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DECISION AND THE IMPACTS ONSIRCISHR
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AGENDA

A Overview
A Rationale
A Research Objectives
A Research Questions

A Definitions

A Scopeof the Literature

A Methodology

A Findings

A Projected Outcomes

A Implications of the Study
A Concluding Remarks
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dlSl By 2030 theexpected tourist arrivals would reach
atsmiedd Dillion globally.




2016 has been the

seventh consecutive

year of sustain growth

in internal travel

The tourism industry
experienced a 4.2%
increase or 29.341 Mil
in tourist arrival for
2016 when compared

with that of 2015.
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Observations: ]
Travel interest inspired ky

A Anincreas& SAANBE F2NJ AYYSNEAY T 2y ¢

offerings of a destination

A Specific emphasin the diet of the peopl&4
A Interestslowly moving away from the Sun, Sand and Sea.

A The culturabfferings by each destination has been

influencing visitors to return eagfear?!
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OVERVIEW Y

Observations: }

I The tourist gaze has transition to other sensory
experiences, desiring more of the tangible and intangible

offerings of cultural diet

i Peoplei NI @St y2i0 2yfteé (G2 SELISNR:
culture or to escape from the daily routine of work but
also to reacquaint themselves with their osulture
(Stoykova 2015Gyr2017; Lane etal., 2013 and Ozdemir

etal. 2017.
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RATIONAG Site Selection

Familiar grounds

The Ministry of Tourism identified five pillars for
tourism growth:

w Tapping into new markets

wDeveloping new products

wPromoting investment

wBuilding new partnerships

wDeveloping new capital

Gastronomy ldentified as one of Seven (7) networks

eyed to achieve the five pillars of Tourism growth
/-

.
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RESEARCH OBJECTIVES

|dentify key factors that influence the diversificatic
of the tourist product

- Understand the nature of the transition from
4 .| traditional tourist lure (white sands and beache
- 'ﬁ,“‘z . 1o the neology of gastronomy/ cultural tourism

| Jnderstand the meaning of this change in the eye
» f the government versus the private sector
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