 | 56,7 | 58,1 | 57.9 | 58,7 | 59,1 | 593 | 574 | 574 | 574
CIv 534 | 537 | 542 | 546 | 547 | 546 | 553 | 559 | 564 | 570 | 56,7 | 564 | 563 | 562 | 573 | 57,1 | 56,7 | 563 | 568 | 57,7 | 57.6 | 577 | 58,6 | 583 | 587 | 578 | 578 | 582 | 581 | 5738
CMR | 49,5 | 48,6 | 482 | 49,6 | 50,1 | 49,9 | 52,6 | 52,7 | 529 | 530 | 53,1 | 533 | 53,7 | 538 | 551 | 549 | 552 | 556 | 56,0 | 56,1 | 563 | 560 | 550 | 552 | 559 | 564 | 56,6 | 56,5 | 56,0 | 563
COD | 38,5 | 384 | 385 | 399 @ 398 | 438 | 424 | 42,5 | 41,0 | 425 | 42,7 | 429 | 42,7 | 425 | 433 | 442 | 440 | 446 | 444 | 444 | 462 | 465 474 | 482 | 50,6 | 497 | 461 | 46,1 | 446 | 445
COG | 456 | 455 | 40,8 | 42,0 | 41,9 | 384 | 409 | 42,1 | 439 | 441 | 431 | 41,7 | 429 | 42,6 | 453 | 432 | 41,8 | 444 | 46,0 | 474 | 493 | 48,6 | 46,6 | 44,6 | 453 | 482 | 482 | 478 | 479 | 478
COL | 623 | 628 | 63,5 | 63,7 @ 634 | 635 | 644 | 640 | 652 | 646 | 649 | 649 | 654 | 653 | 662 | 67,1 | 67,8 | 68,0 | 688 | 692 | 700 | 703 | 704 | 695 | 688 | 694 | 685 | 699 | 69.6 | 69,0
COM | 503 | 504 | 50,3 | 504 | 50,7 | 50,7 | 51,0 | 514 | 516 | 51,7 | 521 | 522 | 537 | 543 | 547 | 553 | 56,0 | 56,7 | 574 | 58,1 | 583 | 57,6 | 588 | 589 | 57,7 | 569 | 56,7 | 557 | 56,1 | 559
CPV | 602 | 604 | 602 | 613 | 630 | 625 | 622 | 633 | 640 | 625 | 614 | 622 | 634 | 595 | 646 | 63,1 | 625 | 650 | 672 | 688 | 69,1 | 697 | 67,1 | 673 | 679 | 679 | 669 | 679 | 67,7 | 613
CRI 718 | 71,7 | 719 | 722 | 727 | 734 | 738 | 740 | 741 | 738 | 740 | 741 | 740 | 743 | 749 | 750 | 758 | 765 | 166 | 770 | 778 | 783 | 180 | 769 | 773 | 77,7 | 775 | 770 | 77,1 | 773
CUB | 540 | 544 | 546 | 550 | 554 | 556 | 559 | 570 | 582 | 590 | 597 | 593 | 593 | 599 | 603 | 594 | 59,5 | 59,5 | 59,7 | 60,3 | 60,6 | 60,1 | 61,8 | 615 | 61,1 | 60,7 | 599 | 603 | 59.8 | 60,1
CYP | 744 | 746 | 749 | 753 | 755 | 760 | 770 | 780 | 783 | 792 | 793 | 79,7 | 80,0 | 80,6 | 812 | 81,4 | 82,0 | 823 | 824 | 82,5 | 827 | 82,1 | 823 | 829 | 830 | 832 | 82,8 | 829 | 828 | 828
CZE | 789 | 794 | 798 | 799 @ 804 | 789 | 791 | 787 | 789 | 790 | 791 | 79.6 | 79.8 | 80,0 | 80,8 | 81,1 | 814 | 81,7 | 824 | 83,1 | 839 | 83,7 | 83,7 | 840 | 8,5 | 89 | 828 | 838 | 835 | 832
DEU | 86,7 | 869 | 87,0 | 868 | 87,2 | 872 | 830 | 883 | 884 | 889 | 887 | 89,1 | 892 | 893 | 897 | 89,9 | 902 | 902 | 90,5 | 90,7 | 91,0 | 909 | 908 | 908 | 91,1 | 91,0 | 908 | 913 | 909 | 90,6
DJI 46,7 | 468 | 47,0 | 472 | 47,6 | 47,5 | 482 | 48,1 | 475 | 47,8 | 480 | 48,0 | 482 | 481 | 485 | 487 | 497 | 500 | 50,3 | 51,5 | 522 | 521 | 508 | 51,1 | 51,7 | 524 | 534 | 533 | 534 | 533
DMA | 703 | 703 | 704 | 704 | 704 | 704 | 704 | 71,0 | 71,0 | 709 | 708 | 70,7 | 702 | 709 | 71,2 | 714 | 74,7 | 71,9 | 725 | 730 | 73,7 | 743 | 724 | 732 | 728 | 7201 | 70,7 | 71,0 | 720 | 70,9
DNK | 869 | 872 | 875 | 879 | 84 | 889 | 894 | 903 | 90,9 | 915 | 938 | 91,7 | 91,9 | 922 | 923 | 923 | 934 | 950 | 940 | 951 | 958 | 958 | 953 | 954 | 952 954 | 955 | 960 | 959 | 959
DOM | 595 | 604 | 608 | 61,8 | 620 | 62,5 | 628 | 630 | 632 | 634 | 655 | 66,1 | 663 | 67,1 | 67,6 | 68,1 | 68,1 | 68,1 | 67,9 | 68,5 | 69,0 | 69,5 | 69,5 | 69,6 | 689 | 69,6 | 696 | 702 | 70,1 | 702
DZA | 53,1 | 528 | 533 | 547 | 56,6 | 557 | 569 | 580 | 575 | 580 | 563 | 56,6 | 57,1 | 57,3 | 58,7 | 58,6 | 57.6 | 57.8 | 580 | 585 | 593 | 593 | 578 | 569 578 581 | 558 | 544 | 541 | 542
ECU | 629 | 633 | 64,1 | 651 | 654 | 643 | 653 | 653 | 653 | 653 | 645 | 642 | 647 | 64,1 | 652 | 642 | 633 | 642 | 641 | 646 | 663 | 664 | 67,5 | 685 | 689 | 702 | 695 | 700 | 69,1 | 69,1
EGY | 504 | 51,8 | 529 | 53,5 @ 538 | 525 | 529 | 534 | 534 | 534 | 529 | 526 | 532 | 538 | 549 | 552 | 564 | 573 | 545 | 544 | 555 | 560 | 550 | 558 | 566 | 574 | 573 | 563 | 564 | 564
ERI 438 | 439 | 440 | 435 | 437 | 433 | 426 | 424 | 423 | 424 | 42,1 | 42,1 | 41,6 | 41,7 | 42,1 | 41,7 | 382 | 380 | 379 | 382 | 373 | 381 | 380 | 390 | 386 | 382 | 39,1 | 387 | 386 | 386
ESP 759 | 758 | 761 | 768 | 774 | 777 | 786 | 789 | 791 | 793 | 793 | 79.8 | 80,1 | 80,5 | 81,1 | 81,8 | 82,6 | 82,9 | 83,4 | 83,0 | 827 | 829 819 | 83 | 84 84 | 89 | 88 | 832 | 829
EST 773 | 7801 | 792 | 80,6 | 81,1 | 812 | 827 | 835 | 839 | 843 | 856 | 857 | 862 | 860 | 863 | 862 | 86,1 | 86,0 | 86,3 | 86,1 | 86,6 | 868 | 87,3 | 87,8 | 88,5 | 88,8 | 888 | 892 | 889 | 888
ETH | 39,1 | 40,2 | 40,8 | 40,3 @ 418 | 422 | 41,9 | 409 | 38,6 | 41,0 | 41,9 | 427 | 433 | 439 | 447 | 450 | 449 | 457 | 454 | 456 | 462 | 466 @ 474 | 485 | 498 | 50,6 | 508 | 499 | 488 | 488
FIN 848 | 852 | 858 | 859 | 86,8 | 87,4 | 88,5 | 894 | 894 | 886 | 88,8 | 89.0 | 894 | 89.8 | 90,0 | 90,1 | 90,6 | 90,9 | 922 | 91,8 | 92,7 | 923 | 92,5 | 92,9 | 944 | 944 | 949 | 952 | 950 | 948
FJI 66,6 | 67,1 | 67,1 | 67,0 | 67.0 | 66,7 | 66,7 | 665 | 662 | 662 | 658 | 654 | 657 | 663 | 673 | 67,5 | 67,8 | 67,9 | 68,5 | 689 | 69,1 | 688 | 698 | 694 | 692 | 690 @ 685 | 674 | 688 | 6838
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GAB | 56,1 | 558 | 56,3 | 588 | 582 | 542 | 564 | 57.6 | 596 | 595 | 579 | 585 | 604 | 602 | 630 | 62,6 | 624 | 62,1 | 63,9 | 644 | 656 | 660 | 653 | 652 | 659 | 663 | 656 | 651 | 649 | 650
GBR | 838 | 838 | 84,1 | 847 | 853 | 858 | 860 | 864 | 864 | 869 | 874 | 875 | 87.6 | 87.8 | 885 | 884 | 88,0 | 88,1 | 89,5 | 90,1 | 922 | 92,6 | 93,1 | 93,0 | 928 | 925 | 927 | 912 | 908 | 90,6
GEO | 685 | 68,6 | 69,1 | 693 | 70,01 | 70,6 | 71,9 | 71,4 | 700 | 71,5 | 71,9 | 725 | 730 | 725 | 725 | 725 | 726 | 733 | 754 | 756 | 77,1 | 780 | 784 | 798 | 793 | 794 | 790 | 785 | 779 | 778
GHA | 589 | 593 | 59,6 | 599 | 61,0 | 608 | 61,1 | 61,5 | 61,6 | 62,8 | 633 | 640 | 644 | 647 | 650 | 658 | 645 | 640 | 643 | 643 | 642 | 63,7 | 61,5 | 61,8 | 627 | 637 | 626 | 629 | 625 | 622
GIN 437 | 438 | 433 | 451 | 452 | 449 | 451 | 444 | 450 | 454 | 445 | 445 | 453 | 447 | 442 | 47,0 | 464 | 466 | 473 | 479 | 485 | 493 | 47,7 | 491 | 50,7 490 | 485 | 47,7 | 474 | 474
GMB | 457 | 463 | 469 | 47,3 | 47,1 | 469 | 475 | 47,7 | 472 | 47,7 | 479 | 482 | 48,5 | 48,6 | 48,6 | 485 | 48,7 | 489 | 488 | 49,1 | 495 | 494 | 57,0 | 592 | 593 | 60,0 | 60,7 | 604 | 604 | 60,5
GNB | 422 | 425 | 427 | 413 | 434 | 454 | 474 | 480 | 472 | 47,6 | 481 | 483 | 476 @ 481 478 | 484 | 498 | 50,6 | 51,5 | 51,5 | 51,9 | 521 | 534 | 544 | 553 | 551 | 558 | 53,5 | 532 | 529
GNQ | 363 | 333 | 328 | 343 | 332 | 30,1 | 320 | 322 | 335 | 33,9 | 39,5 | 40,1 | 414 | 420 | 454 | 442 | 447 | 447 | 462 | 481 | 496 | 50,7 | 502 | 484 | 486 | 51,2 | 503 | 499 | 50,6 | 50,5
GRC | 73,1 | 73,1 | 733 | 740 @ 742 | 746 | 754 | 755 | 758 | 163 | 169 | 77,7 | 772 | 77,7 | 182 | 188 | 7185 | 779 | 778 | 7183 | 786 | 779 | 79,1 | 794 | 804 | 81,0 | 807 | 81,5 | 805 | 803
GTM | 502 | 51,7 | 52,7 | 534 | 542 | 570 | 573 | 57,1 | 574 | 573 | 574 | 57,7 | 585 | 59,1 | 595 | 60,1 | 60,5 | 60,5 | 60,5 | 61,3 | 59,7 | 59,7 | 60,0 | 602 | 60,1 | 599 | 597 | 589 | 588 | 58,7
GUY | 50,9 | 52,5 | 540 | 558 @ 560 | 558 | 57,0 | 580 | 575 | 580 | 594 | 619 | 613 | 609 | 60,6 | 604 | 60,8 | 614 | 62,1 | 628 | 644 | 644 | 664 | 675 @ 676 @ 672 | 635 | 638 | 634 | 635
HKG | 792 | 799 | 797 | 799 | 803 | 808 | 814 | 81,6 | 81,8 | 82,1 | 824 | 828 | 839 | 845 | 846 | 847 | 850 | 85,1 | 850 | 849 | 849 | 849 | 852 | 850 | 844 | 835

HND | 56,6 | 56,6 | 56,7 | 567 | 573 | 577 | 580 | 585 | 590 | 584 | 582 | 589 | 592 | 594 | 578 | 59,1 | 599 | 60,3 | 61,1 | 60,9 | 612 | 612 | 609 | 620 | 620 | 620 | 613 | 61,9 | 61,9 | 61,9
HRV | 642 | 662 | 664 | 678 | 690 | 719 | 7201 | 725 | 730 | 734 | 734 | 739 | 739 | 741 | 747 | 76,1 | 769 | 77,5 | 780 | 78,5 | 796 | 790 | 792 | 796 | 793 | 79,5 | 80,1 | 81,5 | 813 | 814
HTI 500 | 499 | 513 | 51,6 | 51,8 | 51,7 | 51,7 | 51,5 | 521 | 522 | 52,1 | 528 | 540 | 537 | 542 | 537 | 549 | 550 @ 548 | 551 | 553 | 557 | 548 | 554 | 548 | 544 | 543 | 536 | 534 | 532
HUN | 73,1 | 73,6 | 738 | 745 | 752 | 763 | 76,6 | 768 | 768 | 769 | 779 | 780 | 782 | 790 | 793 | 794 | 79,6 | 80,0 | 81,3 | 812 | 795 | 783 | 774 | 7701 | 765 | 766 | 765 | 765 | 759 | 755
IDN 488 | 50,1 | 50,8 | 527 | 56,1 | 583 | 585 | 59,6 | 60,1 | 59,2 | 592 | 59,6 | 596 | 594 | 60,7 | 61,5 @ 614 | 620 @ 625 @ 632 | 643 | 648 | 652 | 654 | 662 @ 654 | 652 @ 648 | 644 | 644
IND 52,7 | 533 | 540 | 542 | 544 | 541 | 546 | 552 | 557 | 558 | 564 | 563 | 56,7 | 564 | 569 | 56,8 | 57,1 | 57,6 | 58,1 | 58,1 | 57.8 | 583 | 57.6 | 58,1 | 57.6 | 57.6 | 581 | 576 | 572 | 572
IRL 793 | 797 | 80,7 | 823 | 826 | 83,1 | 842 | 845 | 851 | 857 | 862 | 869 | 874 | 880 | 882 | 88,7 | 88,3 | 88,3 | 88,4 | 88,7 | 89,0 | 88,7 | 887 | 892 | 894 | 892 | 897 | 904 | 904 | 905
IRN 458 | 462 | 47,6 | 497 | 493 | 48,1 | 498 | 504 | 51,6 | 50,6 | 495 | 48,6 | 496 | 492 | 512 | 50,6 | 50,8 | 52,6 | 52,6 | 525 | 547 | 559 | 56,5 | 53,5 | 54,1 | 540 | 523 | 51,5 | 515 | 51,3
IRQ 344 | 327 | 337 | 332 | 336 | 320 | 325 | 331 | 349 | 363 | 357 | 362 | 390 | 392 | 42,1 | 41,6 | 399 | 39,6 | 39,5 | 38,7 | 40,5 | 42,0 | 41,5 | 41,0 | 41,9 | 437 | 421 | 428 | 4277 | 427
ISL 839 | 84,1 | 845 | 850 | 851 | 859 | 86,0 | 864 | 869 | 868 | 87,9 | 87.9 | 880 | 87.8 | 878 | 884 | 880 | 887 | 893 | 89,6 | 89,6 | 89,8 | 90,1 | 903 | 90,5 | 90,0 | 903 | 902 | 894 | 892
ISR 749 | 752 | 757 | 768 | 7712 | 767 | 768 | 773 | 766 | 765 | 774 | 78,1 | 788 | 790 | 797 | 798 | 796 | 793 | 794 | 799 | 804 | 81,1 | 808 | 81,0 | 81,2 | 81,7 | 81,7 | 81,5 | 81,1 | 81,3
ITA 733 | 735 | 734 | 739 | 745 | 749 | 753 | 757 | 760 | 764 | 769 | 769 | 773 | 775 | 77,5 | 780 | 780 | 77,7 | 77,7 | 7.6 | 779 | 785 | 797 | 80,5 | 81,0 | 809 | 81,9 | 822 | 81,7 | 81,3
JAM | 660 | 663 | 666 | 668 | 666 | 670 | 674 | 67,5 | 680 | 688 | 692 | 694 | 69,7 | 70,6 | 714 | 720 | 720 | 724 | 7201 | 71,9 | 724 | 720 | 732 | 728 @ 728 @ 729 | 729 | 727 | 124 | 124
JOR | 629 | 62,8 | 635 | 642 | 645 | 654 | 659 | 656 | 659 | 663 | 664 | 663 | 660 | 657 | 66,6 | 67,5 | 685 | 690 | 69,6 | 68,7 | 693 | 684 | 684 | 688 | 699 | 699 | 696 | 688 | 687 | 68,6
JPN 852 | 850 | 848 | 848 | 847 | 852 | 854 | 848 | 850 | 846 | 851 | 861 | 860 | 862 | 863 | 864 | 864 | 861 | 861 | 862 | 863 | 858 | 855 | 86,1 | 864 | 863 | 865 | 86,1 | 86,1 | 858
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KGZ | 602 | 602 | 602 | 60,9 | 613 | 623 | 629 | 626 | 61,6 | 612 | 616 | 625 | 61,7 | 604 | 603 | 60,5 | 61,9 | 623 | 620 | 624 | 62,6 | 626 | 63,0 | 651 | 644 | 641 | 631 | 614 | 604 | 603
KHM | 468 | 470 | 468 | 49,1 @ 498 | 503 | 509 | 51,6 | 524 | 528 | 529 | 52,6 | 525 @ 523 | 521 | 520 | 520 | 520 | 51,7 | 514 | 518 | 513 | 51,7 | 521 | 524 | 522 | 522 | 526 | 518 | 51,7
KOR | 698 | 703 | 70,5 | 71,1 | 714 | 72,0 | 72,6 | 73,2 | 73,6 | 73,9 | 745 | 744 | 744 | 742 | 744 | 750 | 750 | 749 | 750 | 750 | 749 | 749 | 762 | 768 | 773 | 718 | 781 | 78,1 | 776 | 77,5
KWT | 567 | 564 | 563 | 58,5 @ 583 | 557 | 567 | 582 | 581 | 564 | 550 | 556 | 56,0 | 557 | 578 | 569 | 557 | 56,7 | 569 | 57,6 | 61,7 | 61,5 | 61,0 | 597 | 60,5 | 629 | 635 | 624 | 625 | 628
LAO | 402 | 40,8 | 40,7 | 40,8 | 41,6 | 423 | 41,8 | 42,7 | 434 | 438 | 443 | 435 | 441 | 444 | 449 | 446 | 449 | 454 | 459 | 47,0 | 47,6 | 482 | 48,6 | 48,6 | 495 | 493 | 488 | 483 | 486 | 48,7
LBN | 588 | 588 | 59,0 | 583 | 583 | 579 | 592 | 590 | 591 | 60,1 | 61,1 | 624 | 637 | 637 | 633 | 63,7 | 640 | 63,6 | 63,1 | 629 | 624 | 630 | 621 | 626 | 623 | 620 | 612 | 60,1 | 602 | 60,6
LBR | 42,1 | 414 | 39,1 | 39,1 | 39,1 | 460 | 462 | 45,1 | 46,5 | 52,8 | 53,6 | 547 | 542 | 543 | 542 | 545 | 53,7 | 534 | 532 | 538 | 548 | 547 | 53,7 | 552 | 543 | 541 | 535 | 529 | 532 | 532
LBY | 438 | 434 | 439 | 459 | 458 | 441 | 446 | 419 | 421 | 40,5 | 398 | 40,1 | 41,1 | 40,7 | 43,9 | 427 | 487 | 481 | 484 | 503 | 523 | 527 | 510 | 49.6 493 | 52,7 | 449 | 451 | 448 | 448
LCA | 698 | 700 | 70,1 | 703 | 705 | 708 | 71,1 | 72,5 | 730 | 735 | 739 | 743 | 747 | 757 | 758 | 756 | 758 | 759 | 753 | 752 | 745 | 737 | 720 | 727 | 724 | 723 | 721 | 714 | 708 | 71,0
LKA | 633 | 638 | 645 | 644 | 645 | 643 | 650 | 647 | 646 | 643 | 641 | 633 | 63,1 | 632 | 629 | 647 | 650 | 655 | 666 | 662 | 677 | 683 | 684 | 693 | 679 | 670 | 665 | 66,7 | 67,0 | 66,5
LSO 578 | 578 | 579 | 577 | 582 | 582 | 587 | 585 | 592 | 592 | 596 | 598 | 593 | 592 | 588 | 59,1 | 592 | 593 | 59,5 | 60,2 | 58,6 | 577 | 59.2 | 604 | 60,5 | 61,1 | 60,6 | 599 | 598 | 59,9
LTU | 741 | 747 | 765 | 774 | 782 | 790 | 80,0 | 80,7 | 81,7 | 82,6 | 82,6 | 82,7 | 823 | 822 | 823 | 825 | 830 | 83,1 | 833 | 838 | 844 | 847 | 847 | 845 | 848 | 850 | 851 | 851 | 844 | 845
LUX | 859 | 863 | 86,6 | 87,0 | 87,6 | 834 | 888 | 874 | 869 | 862 | 855 | 852 | 852 | 86,0 | 87,1 | 87,5 | 87,9 | 882 | 88,9 | 894 | 894 | 894 | 89,8 | 89,7 | 894 | 89,0 | 893 | 89,7 | 894 | 895
LVA | 736 | 741 | 758 | 772 | 7718 | 783 | 793 | 796 | 804 | 812 | 809 | 804 | 803 | 80,5 | 80,7 | 80,6 | 81,0 | 812 | 82,0 | 82,7 | 833 | 83,6 | 848 | 8,1 | 844 848 851 | 856 | 850 | 848
MAR | 52,0 | 52,6 | 53,0 | 528 | 53,6 | 562 | 56,7 | 563 | 56,5 | 563 | 557 | 557 | 56,5 | 558 | 569 | 574 | 57,7 | 584 | 593 | 59,6 | 60,1 | 60,7 | 61,3 | 624 | 625 | 625 | 62,6 | 62,1 | 620 | 61,8
MDA | 645 | 676 | 674 | 682 | 687 | 693 | 683 | 689 | 69.6 | 696 | 697 | 690 | 681 | 680 | 682 | 689 | 696 | 694 | 695 | 709 | 704 | 69,6 | 70,1 | 702 | 704 | 709 | 720 | 729 | 724 | 72,1
MDG | 51,9 | 523 | 52,1 | 51,9 | 525 | 53,1 | 534 | 531 | 559 | 563 | 570 | 569 | 569 | 574 | 56,1 | 550 | 543 | 553 | 557 | 562 | 56,1 | 558 | 551 | 556 | 552 | 554 | 550 | 552 | 552 | 550
MDV | 512 | 514 | 515 | 51,7 | 520 52,01 | 521 | 51,9 | 530 | 538 | 546 | 553 | 553 | 585 | 392 | 597 | 60,0 | 58,7 | 582 | 587 | 592 | 592 | 58,1 | 589 | 629 | 657 | 651 | 640 | 641 | 643
MEX | 60,8 | 60,7 | 604 | 61,1 | 614 | 61,9 | 627 | 635 | 643 | 646 | 645 | 645 | 649 | 648 | 653 | 657 | 657 | 660 | 664 | 670 | 672 | 673 | 68,1 | 685 | 688 | 689 | 681 | 680 | 680 | 67,9
MKD | 643 | 645 | 648 | 652 | 656 | 654 | 651 | 66,7 | 682 | 681 | 683 | 688 | 693 | 70,6 | 71,5 | 72,5 | 72,1 | 727 | 13,6 | 739 | 735 | 724 | 735 | 744 | 738 | 726 | 733 | 726 | 725 | 721
MLI | 474 | 484 | 484 | 490 | 499 | 503 | 50,6 | 50,9 | 512 | 513 | 524 | 51,6 | 52,0 | 522 | 520 | 52,5 | 52,6 | 51,8 | 52,0 | 522 | 52,6 | 51,6 | 514 | 51,7 | 522 | 50,7 | 49,1 | 486 | 482 | 47,9
MLT | 723 | 723 | 73,7 | 746 744 | 749 | 762 | 768 | 76,7 | 77.6 | 78,7 | 783 | 780 | 781 | 785 | 79,5 | 792 | 80,0 | 80,9 | 81,4 | 83,6 | 844 847 | 848 | 841 | 846 | 852 | 850 | 845 | 840
MMR | 362 | 367 | 37,2 | 37,5 | 387 | 388 | 380 | 382 | 381 | 382 | 381 | 385 | 392 | 39.6 | 41,0 | 427 | 452 | 46,9 | 47,8 | 48,7 | 49,7 | 50,7 | 51,7 | 52,6 | 533 | 538 | 47,7 | 462 | 455 | 448
MNE | 614 | 614 | 614 | 614 61,6 | 67,1 | 671 | 674 | 67,1 | 67.8 | 684 | 692 | 699 | 703 | 72,1 | 73,3 | 73,1 | 732 | 73,6 | 743 | 751 | 756 | 755 | 755 | 754 | 751 | 763 | 759 | 766 | 764
MNG | 612 | 624 | 63,6 | 649 | 662 | 663 | 660 | 661 | 66,7 | 658 | 664 | 648 | 643 | 640 | 649 | 624 | 614 | 650 | 657 | 658 | 672 | 67,1 | 650 | 651 | 652 | 644 | 619 | 619 | 612 | 61,0
MOZ | 472 | 487 | 488 | 49,1 | 51,0 | 5201 | 53,0 | 525 | 522 | 526 | 524 | 519 | 524 | 526 | 529 | 53,9 | 54,1 | 544 | 541 | 53,6 | 534 | 51,6 497 | 488 | 507 | 513 | 509 | 508 | 509 | 50,6
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MRT | 47,9 | 482 | 48,6 | 480 | 484 | 492 | 492 | 498 | 515 | 523 | 512 | 50,6 | 493 | 494 | 521 | 50,0 | 50,6 | 523 | 51,7 | 52,5 | 53.8 | 529 | 51,6 | 53,0 | 55,1 | 546 | 52,6 | 530 | 532 | 532
MUS | 693 | 694 | 696 | 699 @ 702 | 701 | 703 | 70,6 | 703 | 70,7 | 714 | 715 | 722 | 732 | 740 | 745 | 749 | 756 | 758 | 76,1 | 764 | 764 | 755 | 760 | 768 | 763 | 761 | 739 | 738 | 740
MWI | 504 | 523 | 52,6 | 52,1 | 529 | 53,7 | 545 | 554 | 544 | 553 | 560 | 565 | 56,0 | 559 | 56,6 | 572 | 57,7 | 57,7 | 58,1 | 58,5 | 59,0 | 57.6 | 58,6 | 592 | 59,1 | 598 | 60,5 | 59,5 | 59,1 | 589
MYS | 61,5 | 61,7 | 62,0 | 628 | 632 | 632 | 629 | 631 | 630 | 632 | 627 | 629 | 636 @ 640 | 655 | 66,1 | 66,6 | 67,1 | 672 | 68,0 | 68,6 | 690 | 696 | 708 | 721 | 718 | 71,1 | 702 | 703 | 70,0
NAM | 66,0 | 659 | 656 | 662 | 660 | 664 | 663 | 668 | 673 | 66,6 | 662 | 656 | 656 | 657 | 659 | 662 | 66,1 | 664 | 673 | 67,7 | 69,1 | 69,5 | 69,6 | 705 | 70,6 | 70,7 | 70,1 | 693 | 690 | 69,0
NER | 451 | 449 | 449 | 454 | 457 | 47,1 | 480 | 482 | 488 | 494 | 499 | 499 | 499 | 502 | 50,1 | 520 | 519 | 503 | 50,1 | 504 | 502 | 50,6 | 50,8 | 510 | 51,6 | 525 | 528 | 529 | 524 | 522
NGA | 465 | 46,5 | 479 | 498 | 51,8 | 495 | 500 | 512 | 50,6 | 512 | 51,0 | 51,7 | 533 | 535 | 557 | 547 | 53,4 | 53,7 | 539 | 542 | 549 | 560 | 553 | 553 | 559 | 56,5 | 562 | 557 | 556 | 555
NIC 562 | 584 | 585 | 589 | 593 | 60,0 | 60,7 | 614 | 616 | 61,6 620 | 622 61,8 | 61,5 | 61,5 | 61,0 | 609 61 | 61,0 @ 614 | 61,5 | 61,2 | 602 | 552 @ 544 | 542 | 529 | 523 | 523 | 52,1
NLD | 851 | 853 | 854 | 853 | 856 | 859 | 874 | 87,7 | 878 | 878 | 878 | 883 | 88,6 | 889 | 89,1 | 88,8 | 89,3 | 89,2 | 89,5 | 89,9 | 90,2 | 90,2 | 904 | 90,7 | 91,0 | 91,0 | 91,0 | 912 | 908 | 90,7
NOR | 841 | 840 | 844 | 8,1 | 88 | 852 | 850 | 856 | 858 | 859 | 857 | 864 | 869 | 862 | 87,2 | 87.8 | 879 | 882 | 888 | 893 | 904 | 90,6 | 91,1 | 902 899 898 | 892 | 89,8 | 89,8 | 89,9
NPL 51,1 | 508 | 51,5 | 51,6 | 51,8 | 513 | 51,1 | 507 | 513 | 521 | 528 | 549 | 575 | 580 | 582 | 57,9 | 573 | 57,6 | 56,9 | 57,0 | 5701 | 57.5 | 59,1 | 58,7 | 590 | 58,7 | 581 | 583 | 587 | 5838
NZL | 877 | 880 | 885 | 889 | 896 | 897 | 90,1 | 90,5 | 90,8 | 9,1 | 914 | 91,6 | 91,6 | 922 | 928 | 93,1 | 933 | 934 | 933 | 930 | 930 | 925 | 927 | 923 927 925 926 | 92,1 | 919 | 91,7
OMN | 542 | 527 | 534 | 551 | 538 | 51,5 | 533 | 53,5 | 537 | 538 | 52,9 | 53,1 | 544 | 553 | 570 | 57,6 | 57,1 | 574 | 57,7 | 58,7 | 612 | 622 | 609 | 61,7 | 62,7 | 640 | 61,9 | 596 | 599 | 60,6
PAK | 488 | 49,0 | 48,5 | 484 483 | 488 | 490 | 492 | 496 | 499 | 50,1 | 50,7 | 504 | 504 | 513 | 514 | 515 | 51,8 | 523 | 528 | 53,3 | 53,5 | 527 | 523 | 520 | 523 | 515 | 50,1 | 499 | 499
PAN | 687 | 689 | 692 | 694 | 69,6 | 702 | 702 | 702 | 705 | 70,6 | 708 | 709 | 713 | 713 | 712 | 712 | 70,9 | 71,1 | 70,9 | 71,5 | 722 | 733 | 738 | 743 | 744 | 741 | 738 | 739 | 736 | 73.6
PER | 585 | 59,6 | 597 | 60,6 @ 61,6 | 649 | 692 | 688 | 689 | 688 | 67.6 | 668 | 672 | 67,7 | 679 | 684 | 683 | 692 | 698 | 702 | 704 | 706 | 71,1 | 714 | 723 | 718 | 700 | 699 | 69.6 | 693
PHL | 61,0 | 621 | 625 | 62,5 | 624 | 628 | 631 | 637 | 642 | 643 | 635 | 639 | 63,6 | 64,1 | 641 | 648 | 649 | 653 | 655 | 654 | 650 | 635 | 629 | 62,6 | 622 | 61,9 | 61,0 | 61,4 | 614 | 613
PNG | 503 | 514 | 525 | 522 | 52,1 | 505 | 518 | 51,3 | 509 | 49,7 | 492 | 499 | 506 @ 50,6 @ 521 | 51,6 | 527 | 555 | 569 | 564 | 559 | 556 @ 549 | 556 | 564 | 569 @ 549 | 542 | 535 | 532
POL | 753 | 769 | 77,0 | 779 | 783 | 790 | 798 | 80,7 | 803 | 79,6 | 80,7 | 80,0 | 79,7 | 80,0 | 803 | 80,4 | 80,5 | 81,1 | 82,0 | 824 | 834 | 823 | 81,0 | 809 | 808 | 80,5 | 804 | 80,0 | 802 | 79,9
PRT 743 | 752 | 753 | 758 | 759 | 764 | 767 | 767 | 771 | 778 | 776 | 782 | 788 | 795 | 80,0 | 80,3 | 80,8 | 80,5 | 80,5 | 80,5 | 80,8 | 80,3 | 80,2 | 80,7 | 808 | 80,6 | 80.8 | 814 | 813 | 81,1
PRY | 603 | 609 | 61,3 | 61,3 | 614 | 622 | 62,6 | 643 | 641 | 645 | 641 | 643 | 648 | 655 | 654 | 656 | 659 | 658 | 657 | 658 | 66,5 | 668 | 66,7 | 67,0 | 673 | 668 | 669 | 665 | 662 | 66,0
QAT | 59,0 | 57,6 | 584 | 59,5 @ 584 | 573 | 581 | 591 | 598 | 599 | 592 | 60,0 | 613 | 621 | 638 | 634 | 627 | 634 | 64,1 | 647 | 663 | 654 | 660 | 659 | 668 | 671 | 651 | 637 | 636 | 63,7
ROU | 683 | 692 | 703 | 714 | 71,1 | 715 | 714 | 714 | 716 | 703 | 70,7 | 71.8 | 724 | 741 | 758 | 77,0 | 772 | 772 | 794 | 798 | 80,7 | 808 | 790 | 784 | 782 | 782 | 783 | 779 | 774 | 774
RUS 61,0 | 61,3 | 61,5 | 632 | 624 | 60,1 | 603 | 608 | 61,1 | 61,5 | 608 | 609 | 614 | 60,6 | 61,6 | 61,9 | 61,8 | 61,7 | 62,1 | 62,0 | 629 | 628 | 635 | 631 | 637 | 644 | 625 | 598 | 592 | 590
RWA | 43,6 | 440 | 445 | 449 | 461 | 474 | 486 | 496 | 492 | 508 | 513 | 523 | 525 | 528 | 534 | 543 | 550 | 556 | 556 | 559 | 56,5 | 550 | 552 | 563 | 57,0 | 56,6 | 556 | 53.6 | 52,9 | 52.8
SAU 553 | 547 | 556 | 572 | 558 | 540 | 543 | 549 | 534 | 51,7 | 512 | 512 | 513 | 509 | 549 | 547 | 53,6 | 53,6 | 544 | 555 | 587 | 588 | 594 | 584 | 608 | 623 | 61,7 | 60,0 | 60,5 | 61,1
SDN 36,6 | 368 | 372 | 368 | 374 | 372 | 378 | 376 | 378 | 382 | 384 | 388 | 389 | 385 | 402 | 40,6 | 39,8 | 412 | 41,8 | 42,7 | 43,6 | 442 | 451 | 440 | 457 | 446 | 431 | 424 | 418 | 42,0
SEN 56,3 | 563 | 56,7 | 57,0 | 574 | 572 | 576 | 576 @ 575 | 575 | 573 | 575 | 584 | 589 | 589 | 587 | 589 | 587 | 593 | 590 | 597 | 599 | 597 | 60,1 | 602 | 609 | 605 | 60,8 | 597 | 59,3
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SGP 798 | 80,2 | 80,8 | 81,0 | 814 | 820 | 823 | 82,6 | 830 | 833 | 843 | 845 | 842 | 841 | 832 | 83,5 | 845 | 846 | 847 | 848 | 851 | 857 | 86,7 | 88,5 | 864 | 86,6 | 864 | 853 | 855 | 854
SLB 57,0 | 569 | 574 | 562 | 551 | 544 | 545 | 562 | 570 | 577 | 57.6 | 57.6 | 568 | 569 | 584 | 57,9 | 57,7 | 57,5 | 57,9 | 57.6 | 58,6 | 593 | 590 | 606 | 599 | 593 | 602 | 60,1 | 602 | 59,9
SLE 428 | 452 | 437 | 435 | 455 | 470 | 498 | 512 | 499 | 498 | 502 | 504 | 50,6 | 514 | 523 | 53,6 | 540 | 53,8 | 546 | 546 | 540 | 536 | 535 | 548 | 548 | 549 | 560 | 557 | 555 | 546
SLV 60,2 | 60,9 | 61,4 | 61,9 | 629 | 638 | 63.8 | 644 | 646 @ 651 | 655 | 658 | 658 | 660 | 66,6 | 673 | 674 | 68,0 | 68,0 | 68,1 | 680 | 674 | 666 | 665 | 656 @ 644 | 628 | 613 | 609 | 60,7
SOM 197 | 207 | 352 | 351 | 350 | 360 | 356 | 375 | 364 | 368 | 379 | 360 | 37,7 | 37,7
SRB 598 | 60,4 | 60,6 | 60,5 | 603 | 625 | 655 | 658 | 655 | 663 | 67.6 | 682 | 686 | 690 | 702 | 70,5 | 70,7 | 71,3 | 712 | 71,8 | 723 | 728 | 714 | 712 | 71,9 | 7201 | 721 | 715 | 713 | 711
STP 50,5 | 50,7 | 50,8 | 50,9 | 51,1 | 514 | 580 | 581 | 582 | 585 | 590 | 592 | 60,6 | 60,7 | 61,0 | 61,8 | 623 | 62,7 | 63,0 | 63,6 | 648 | 66,1 | 66,1 | 663 | 668 | 674 | 67,1 | 675 | 679 | 67.8
SUR | 62,6 | 62,5 | 627 | 641 641 | 643 | 638 | 659 | 665 | 66,7 | 66,6 | 67.6 | 675 | 663 | 66,7 | 641 | 61,9 | 61,9 | 63,0 | 644 | 659 | 660 | 642 | 665 | 668 | 66,7 | 656 | 66,1 | 659 | 66,0
SVK | 71,9 | 71,7 | 71,9 | 733 | 738 | 742 | 752 | 757 | 758 | 773 | 780 | 786 | 788 | 793 | 79,5 | 80,3 | 80,6 | 80,4 | 80,8 | 80,8 | 81,1 | 80,7 | 799 | 793 | 795 | 796 | 80,0 | 81,1 | 809 | 80,7
SVN 734 | 738 | 751 | 765 | 713 | 773 | 785 | 786 | 791 | 797 | 80,5 | 81,1 | 80,8 | 809 | 81,6 | 82,3 | 82,5 | 82,5 | 83,1 | 83,7 | 838 | 840 | 841 | 846 | 843 | 841 | 87 | 851 | 843 | 839
SWE | 844 | 850 | 860 | 868 | 872 | 87,7 | 83,1 | 888 | 890 | 880 | 880 | 883 | 882 | 883 | 890 | 893 | 893 | 89,6 | 91,3 | 91,5 | 928 | 922 | 92,6 | 93,1 | 936 | 936 | 936 | 938 | 937 | 937
SWZ | 534 | 52,6 | 52,6 | 528 @ 528 | 526 | 526 | 51,9 | 526 | 525 | 527 | 542 | 538 | 538 | 540 | 543 | 553 | 551 | 554 | 57,0 | 575 | 573 | 578 | 574 | 569 | 569 | 550 | 535 | 541 | 542
SYC 68,2 | 682 | 683 | 683 | 683 | 682 | 677 | 67.9 | 681 | 682 | 687 | 681 | 69.6 | 702 | 71,0 | 722 | 73,6 | 746 | 751 | 760 | 765 | 772 | 767 | 775 | 775 | 781 | 799 | 798 | 794 | 79,6
SYR | 434 | 43,6 | 439 | 443 436 | 440 | 448 | 458 | 471 | 477 | 492 | 503 | 49.6 | 485 | 498 | 492 | 464 | 462 | 440 | 444 | 444 | 436 440 | 439 | 438 | 435 | 434 | 435 | 442 | 442
TCD | 40,0 | 40,3 | 404 | 40,7 | 41,1 | 408 | 414 | 421 | 413 | 381 | 37,7 | 378 | 38,1 | 37,7 | 403 | 39,9 | 39,6 | 41,0 | 422 | 42,7 | 432 | 425 | 41,5 | 406 | 41,1 | 423 | 404 | 394 | 40,1 | 40,0
TGO | 47,9 | 48,6 | 489 | 490 @ 495 | 493 | 495 | 497 | 496 | 503 | 51,5 | 522 | 528 | 525 | 520 | 524 | 522 | 52,1 | 533 | 543 | 556 | 569 | 569 | 567 | 570 | 588 | 588 | 588 | 585 | 57.8
THA | 61,9 | 621 | 61,8 | 62,5 | 629 | 635 | 645 | 649 | 648 | 644 | 636 | 63,1 | 632 | 63,6 | 641 | 640 | 652 | 654 | 646 | 629 | 628 | 627 | 633 | 638 | 657 | 653 | 645 | 639 | 644 | 64,1
TJIK 52,1 | 51,8 | 523 | 53,7 | 540 | 570 | 581 | 583 | 581 | 575 | 571 | 570 | 56,6 | 56,6 | 56,7 | 559 | 562 | 56,3 | 56,6 | 558 | 553 | 53,5 | 541 | 547 | 546 | 537 | 538 | 526 | 525 | 526
TKM | 402 | 384 | 412 | 466 | 448 | 380 | 355 | 389 | 40,5 | 40,9 | 404 | 387 | 399 | 393 | 456 | 459 | 448 | 457 | 463 | 475 | 484 | 503 | 504 | 495 | 51,6 | 51,0 | 514 | 514 | 515 | 515
TLS 36,8 | 368 | 369 | 374 | 382 | 565 | 571 | 577 | 576 | 580 | 585 | 59.1 | 599 | 609 | 61,8 | 61,3 | 61,6 | 61,3 | 61,1 | 60,0 | 474 | 543 | 550 | 523 | 550 | 572 | 566 | 573 | 574 | 579
TTO | 659 | 659 | 668 | 680 | 67,7 | 67,6 | 67.6 | 672 | 672 | 680 | 673 | 670 | 67,7 | 678 | 678 | 68,4 | 68,0 | 68,7 | 69,1 | 704 | 728 | 729 | 734 | 723 | 721 | 31 | 730 | 32 | 33 | 734
TUN | 550 | 555 | 557 | 563 | 563 | 564 | 566 | 56,7 | 56,6 | 569 | 56,7 | 572 | 578 | 573 | 57,7 | 58,0 | 65,1 | 654 | 651 | 654 | 66,1 | 67,1 | 67.6 | 685 | 682 | 687 | 685 | 671 | 664 | 658
TUR | 57,0 | 57,1 | 582 | 58,6 | 589 | 60,7 | 609 | 62,0 | 626 | 631 | 629 | 641 | 639 | 639 | 643 | 650 | 653 | 651 | 650 | 66,0 | 654 | 629 | 632 | 640 | 641 | 642 | 638 | 626 | 630 | 62,9
TWN | 67,6 | 679 | 67,0 | 673 | 678 | 704 | 716 | 712 | 713 | 70,6 | 713 | 71,5 | 71,6 | 724 | 727 | 73,6 | 740 | 747 | 750 | 755 | 764 | 761 | 769 | 769 | 77,7 | 775 | 78,7 | 19,1 | 7193 | 79,1
TZA | 53,1 | 538 | 54,6 | 554 | 56,1 | 559 | 558 | 562 | 556 | 56,5 | 555 | 56,1 | 56,0 | 56,6 | 572 | 57,7 | 572 | 572 | 572 | 57,1 | 56,5 | 563 | 57,3 | 580 | 588 | 59,0 | 589 | 595 | 605 | 603
UGA | 48,1 | 492 | 499 | 499 | 509 | 500 | 504 | 50,5 | 497 | 521 | 525 | 530 | 52,7 | 52,7 | 540 | 53,9 | 533 | 528 | 53,0 | 53,2 | 53,3 | 52,6 | 528 | 535 | 537 | 533 | 530 | 524 | 520 | 518
UKR | 62,1 | 62,1 | 628 | 625 | 629 | 63,6 | 648 | 67,6 | 665 | 67,0 | 68,1 | 684 | 67,8 | 67,7 | 686 | 668 | 67,0 | 67,7 | 67,1 | 66,0 | 64,9 | 654 | 659 | 67,0 | 68,6 | 698 | 687 | 659 | 662 | 662
URY | 740 | 747 | 757 | 761 | 763 | 770 | 780 | 781 | 789 | 782 | 779 | 773 | 775 | 769 | 765 | 168 | 772 | 77,7 | 783 | 787 | 7901 | 789 | 799 | 792 | 791 | 791 | 796 | 799 | 80,0 | 80,0
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ISO3 1995 1996 1997 1998 1999 2000 | 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024
USA 844 | 844 | 843 | 843 | 842 | 843 | 850 | 849 | 845 | 847 | 852 | 855 | 863 | 86,5 | 87,0 | 86,7 | 86,8 | 87,0 | 873 | 873 | 87,8 | 87,5 | 874 | 86,6 | 86,5 | 859 | 856 | 857 | 852 | 85,1
UZB | 473 | 473 | 474 | 479 479 | 468 | 446 | 456 | 456 | 464 | 473 | 46,6 | 483 | 473 | 49.6 | 50,5 | 497 | 497 | 503 | 512 | 52,0 | 52,6 | 548 | 544 | 574 | 583 | 571 | 573 | 574 | 573
VCT | 695 | 69,5 | 69,5 | 69,6 | 696 | 698 | 703 | 71,0 | 71,5 | 71,6 | 719 | 724 | 728 | 733 | 73,1 | 743 | 752 | 753 | 762 | 762 | 769 | 772 | 764 | 774 | 767 | 771 | 769 | 769 | 765 | 758
VEN | 61,0 | 589 | 598 | 612 | 603 | 588 | 594 | 588 | 581 | 569 | 562 | 57,1 | 59,7 | 593 | 60,5 | 60,0 | 584 | 588 | 57,5 | 579 | 571 | 575 | 551 | 539 | 527 | 519 | 518 | 520 | 522 | 525
VNM | 47,3 | 47,5 | 478 | 488 | 494 | 494 | 502 | 51,0 | 514 | 512 | 521 | 530 | 533 | 533 | 545 | 54,5 | 548 | 553 | 56,1 | 56,3 | 566 | 573 | 572 | 56,7 | 573 | 580 | 582 | 589 | 589 | 59,0
VUT | 641 | 641 | 641 | 642 | 641 | 642 | 642 | 645 @ 647 655 | 661 | 67,0 | 660 | 657 | 652 | 645 639 | 640 639 | 645 | 650 | 660 | 67,3 | 684 | 66,1 662 | 667 | 67,6 | 67,6 | 67,6
YEM | 362 | 372 | 384 | 39,7 | 383 | 364 | 37,7 | 390 | 394 | 393 | 388 | 39,0 | 40,8 | 41,0 | 440 | 43,6 | 437 | 47,5 | 48,0 | 46,1 | 448 | 439 | 43,6 | 428 | 432 | 431 | 434 | 438 | 445 | 445
ZAF 66,0 | 662 | 663 | 663 | 662 | 658 | 658 | 668 | 67.6 | 672 | 66,7 | 66,7 | 664 | 656 | 673 | 673 | 67,6 | 684 | 688 | 70,01 | 71,1 | 70,5 | 70,5 | 71,0 | 70,5 | 698 | 700 | 692 | 69,1 | 69,0
ZMB | 578 | 58,7 | 594 | 593 | 60,0 | 59,8 | 60,1 | 59,5 | 581 | 57,7 | 579 | 578 | 57,7 | 586 | 58,7 | 587 | 59,1 | 59.4 | 588 | 59,5 | 59,1 | 57,6 | 56,6 | 57,5 | 58,5 | 559 | 529 | 540 | 552 | 553
ZWE | 52,1 | 52,1 | 527 | 51,9 @ 52,01 | 52,1 | 50,5 | 50,0 | 494 | 486 | 485 | 47,7 | 468 | 458 | 475 | 484 | 489 | 50,5 | 51,0 | 51,7 | 51,9 | 51,6 | 525 | 53,1 | 53,1 | 539 | 525 | 515 | 524 | 523

Notes: This table has been prepared by the author and estimates the Ethics Perception Index (ETPI) for countries around the world from 1995 to 2024, based on data
known as of 16 July 2024. Country names are represented using ISO3 codes to ensure the table fits on one page.

Included countries are Afghanistan (AFG), Angola (AGO), Albania (ALB), United Arab Emirates (ARE), Argentina (ARG), Armenia (ARM), Australia (AUS),
Austria (AUT), Azerbaijan (AZE), Burundi (BDI), Belgium (BEL), Benin (BEN), Burkina Faso (BFA), Bangladesh (BGD), Bulgaria (BGR), Bahrain (BHR), Bahamas (BHS),
Bosnia and Herzegovina (BIH), Belarus (BLR), Bolivia (BOL), Brazil (BRA), Barbados (BRB), Brunei (BRN), Bhutan (BTN), Botswana (BWA), Central African Republic
(CAF), Canada (CAN), Switzerland (CHE), Chile (CHL), China (CHN), Céte d'Ivoire (CIV), Cameroon (CMR), Congo, Dem. Rep. (COD), Congo, Rep. (COG), Colombia
(COL), Comoros (COM), Cabo Verde (CPV), Costa Rica (CRI), Cuba (CUB), Cyprus (CYP), Czech Republic (CZE), Germany (DEU), Djibouti (DJI), Dominica (DMA),
Denmark (DNK), Dominican Republic (DOM), Algeria (DZA), Ecuador (ECU), Egypt (EGY), Eritrea (ERI), Spain (ESP), Estonia (EST), Ethiopia (ETH), Finland (FIN), Fiji
(FJI), France (FRA), Gabon (GAB), United Kingdom (GBR), Georgia (GEO), Ghana (GHA), Guinea (GIN), Gambia (GMB), Guinea-Bissau (GNB), Equatorial Guinea (GNQ),
Greece (GRC), Guatemala (GTM), Guyana (GUY), Hong Kong (HKG), Honduras (HND), Croatia (HRV), Haiti (HTI), Hungary (HUN), Indonesia (IDN), India (IND), Ireland
(IRL), Iran (IRN), Iraq (IRQ), Iceland (ISL), Israel (ISR), Italy (ITA), Jamaica (JAM), Jordan (JOR), Japan (JPN), Kazakhstan (KAZ), Kenya (KEN), Kyrgyzstan (KGZ),
Cambodia (KHM), Korea, Rep. (KOR), Kuwait (KWT), Lao PDR (LAO), Lebanon (LBN), Liberia (LBR), Libya (LBY), St. Lucia (LCA), Sri Lanka (LKA), Lesotho (LSO),
Lithuania (LTU), Luxembourg (LUX), Latvia (LVA), Morocco (MAR), Moldova (MDA), Madagascar (MDG), Maldives (MDV), Mexico (MEX), North Macedonia (MKD),
Mali (MLI), Malta (MLT), Myanmar (MMR), Montenegro (MNE), Mongolia (MNG), Mozambique (MOZ), Mauritania (MRT), Mauritius (MUS), Malawi (MWI), Malaysia
(MYS), Namibia (NAM), Niger (NER), Nigeria (NGA), Nicaragua (NIC), Netherlands (NLD), Norway (NOR), Nepal (NPL), New Zealand (NZL), Oman (OMN), Pakistan
(PAK), Panama (PAN), Peru (PER), Philippines (PHL), Papua New Guinea (PNG), Poland (POL), Portugal (PRT), Paraguay (PRY), Qatar (QAT), Romania (ROU), Russia
(RUS), Rwanda (RWA), Saudi Arabia (SAU), Sudan (SDN), Senegal (SEN), Singapore (SGP), Solomon Islands (SLB), Sierra Leone (SLE), El Salvador (SLV), Somalia
(SOM), Serbia (SRB), Sao Tomé and Principe (STP), Suriname (SUR), Slovakia (SVK), Slovenia (SVN), Sweden (SWE), Eswatini (SWZ), Seychelles (SYC), Syria (SYR),
Chad (TCD), Togo (TGO), Thailand (THA), Tajikistan (TJK), Turkmenistan (TKM), Timor-Leste (TLS), Trinidad and Tobago (TTO), Tunisia (TUN), Turkey (TUR), Taiwan
(TWN), Tanzania (TZA), Uganda (UGA), Ukraine (UKR), Uruguay (URY), United States (USA), Uzbekistan (UZB), St. Vincent and the Grenadines (VCT), Venezuela (VEN),
Vietnam (VNM), Vanuatu (VUT), Yemen (YEM), South Africa (ZAF), Zambia (ZMB), and Zimbabwe (ZWE).
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Annex B: Significant Changes in Ethics Perception Index (ETPI) from 1995 to 2024

Table B1: Significant annual changes in the Ethics Perception Index (ETPI) by country

(1995-2024)

iso Year_before ETP|_before Year_of leap ETPI_of leap  country
AFG 2001 28,5 2002 42,8 Afghanistan
AFG 2020 42,8 2021 46,4 Afghanistan
AGO 2000 46,4 2001 32,3 Angola
AGO 2001 32,3 2002 36,6 Angola
coD 1999 36,6 2000 43,8 Congo, Dem. Rep.
coG 1996 43,8 1997 40,8 Congo, Rep.
GMB 2016 40,8 2017 57,0 Gambia
GNQ 2004 57,0 2005 39,5 Equatorial Guinea
LBR 1999 39,5 2000 46,0 Liberia
LBR 2003 46,0 2004 52,8 Liberia
LBY 2010 52,8 2011 48,7 Libya
LBY 2020 48,7 2021 44,9 Libya
MMR 2020 44,9 2021 47,7 Myanmar
SOM 2012 47,7 2013 35,2 Somalia
STP 2000 35,2 2001 58,0 S3do Tomé and
Principe
TKM 1997 58,0 1998 46,6 Turkmenistan
TKM 1999 46,6 2000 38,0 Turkmenistan
TKM 2008 38,0 2009 45,6 Turkmenistan
TLS 1999 45,6 2000 56,5 Timor-Leste
TLS 2014 56,5 2015 47,4 Timor-Leste
TLS 2015 47,4 2016 54,3 Timor-Leste
TUN 2010 54,3 2011 65,1 Tunisia

Notes: This table, prepared by the author, shows significant year-on-year changes
in the Ethics Perception Index (ETPI) for various countries from 1995 to 2024, based on data
available on 16 July 2024. A significant change is defined as a change of 10% or more in
the ETPI from one year to the next.

Explanation of columns:

ISO: ISO3 country code.

Year before: The year preceding the significant change.

ETPI before: The ETPI value in the year preceding the significant change.

Year of leap: The year in which the significant change took place.

ETPI of leap: The ETPI value in the year of the significant change.

Country: The full name of the country.

This Table B1 helps to identify possible historical or socio-political events that may
have influenced ethical perceptions in these countries. The ETPI is based on several indices,
including the Economic Freedom Index, the Corruption Perception Index, the Human
Development Index, the Education Index, the Environmental Performance Index and the
Human Rights Index. An increase in these indices typically leads to an increase in the ETPI.
Conversely, an increase in natural resource depletion as a percentage of GDP tends to reduce

the ETPI.
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Possible contextual background for significant changes:

v' Afghanistan (2001-2002): Post-9/11 geopolitical changes and subsequent
military conflict (Council on Foreign Relations, 2022) are likely to have
influenced ethical conditions.

v" Angola (2000-2001): End of civil war and subsequent reconstruction efforts
(Tufts University, 2015).

v Congo, Dem. Rep. (1999-2000): The Lusaka ceasefire agreement (The Lusaka
Ceasefire Agreement, 1999) and efforts to stabilise the region.

v" Gambia (2016-2017): The transition of power from long-time ruler Yahya
Jammeh to Adama Barrow (Al Jazeera, 2017).

v Liberia (1999-2000): The period leading up to the end of Liberia's second civil
war (Kieh, 2009).

v Libya (2010-2011): The Libyan civil war and the fall of Muammar Gaddafi
(Bouckaert, 2012).

v' Myanmar (2020-2021): Political upheaval and military coup (Clare, 2021).

v Somalia (2012-2013): Efforts to establish stable government and reduce piracy
(The World Bank, 2013).

v" Sdo Tomé and Principe (2000-2001): Political reforms and stabilisation efforts
(Nascimento & Presidency of the Federative Republic of Brazil, 2010).

v" Turkmenistan (1997-1998, 1999-2000, 2008-2009): Leadership transition and
economic reforms (Bohr, 2005; Jasutis et al., 2020).

v' Timor-Leste (1999-2000, 2014-2015, 2015-2016): Independence from
Indonesia [1999-2002] and subsequent nation-building efforts, as evidenced by
GDP per capita peaking in 2014-2016 and declining thereafter (diminishing
returns from depleting natural resources) (Sakane, 2024).

v Tunisia (2010-2011): The Tunisian revolution and the start of the Arab Spring
(Kuznetsov, 2022).

This information provides a comprehensive understanding of the significant
changes in the ETPI and the potential socio-political and economic factors that may have
influenced these changes.

Annex C: Technical Protocol for Standardised Implementation and Replication
(Quick-Start Guide)
This protocol enables independent researchers to replicate the Ethics Perception Index
(ETPI) and the Regional Ethics Perception Index (RETPI) using standard statistical software
or spreadsheet applications.

Phase 1: Data Acquisition (The Seven "LEGO Bricks")

Collect the latest available data (LD) for the following seven components, which
are internationally standardised:

1. CPI: Corruption Perceptions Index (Transparency International)
EFI: Index of Economic Freedom (Heritage Foundation/Fraser Institute)
HDI: Human Development Index (UNDP)
El: Education Index (UNDP)
HRI: Human Rights Index (Our World in Data)
EPI: Environmental Performance Index (Yale University)
7. NRD: Natural Resource Depletion (% of GDP) (World Bank).

Phase 2: Preprocessing and Scaling (Harmonisation)

AN

277



To ensure comparability, rescale all raw values (X) to the 0—100 range by applying
the following rules:
For positive indicators (CPIL, EFI, HDI, EI, HRI and EPI):

Cip = ( ;;EX)) x 100 (1)

For the Negative Indicator (NRD):

R _ _(__NRDy—min(NRD)
NRD; =100 (max(NRD)—min(NRD)

) X 100 (2)

Please note that outliers are not trimmed, but rather absorbed by the scaling process
in order to preserve ethical extremes.

Phase 3: Aggregation (the ETPI Calculation)

Calculate the national baseline (ETPI) by taking the arithmetic mean of the seven
rescaled components:

7
ETPli = %=1 Rji
Note: equal weighting (1/7) has been applied to ensure transparency and prevent
subjective prioritisation.
Phase 4: Regional Modulation (The RETPI Calculation)

¢ Obtain Ethical Engagement (E): Extract the Google Trends search volume
(or equivalent data from a different source, such as social network data —
all alternatives must be well-grounded and documented) for ethics-related
topics in the target region. Normalise to a 0-1 scale.

e Set bounds: Set L and H to 0.2 (the 20% threshold for balancing sensitivity
and robustness). Any deviation from 20% for L and H must be well-
grounded and documented.

e Use the piecewise function (T = ETPI) to calculate the unscaled

RETPIV:
[ _TL)T\> = 50%

Lf = 0%
RerpIV ={ (1 —L)T+ (SW) (TL) L if E€ (0% 509%)
(1+HT—— 5 if E=100%

E—50% ifE € (50%;100%)
\ T+( 50% )(TH)/ f

Final scaling: Rescale the RETPIU values to the range of 0—100 to enable global
comparability.

Phase 5: Resilience Assessment (The "Stress Test')

To measure how well a region maintained its ethical standards during a crisis (e.g.
the 2020 pandemic), calculate the Resilience Ratio (RR):

278



RR, = 2% ¥ € (ETPI, RETPI} @

XU,to—l

Notes: Own formula.

Verdict: RR = 1 (held level); RR <1 (declined); RR > 1 (improved/resilient).
Replicator's checklist:
v All seven components are scaled from 0 to 100.

v Missing data between periods is filled via linear interpolation.

v’ Missing recent data is used for Last-Value Carry-Forward (LVCF) until the
next ME-Matrix update.

v" Symmetrical bounds (L=H=0.2) are used unless otherwise justified.
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