Conference venue: online (virtual format) ‘


https://www.lptf.lbtu.lv/lv/inter-university-tourism-and-hospitality-graduate-student-scientific-conference

TOURISM AND HOSPITALITY CONFERENCE 2026

Conference Abstract Book of TOURISM AND HOSPITALITY CONFERENCE 2026:
2nd International Scientific Student Conference for Tourism and Hospitality. Jelgava,
LBTU, 2026.

Conference Chair

Gita Krumina-Zemture, Latvia University of Life Sciences and Technologies, LV

Scientific Committee
Ilze Beitane, Latvia University of Life Sciences and Technologies, LV
Martins Sabovics, Latvia University of Life Sciences and Technologies, LV

Rita Riekstina-Dolge, Latvia University of Life Sciences and Technologies, LV

Organising Committee
Gita Krumina-Zemture, Latvia University of Life Sciences and Technologies, LV
Marta Eglite, Latvia University of Life Sciences and Technologies, LV

Sandra Iriste, Latvia University of Life Sciences and Technologies, LV

© LBTU, Faculty of Agriculture and Food Technology, 2026



TOURISM AND HOSPITALITY CONFERENCE 2026

INTERNATIONAL SCIENTIFIC STUDENT CONFERENCE
FOR TOURISM AND HOSPITALITY
CONFERENCE PROGRAMME
10.00 — 10.03
Opening of the Conference: Gatis Vitols, Dr.sc.ing., Vice-Rector for Science,
Professor
10.03 - 10.30
Key speaker presentation: Martins Sabovics, Dr.sc.ing., Assoc. Professor
Digitalisation and Automation in Tourism & Hospitality
Latvia University of Life Sciences and Technologies, Food Institute
10.30 - 12.00
Report Session / Student presentations Part 1
12.00 — 12.20 Virtual Coffee break

12.20 — 14.20
Report Session / Student presentation Part 2
14.20 — 14.30

End of the Conference

Conference Moderator: Marta Eglite, MBA
Latvia University of Life Sciences and Technologies, Food Institute, Lecturer of the
Bachelor study programm “Restaurant and Hotel Management”

SEQUENCE OF REPORTS
PART 1

1. Lanxuan Zhang. Sweden's Destination Image Among Chinese Tourists (Mid
Sweden University (Sweden), Faculty of Human Sciences, Master study programm
“Human Geography”, Semester 41) Research Supervisors: Dimitri loannides, Lusine
Margaryan

2. Kintija Kolomegina. Evaluation of the Rebranding Impact on Restaurant
Performance: Case of Restaurant Limone (Latvia University of Life Sciences and
Technologies (Latvia), Institute of Food, Bachelor study programm “Restaurant and
Hotel Management”, Semester 8™) Research Supervisor: Dr.sc.ing. Rita Riekstina-
Dolge

3. Catarina dos Santos. Psychological Safety in the Hospitality Industry: Where Voice
Breaks Down (SRH Haarlem University (Netherlands), Faculty of Business, Bachelor
of Science in Business Psychology, Semester 6 (3rd Year)) Research Supervisor: Prof.
Dr. Annette Kappert

4. Rasmus Nordmark. From TV Screens to Trackside Travels - Popular Culture's
Influence on Travel Motivation to Sports Events: A Case Study of Netflix and
Formula 1 (Mid Sweden University (Sweden), Department of Economics, Geography,
Law and Tourism, Master study programm “Tourism”, Semester 4™) Research
Supervisor: Robert Pettersson



10.

11.

12.

13.

TOURISM AND HOSPITALITY CONFERENCE 2026

Linda Silina. Regenerative Tourism Development in Latvia: A Change of Paradigm
(Latvia University of Life Sciences and Technologies (Latvia), Faculty of Economics
and Social Development, Master’s Programm in Sociology of Organizations and Public
Administration, Semester 4™) Research Supervisor: Dace Kaufmane

PART 2

Solomon Eromosele Ehapa. The Impact of Online Reviews in the Nigerian
Hospitality Industry: A Case Study of Hotel Management Responses to Negative
Online Reviews (Mid Sweden University (Sweden), Faculty of Human Sciences,
Master study programm “Tourism”, Fall 2025) Research Supervisor: Anna Hiibner
Daria Shevchenko. Guest Experience Management in the Hospitality Industry: A
Case Study of a Five-Star Hotel in Ukraine (V. N. Karazin Kharkiv National
University (Ukraine), Institute of International Relations and Tourism Business,
Bachelor study program “Hotel and Restaurant Business”, Semester 8") Research
Supervisor: Olena Mykolenko

Linda Runge. Ekrantirisms (Screen Tourism): Introducing a Term in Latvian
Tourism Terminology (Latvian Academy of Culture / Riga Technical University
(Latvia), Department of Cultural Sociology and Management (LAC) / Faculty of
Engineering Economics and Management (RTU), Bachelor study programm “Creative
Industries”, Semester 6 (final semester)) Research Supervisor: Agnese Hermane (LAC)
/ Jekaterina Voznuka (RTU)

Walieddine Zerioul. Development of Tourism in Algeria (Riga Nordic University
(Latvia), Faculty of Business Administration, Bachelor study program “Tourism
Management”, Erasmus+ Spring Semester) Research Supervisor: PhD Cand. Julija
Mironova

Doniyor Makhkamov. Revival of the Great Silk Road in Uzbekistan (Riga Nordic
University (Latvia), Faculty of Management, Bachelor study programm “Business
Administration in Tourism”, Semester 6) Research Supervisor: PhD Cand. Julija
Mironova

Agata Sprega. Sustainability in the Hotel Industry — Status, Importance, and the
Perception by Potential Tourists (Nicolaus Copernicus University (Poland), Faculty
of Earth Sciences and Spatial Management, Tourism and recreation, Semester 4™)
Research Supervisor: PhD Lukasz Wisniewski

Sandis Rakovs. Tipping Management Practices and Their Improvement
Opportunities in Latvian Restaurants (Latvia University of Life Sciences and
Technologies (Latvia), Institute of Food, Bachelor study programm “Restaurant and
Hotel Management”, Semester 8") Research Supervisor: Dr.sc.ing. Rita Riekstina-
Dolge

Mantas Krasauskas. Creating Unique Tourist Experiences: The Case of
Kurtuvénai Regional Park, Lithuania (Kaunas University of Applied Sciences
(Lithuania), Kauno kolegija, study programm “Tourism and Hotel Management”,
Semester 6) Research Supervisor: Ausra Liorancaité-Sukiené



TOURISM AND HOSPITALITY CONFERENCE 2026

SWEDEN’S DESTINATION IMAGE AMONG
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Abstract

This study aims to examine Sweden’s destination image among
Chinese outbound tourists. Sweden as a tourism destination is
often marketed together with other Nordic countries as a whole
region. As Chinese tourists in the Nordic region are increasing
after the COVID-19 pandemic. It is important for Sweden to
understand its destination image in the Chinese market and
differentiate itself from the other Nordic countries. Based on
Chinese outbound tourists' travel behaviour, we divided the
tourists into two different groups, which are package tourists and
independent tourists. These two groups correspond to two travel
media, namely Ctrip and Mafengwo, as our data collection
sources. By examining the visual and textual information on
Chinese travel media, this study finds that Chinese tourists
perceived Sweden as a cultural and urban destination although
Sweden primarily promoted nature-based destinations in its
tourism marketing. Finally, we suggest Swedish DMOs and
other tourism sectors can continue marketing cultural and urban
tourism attractions, as well as providing more information about
natural attractions and increasing accessibility of each attraction.
Keywords: Sweden’s destination image, Chinese Outbound
tourists, Tourism marketing, Travel media

Introduction

As previous research on destination image has indicated,
international tourists often consider the Nordic countries as a
whole region. This is because the nature, culture, and history of
these countries are similar. Sharing these similar features and
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marketing them to tourists is one of the strategies for Nordic
countries. However, it could also be a challenge when marketing
a singular country (Osland et al., 2021; Satagen, 2021).
Meanwhile, there are an increasing number of Chinese tourists
in Nordic countries after COVID-19 pandemic. As Zheng et al.
(2020) mentioned, China has one of the largest outbound
tourism markets. Similar to other international tourists, the
destination image of Chinese tourists in Nordic countries is also
homogenous in some aspects. For example, the natural image of
all Nordic countries is associated with winter, snow and northern
lights (COTRI, 2018). Although studies have mentioned that the
destination image of each Nordic country has its own features
for Chinese tourists. Most studies have focused primarily on the
destination image of Finland. (e.g., Hiltunen, 2018; Tommasini
& Zhou, 2016). There is insufficient research discussing
Sweden's destination image among Chinese tourists.
Meanwhile, the travel behaviour of Chinese outbound tourists is
changing. Unlike several years ago, the majority of Chinese
tourists booked their trips through local travel agencies and
travelled in large groups with tour guides. Nowadays, more and
more Chinese tourists are booking their trips through travel
media and arranging their travel itineraries themselves (Dichter
et al., 2018). Some travel media not only support tourists in
booking travel-related products but also allow them to share
their travel itineraries and experiences (Cai, 2015; Tommasini et
al., 2016). Based on the current limitation of how Chinese
tourists perceive Sweden as a destination, we will now address
the following question: What is the predominant image of
Sweden presented in Chinese travel media?

Methodology

Based on Chinese tourists' travel behaviour, we divided our data
into two different groups, package tourists and independent
tourists. A content analysis was employed to examine the data
from Chinese travel media, as it is a common approach to
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analysing visual and textual data on social media. (Snelson,
2016). After browsing many Chinese social media platforms, we
selected advertisements on Ctrip (#£%&) as our data source for

package tourists and travel blogs on Mafengwo (3% =) as our

data source for independent tourists. The data source includes
textual and visual information from the top 10 travel websites
for Sweden on Ctrip and Mafengwo. Firstly, the images were
analysed using a quantitative descriptive method to conduct
statistics. Then, the representative images were categorized for
the following semiotic analysis. We used textual information
from travel media to support the explanation of the semiotic
analysis. However, this study has some limitations. For example,
the data sources are limited to travel media, but tourists may
book their trips in different ways. Additionally, this study only
conducted a contextual analysis instead of interviews. Future
studies could examine other Chinese social media platforms or
interview Chinese tour operators and tourists who have visited
Sweden.

Results

The results of this study show that Chinese tourists in our sample
perceive Sweden as a cultural and urban tourism destination.
More than 70% of sample pictures from both package tour
advertisements and travel blogs illustrated the cultural heritage
sites and urban landscapes in Sweden. The most popular cities
in Sweden are Stockholm, Gothenburg, and Malmd. Also,
historical buildings (e.g., Gamla Stan) and museums (e.g., Vasa
Museum) are the most representative cultural heritage sites.
While images in this study didn’t show many natural-based
tourism sites, however, natural elements for example, parks,
birds and water bodies play an important role in urban landscape
images. These images highlight that the atmosphere of nature
and human beings coexisting in the city is attractive for Chinese
tourists. Among all the pictures of urban tourism, two concepts
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of Nordic design emerged: colourful buildings that evoke a
fairy-tale imaginary and minimalist Scandinavian design
associated with IKEA. These concepts improved tourists’
aesthetic experiences during their journey in Sweden.
Furthermore, the result shows that, instead of classic Swedish
skilled activities (e.g., skiing, kayaking), Chinese tourists in our
sample prefer passive activities, such as sightseeing, dining, and
watching royal guards’ ceremonies. Also, food related activities
(e.g., taste local authentic food, roaming in the food market) are
very popular, especially for independent tourists.

Conclusions

In conclusion, Chinese tourists in our sample perceive Sweden
as a cultural and urban destination. The majority of them visit
Swedish cities to explore urban areas, discover authentic cuisine,
visit cultural sites, and appreciate urban elements with Nordic
style. Compared to previous studies about Chinese tourism
trends (ACT, 2023), our study shows that the preference of
Chinese outbound tourists who visit Sweden is similar to tourists
who visit other foreign countries. This means that Chinese
tourists prefer cultural and urban tourism sites, regardless of
their destinations. Also, Sweden’s destination image among
Chinese tourists in our sample is distinct from Sweden’s
projected image, which emphasizes nature-based tourism
(Soraya, 2024). Based on the findings, we recommend that
Swedish DMOs and tourism stakeholders continue to market
cultural, urban, and gastronomic tourism to align with the
preferences of Chinese tourists. Additionally, low-intensity
activities in natural sites might also attract Chinese tourists.
Swedish DMOs could provide more information and improve
accessibility to natural tourism sites.
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Abstract

In the competitive hospitality industry, branding and rebranding
are important tools for improving customer perception and
business performance. This research evaluated the impact of the
rebranding of restaurant “Limone”, previously known as
“De’arte”, on customer perception, employee attitudes, and
financial performance.

The study used qualitative and quantitative methods, including
literature analysis, customer review sentiment analysis,
employee surveys, interviews with management, and KPI
analysis. The results showed that rebranding positively
influenced customer engagement, brand attractiveness, and
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competitiveness. Customer reviews became more positive,
employees reported improvements in restaurant identity and
atmosphere, and financial indicators showed growth after the
rebranding.

The study concludes that successful rebranding in the hospitality
sector requires strategic changes, consistent service quality,
effective communication, and adaptation to customer
expectations.

Keywords: rebranding, branding, restaurant, hospitality,
customer loyalty

Introduction

In modern market conditions, branding plays a significant role
in strengthening a company’s competitiveness and customer
loyalty. In the hospitality industry, where customer experience
and emotional connection are essential, a strong brand helps
businesses differentiate themselves from competitors and create
long-term relationships with guests. However, changing
customer expectations, market trends, and competitive pressure
often require companies to reconsider their positioning and
brand identity.

Rebranding is a strategic process that involves changes in brand
identity, visual elements, communication, and positioning in
order to improve business performance and adapt to market
demands. In the hospitality sector, rebranding may influence
customer perception, employee motivation, and financial
results. Restaurant “Limone”, previously known as “De’arte”,
implemented a rebranding strategy to modernize its image and
attract a broader target audience while maintaining its Italian
cuisine concept.

The aim of this research was to evaluate the impact of the
rebranding of restaurant “Limone” on company performance
and identify improvements for future brand strategy
development.
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Methodology

The research combined theoretical and empirical methods.
Scientific literature on branding and rebranding in the hospitality
industry was analyzed. The empirical study included sentiment
analysis of customer reviews, employee surveys, interviews
with restaurant management, and analysis of financial indicators
before and after the rebranding process. The research object was
restaurant “Limone” in Latvia, which rebranded its identity
approximately two years before the study.

Results

The research findings showed that the rebranding of restaurant
“Limone” positively influenced company performance.
Customer reviews became more positive regarding the
restaurant’s atmosphere, visual identity, and service quality after
the rebranding. Employee surveys indicated improved
motivation and stronger identification with the restaurant’s
values. Financial analysis also revealed growth in customer
activity, brand visibility, and competitiveness. However,
maintaining  consistent  service quality and active
communication with customers remains essential for long-term
success.

Conclusions

The study confirms that rebranding can positively influence
restaurant performance in the hospitality industry. The
rebranding of restaurant “Limone” improved customer
perception, employee engagement, and financial performance
indicators. Successful rebranding requires not only changes in
visual identity but also strategic communication, service quality
improvement, and alignment with customer expectations. The
research highlights that consistent branding activities and
customer-oriented strategies are essential for maintaining
competitiveness and strengthening customer loyalty in the
hospitality sector.
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Abstract

Psychological safety is the shared belief that a workplace is safe
for interpersonal risk-taking (Edmondson, 1999). Where it is
present, staff are more willing to raise concerns, admit mistakes,
and ask for help. Hospitality tests this belief, because the sector
combines steep hierarchies, guest-facing emotional labour, and
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teams that are often international and multilingual. This study
examined how people working and studying in hospitality
perceive and experience psychological safety. The design was
mixed-methods, combining a literature review, one focus group
of ten participants analysed through reflexive thematic analysis,
and an anonymous survey of twelve respondents based on
Edmondson’s definition. In the focus group, participants
described safety as something that came from the people around
them rather than from any system: leaders who were
approachable, colleagues who were friendly and
accommodating, and managers whose response to mistakes set
the tone for the team. Safety was harder to find for newcomers,
for staff working in a second language, and during difficult guest
interactions. The survey pointed in the same direction.
Respondents rated supervisor behaviour and team support fairly
positively, but the open responses kept returning to two
concerns: a fear of being punished for speaking up, and the strain
of having to hide emotion in front of guests. Because the survey
and the focus group picked out the same dimensions, there is
reason to think the questionnaire measures what it was meant to
measure. The findings are exploratory and suggest where a larger
study should look.

Keywords: psychological safety, hospitality, voice, leadership,
emotional labour

Introduction

When something goes wrong at work, an employee has to decide
what to do about it: tell a manager, mention it to a colleague, or
keep quiet. What they decide depends less on the problem itself
than on whether they think it is safe to speak. Edmondson (1999)
called this psychological safety, defining it as a shared belief that
a team is safe for interpersonal risk-taking, such as asking
questions, raising problems, or admitting mistakes without fear
of humiliation or punishment.
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Hospitality is a good setting in which to study it, because the
pressures show clearly. Front-of-house and kitchen brigades
have defined chains of command, mistakes often happen in front
of guests, and managing one’s own emotions is part of the work.
Teams are frequently international, so language and cultural
background affect who feels able to speak up. These are
questions about workplace behaviour first, and hospitality
simply makes them easy to see.

This study asked how people working and studying in
hospitality perceive psychological safety, where they feel it
most, and where it fails. The aim was not to judge whether safety
was generally high or low, but to find the particular situations in
which staff hold back.

Methodology

The study used a mixed-methods design with three strands. A
literature review established the theoretical grounding, drawing
on Edmondson’s (1999) construct and its application in service
settings. One focus group was then recorded (20 May 2026,
approximately twenty minutes) with ten participants: a
moderator and master students from a hospitality elective,
several of whom also had work experience in the sector. The
transcript was analysed through reflexive thematic analysis
(Braun & Clarke, 2006), coding the data against five question
areas (warm-up, team dynamics, leader behaviours, guests and
emotional labour, and a future-employee lens) before drawing
the codes together into themes. Speakers were anonymised.
The third strand was an anonymous survey of twenty items
operationalising Edmondson’s definition across five sections:
demographics, team-level safety, supervisor behaviours, guest
interactions and emotional labour, and two open-ended
questions. Twelve respondents completed it after giving
informed consent, and the responses were examined in Excel
and JASP. Given the sample size, the survey is best read as an
exploratory pilot rather than a basis for statistical generalisation
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Results

In the focus group, participants placed psychological safety in
the people around them, not in any policy or procedure. Asked
what made a good place to work, they spoke first about friendly,
accommodating colleagues. Leadership mattered when a
manager was approachable and came down to the level of junior
staff, which the participants said made it easier to raise things.
How a manager dealt with mistakes was read as a message to
everyone: a harsh response taught the team to hide problems,
while helping someone through an error showed that asking for
help was safe. The accounts of where safety fell away were just
as clear. Being new, and working in a second language, made it
harder to voice concerns or admit a mistake, and newcomers said
they were given more than their share of pressure. With difficult
guests, what counted as support was simple, namely whether a
supervisor stepped in. Notably, participants said little about the
emotional side of those interactions even when asked, and that
silence is worth reporting in its own right. In their closing
comments, several argued that staff should get the same respect
and feedback channels that hotels give their guests.

The survey sample (n=12) was young, mostly female, and
experienced: most respondents had a year or more in the sector,
and hotels were the most common workplace. On the rating
items, supervisor behaviour and team support drew mostly
agreement, while the emotional-labour items were more mixed.
The available export showed these items only as unlabelled
charts, so precise figures will have to wait for the raw response
file. The open questions gave the most usable detail. Some
respondents reported no real concern, but the answers kept
returning to the same two worries: a fear of being punished for
speaking up, including one mention of the risk of being fired, and
the toll that emotional labour took on mental health.

The survey matched the focus group closely. In the open
responses, people raised the same things the rating scale set out

16



TOURISM AND HOSPITALITY CONFERENCE 2026

to measure, namely voice, safety around mistakes, recognition,
and supervisor support, without being steered toward them. That
overlap between the focus group, the open answers, and the scale
items is a reasonable sign that the questionnaire has good content
validity.

Conclusions

For this group, psychological safety was mostly about people,
and about managers most of all. Participants described it as
something a manager or colleague is, rather than something an
organisation provides, and the manager came up as the deciding
factor in every part of the discussion. Taken together, the
findings suggest a ceiling on safety rather than a general absence
of it. Trust among peers seems high and lets people talk things
through sideways, but speaking upward to senior staff is harder,
and that is the level where information needs to reach someone
who can act on it. A team can have strong peer support and still
miss its real problems if there is no safe route upward. Students
are well placed to comment here, sitting between the classroom
and the industry and able to say where safety tends to break down
as they move between the two. The study has clear limits: the
sample is small and mostly female, only one of the planned focus
groups has been run, and the rating data could not yet be turned
into numbers. The next steps are to run the remaining focus
groups, export the raw survey data so that descriptive statistics
and reliability can be calculated, and compare the two sets of
findings more formally.
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Abstract

This master thesis aim to investigate popular culture’s effect on
travel motivations to sports events, using a case study of
Formula 1 (F1) and the Netflix Series ’Formula 1: Drive to
Survive’ (DTS). While the series have introduced many fans to
F1, its effect on travel motivation directly to an event remains
unknown. Results highlight that discovery of F1 through DTS
renders interests in the characters of the sport, which indirectly
affect travel motivation. Anticipation is seen as key when
following F1, which DTS helps create.

The study concludes that popular culture indirectly affect travel
motivation to sports events. Findings may have practical
implications for sports event managers as popular culture may
increase event attendance, albeit indirectly. Furthermore, other
sports may utilise similar strategies to gain a follower base and
indirectly, more visitors. Additionally, it highlights the need for
holistic destination marketing when hosting F1 races.
Keywords: tourism, sports events, popular culture, travel
motivation

Introduction

Since the premiere of Drive to survive (DTS), Formula 1 (F1)
has been more popular than ever before, finding new segments
of viewers and inspiring other sports to follow suit with
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documentary collaboration. Previous research highlight that
popular culture does indeed drive travel motivation to the home
of movie stars or places of filming (Lee & Bai, 2016; Lee et al.,
2018; Li et al., 2025), however the effect on sporting events
remain unexplored. The aim for this thesis is to explore how
popular culture affect travel motivation to sports tourism events.

Methodology

The study used a mixed methods approach with a pragmatic
ontology. A sequential quant-qual approach was utilised. Survey
respondents were recruited via online forums, and snowball
sampling was used for the focus groups.

Results

DTS does indeed introduce many new fans to the sport. The
simplicity and sometimes overly dramatic narratives of the
series catch the attention and interest among viewers, slowly
nudging them towards watching actual F1 races. In contradiction
to previous research, however, it is not only the drivers and
narratives regarding their careers catching the attention of
viewers, bur rather a more holistic view of the sport.
Furthermore, the behind-the-scenes approach, if sometimes
perceived as a little staged, creates interest in the sport.

Conclusions

In conclusion, popular culture helps people discover a new sport.
Although the sport depicted may be simplified and additional
drama may be added by series producers to increase viewership,
it nevertheless help to boost interest in the sport. This interest is
then pursued by the individual, by following the sport and
through social media, where the behind the scenes feeling first
depicted within the series remain. All the while, this interest
slowly stimulates the will to travel, and what you take interest in
within the sport will affect what venue you finally may choose
to visit. However, it is most likely, this visit will be combined
with other attractions when visiting the destination in question,
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in order to achieve a tourism experience grounded both in
interests in sports and attractions of the destination.
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Abstract

Regeneration is an increasingly widely used term, however, it
lacks a conceptual framework, as it is understood and applied
differently, including within the tourism sector. Therefore, the
author highlights one of the most essential core elements of
regenerative tourism that significantly distinguish it from other
forms of tourism — the change of paradigm, which forms the
foundation of the concept. The aim of the article is to analyse
regenerative tourism from the perspective of change of
paradigm, identifying the preconditions for more successful
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implementation of regenerative tourism in Latvia. The results of
the article show that the potential framework for regenerative
tourism in the Latvian context involves a holistic system that
promotes change of paradigm across all system elements,
including environmental, cultural and social aspects. This can
be implemented through a bottom-up approach and community
collaboration.

Keywords: regenerative tourism, change of paradigm, holism,
“bottom-up” approach

Introduction

Regeneration is not possible without the change of paradigm,
which is based on living systems thinking as a foundation for
developing humanity’s ability to align with and co-evolve
alongside living systems. Humans are part of nature. Therefore,
every action within a regenerative approach must be grounded
in a way where care for nature is equally as important as care for
oneself and other people (Mang & Reed, 2017). The
regenerative approach is connected to adapting human-created
systems to the principles of other living systems. Consequently,
regenerative actions require systems thinking, long-term
governance, and value-based action in tourism development. It
IS necessary to move towards an ecological worldview, where
humans reconnect with the laws of nature, the story of place,
and people, integrating natural and social systems into one
whole (Hes & du Plessis, 2014; Mang & Reed, 2012).
Environmentally friendly practical solutions alone are not
enough to create long-term systemic change. The change of
paradigm includes three levels: mindset shift, systems change,
and behavioural change (Dredge, 2022).

This is holism - systems thinking. Regeneration is based on a
functionalist approach and community participation in planning,
because the community is viewed as a socio-spatial system in
which functions, structures, relationships, and planning systems
are interconnected, ensuring sustainable = community
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development (Lang et al., 2025). Regeneration is an evolving
process in which opportunities can be seen for a new level of
community engagement, where local residents shift from being
passive consumers of sustainable products designed by experts
to active participants who take responsibility for the environment
around them. Until now, the concept of regeneration has not been
studied in this context in Latvia.

Methodology

The research methods used in the article include analysis of
scientific publications and qualitative data analysis. To obtain
empirical data, a focus group discussion with six informants was
conducted involving local residents from different territories and
age groups to understand their attitudes about bottom-up
approach. In addition, five semi-structured expert interviews
were conducted to gain an in-depth perspective from industry
representatives.

Results

The interview results show that regeneration is about asking a
much more fundamental question: “How can humanity support
life within the living systems it is part of?” The biggest change
Is the change of paradigm, including different thinking. It is
possible to do sustainable work within the current economic
model, but a regenerative approach means rethinking
everything. As one expert

described it: “It is like putting patches on holes in a ship, while
regeneration means building a new one” (E.R., 2026).
Regeneration is not about sustainable technical environmental
solutions alone, but about a broader approach — education. By
involving residents and tourists in environmental clean-up
activities and educating them about these issues, it is expected
that, in the long term, people will change their perception and
act in a greener way in their everyday lives, connecting this
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behavioural change with the regenerative experiences they
gained through tourism activities.

The experts emphasized that adults rarely experience places
where real transformation can happen. They no longer go to
school, and at work everything is as usual. Therefore, people
need to come into direct contact with the story of a place,
where they are told, through the environmental context, how
trees once grew there and what the relationship between local
communities and that place or forest used to be. Only then can
cognitive dissonance emerge. Instead of asking, “How does
humanity reduce negative impacts?”’, the question should be:
“How does humanity create conditions for life to flourish?” It
IS necessary to work with all living energy — not only the
energy of nature, but also human energy, because humans are
part of nature as well.

In relation to culture, regeneration is more about
remembering where people come from. The main issue is
linked to industrialisation processes in the world, where people
try to approach intangible cultural heritage rationally, while in
reality, to make a story “alive” and authentic, it is necessary to
focus on internal values. Today, the biggest focus is on
economic self-interest. As one expert explained: “The
challenge is that we focus heavily on the last 5,000 years of
culture. As Homo sapiens, humanity has existed for more than
100,000 years. We lived in that kind of culture for 99% of our
existence. Only during the last 1% have we lived in these kinds
of buildings. In reality, our brains were not designed for this.
We are natural, tribal, relationship-based beings. If you return
to this cultural aspect, how can you revive this culture in your
territory?” (A.K., 2026).

The most important aspect connecting culture and regeneration
IS the connection to one’s “roots”. Humanity tends to think in
categories of competition, efficiency, and linear results, while
living systems function differently. In nature, everyone has a
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place with their own unique value. Only through letting go of
the old and learning to listen it is possible to embrace this new
way of thinking, and only then can real change happen.
Everyone within the ecosystem has significance. This includes
residents, businesses, and even nature itself. From a holistic
regenerative perspective, even a forest, a tree, a small
bacterium, a river, or a mountain is part of the ecosystem.

The most important aspect is community involvement in
decision-making — everything must be based on
community interests. Consequently, it is essential to
emphasise the importance of the bottom-up principle, which,
according to the focus group discussion results, either does not
work in Latvia or works only partially. One informant stated:
“Honestly, nobody asks for my opinion” (E.P., 2026), while
another explained: “Residents collected signatures and got
involved, but everything still happened the way it had already
been decided beforehand” (1.T., 2026). The interviewed
experts also pointed out that the principle either does not work
or works only partially: “It exists more on paper than in
practice” (R.T., 2026). The author emphasises that
regenerative tourism will not work in practice until
communication with communities is improved, because within
a holistic system every opinion must be taken into account,
which requires the change of paradigm for such changes to
happen.

Conclusions
Everything must be viewed as a system, because regeneration is
based on a holistic worldview, and, in its essence, regeneration
Is about remembering. Remembering that humanity is part of
nature, not separated from it. Remembering that everything is
connected. Remembering what it means to feel alive. The most
important question humanity should ask themselves is: “Does
this feel alive — for me, for others, and for the place I’'m in?”
Regenerative tourism in Latvia can become an integrated tool for
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community development by promoting behavioural change in
environmental and cultural issues, increasing community
participation and strengthening identity, while also creating
benefits for communities. The full potential of regenerative
tourism can only be achieved if actions are carried out in the
interests of communities and nature, where humans are seen as
equal to nature.
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Abstract

The aim of this study is to examine how hotel management
perceives online reviews, the effect of service failure,
understand their response strategies to mitigate negative
feedback effects to enhance customer satisfaction and hotel
reputation. The results show that hotel managers consider
negative reviews emotionally challenging due to their very
public nature but also appreciate their usefulness in pointing out
gaps and ways of improving service to satisfy customers and
increase hotel reputation. In conclusion, negative reviews are
bound to occur due to service failure. The study revealed hotel
managers acknowledge the effect of service failure resulting to
negative reviews online, hence a proper service recovery
strategy can caution its effect.

Keywords: hotel, online reviews, service failure

Introduction

The hospitality industry is a vital component of global tourism,
shaping travel experiences as perceived value is considered a
predictor of tourist satisfaction (Qiu et al., 2024). Online reviews
are public evaluations of products, services, or businesses
written on digital platforms to share positive and negative
opinions and experiences with a broad audience (Pocchiati et al.,
2025).
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Methodology

This study adopts a qualitative case study approach and data was
collected through thirteen semi-structured interviews with
Nigerian hotel managers and senior staff responsible for
handling online customer feedback. Data was analysed using
thematic analysis and a purposive sampling strategy was used to
ensure participants had relevant experience.

Results

Three key themes emerged from the findings. First was
emotional reaction to negative online reviews as hotel manager
expresses disappointment seeing customer’s complaint on
digital platforms. Second, service recovery strategies i.e
apology, prompt action, compensation and follow-up. The
findings identify the significance of service recovery to address
negative online reviews. Third, all participant unanimously
agreed that service recovery strategies leads to customer’s
satisfaction and hotel reputation.

Conclusions

This study shows that negative online reviews are constantly
dominating digital platforms, though it’s challenging nature, it
can be transformed into opportunities for service improvement
when handled effectively.
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Abstract

The topic of guest experience management in the hospitality
industry has received a significant amount of attention in recent
years due to growing customer expectations and digitalization.
The research aims to assess the current state of guest experience
management through a case study of a five-star hotel
InterContinental Kyiv, Ukraine, and to identify key areas for its
improvement. The research is based on a combination of
customer review analysis, guest journey mapping, service
quality gap analysis, evaluation of compliance with international
brand standards, and a survey of 103 hotel service consumers.
The survey results indicate that room cleanliness and staff
professionalism are the most influential factors shaping guest
satisfaction, while digital convenience and effective
communication are becoming increasingly important for modern
hotel guests. The study also confirms the significant role of
online reviews in shaping booking decisions and guest
expectations. Overall, the study concludes that effective guest
experience management requires a systematic and integrated
approach.

Keywords: hotel, customer experience, hospitality, guest
experience, customer journey, customer expectations,
personalization
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Introduction

In the context of globalization and digitalization, the hospitality
industry is evolving as rapidly as other customer service sectors.
Consumer expectations are constantly changing, competition is
intensifying, and global hotel brands are seeking new ways to
enhance their competitive advantage and foster guest loyalty.
With the growing emphasis on customer centricity, increasing
attention is being paid to the concept of guest experience and the
various touchpoints between the customer and the brand, which
require careful management by service providers. The issue of
managing guest experience is particularly relevant for high-end
hotels, where customer expectations are high and the
responsibility for delivering superior service is especially
significant (Lemon & Verhoef, 2016).

Guest experience encompasses the entire journey a customer
goes through when interacting with a service provider — from
the initial contact with the establishment to the direct outcomes
of this interaction. The primary objective of hospitality
businesses is to create all the necessary conditions for delivering
an outstanding guest experience, taking into account the wide
range of influencing factors (Lemon & Verhoef, 2016). A key
element in this process is the continuous and in-depth study of
guests, including their needs and expectations. A positive guest
experience is not limited to tangible aspects such as a high-
quality meal in a restaurant or a comfortable and well-equipped
room. Rather, it is shaped by a variety of factors, including the
level of digitalization of the establishment, compliance with
regulatory standards, service delivery practices, staff
qualifications and other elements.

Due to its multidimensional and highly subjective nature, guest
experience requires systematic measurement and evaluation. At
present, there is no universally accepted approach to managing

guest experience in the hospitality industry, which leads hotels

to rely on basic review analysis and unsystematic feedback
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interpretation, limiting their ability to identify service gaps and
respond effectively to guest expectations.

Methodology

This study is based on a case study approach and aims to analyze
guest experience in a five-star hotel InterContinental Kyiv. A
combination of qualitative and quantitative methods was applied
to ensure a comprehensive assessment. Guest reviews published
on various booking platforms over the last decade were analyzed
to identify common guest perceptions, key satisfaction drivers
and complaints. Text mining analysis was applied to reveal
recurring patters across reviews that would offer insight into the
overall guest experience level. Customer journey mapping was
used to identify interaction points between guests and the hotel
throughout the service process. Additionally, a survey was
conducted to study customer expectations, pain-points and other
factors that have influence on guest experience in hospitality
industry.

Results

The hotel’s financial statements highlighted several challenges
resulting from the unstable economic environment, including
limited investment in non-current assets and a significant
amount of accumulated losses. The analysis of online guest
reviews from booking and review platforms revealed a high
level of customer satisfaction, particularly regarding room
quality, staff professionalism, location, and overall service
quality. At the same time, a few concerns were identified,
including inconsistencies in service responsiveness and
occasional mismatches between guest expectations and the
actual service experience. The customer journey mapping
showed that the most critical touchpoints influencing guest
satisfaction occur at the pre-arrival and initial interaction stages.
In particular, digital communication channels and information
accessibility were found to have a significant impact on guest
perceptions. The research revealed that although the hotel
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demonstrates strong compliance with IHG brand standards, the
current process of gathering guest feedback remains fragmented
and lacks systematic monitoring: the hotel mainly uses in-room
QR-codes for collecting reviews instead of a KPI-based
guestionnaire.

The customer expectations survey revealed key trends in guest
expectations within the hospitality industry. Most participants
use hotel services several times a year (45.6%), with leisure
travel (46.6%) and business trips (21.4%) being the primary
purposes of stay. The most influential factors in hotel selection
were location (80.6%), price (74.8%) and brand reputation
(58.3%). Online reviews were proved to be highly significant,
with over 74% of respondents consulting them regularly before
booking. Room cleanliness (92.2%), staff professionalism
(70.9%), and meal quality (64.1%) were identified as the most
important contributors to positive guest experience. At the same
time, 64% of respondents reported negative hotel experiences,
mainly caused by poor service quality and staff incompetence.
Open-ended responses highlighted growing expectations for
digitalized services, personalized interactions, and improved
communication.

Conclusions

The findings of this study confirm that guest experience
management has become a priority for hospitality companies
operating in highly competitive market conditions. The case of
InterContinental Kyiv demonstrates that even hotels with strong
brand standards and generally high guest satisfaction may face
challenges related to fragmented feedback collection and
insufficiently structured experience management process. The
survey findings confirm that effective guest experience
management in hotels requires an integrated approach
combining operational excellence and systematic feedback
analysis. The study contributes to a deeper understanding of the
factors influencing guest satisfaction in high-end hospitality and
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provides a basis for further research into more systematic
approaches to guest experience evaluation and management.
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Abstract

This study explores the terminology used to describe tourism
influenced by audiovisual content and emphasises the need for
consistent terminology in Latvian. It concludes that the term
“ekrantiirisms” (“screen tourism”) 1s a clear and suitable
solution from both linguistic and conceptual perspectives.
Keywords: tourism, Screen tourism, terminology

Introduction

The role of audiovisual content in tourists’ destination choices
is analyzed from various perspectives — including tourism
theory, sociological theory, and media theory. Studies written in
English use terms such as “film-induced tourism,” “screen
tourism,” “TV-induced tourism,” “audiovisual media—induced
tourism,” and others (Crespo-Almendros et al., 2025).

In contrast, Latvia lacks terminology related to film, TV, and
reality TV-driven tourism. Studies conducted outside Latvia
focus on international tourists and films, while reality shows and
domestic tourism markets are studied less frequently (Depken et
al., 2020). Therefore, the objective of this study is to justify the
need for the term “ekrantiirisms” in Latvian tourism
terminology.

Methodology
This study is based on theoretical analysis on the impact of
audiovisual content on tourists’ destination choices and
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terminology analysis of relevant English terms in the field. The
relevance of the study is supported by empirical insights from
the Latvian context.

Results

One of the oldest relevant terms used in the academic field is
“movie-induced tourism” (Riley et al., 1998). W.ith
technological development in recent decades, the term has
become wider as authors such as Joanne Connell, have adjusted
the terminology to fit the modern world and encompass its range
of audiovisual content (Connell, 2012).

The results indicate that the term “screen tourism” is the most
comprehensive, as it encompasses tourism inspired by films,
television and digital media. Based on the empirical analysis, the
study concludes that the phenomenon is present in Latvia, yet it
Is not reflected in terminology.

Conclusions

The results highlight the need for the introduction of the term
“ekrantirisms” as it would address both the linguistic and
research gaps in Latvia.
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Abstract

Tourism is an important sector for economic growth,
employment, and cultural exchange. Algeria has strong tourism
potential because of its Mediterranean coastline, Sahara Desert,
mountains, historical sites, and cultural heritage. However, the
sector remains less developed than its resources allow. This
paper examines the main opportunities and challenges of
tourism development in Algeria, focusing on cultural, desert,
coastal, and sustainable tourism. The analysis shows that better
infrastructure, investment, transport services, hotel quality, and
digital promotion are necessary to improve Algeria’s
competitiveness and attract more international visitors.
Keywords: tourism, Algeria, development, Sahara, heritage

Introduction

Tourism contributes to national income, job creation, local
business activity, and international cultural communication. For
this reason, many countries consider it a strategic sector for
economic diversification and regional development. Algeria has
exceptional tourism resources, including beaches, forests,
mountains, deserts, and archaeological monuments. Its heritage
reflects Roman, Arab, Ottoman, and French influences, which
gives the country a rich cultural identity and strong tourism
appeal.
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Despite these advantages, Algerian tourism still faces limitations
related to infrastructure, transport, service quality, investment
procedures, and international visibility. Developing this sector
therefore requires a clear strategy that protects natural and
cultural resources while improving the tourist experience.

Methodology

This study uses a qualitative approach based on secondary data
from government reports, academic publications, and
international tourism organizations. The analysis focuses on
Algeria’s main tourism resources, especially cultural heritage,
coastal tourism, desert tourism, and ecotourism. It also examines
the role of infrastructure, transport, hotel services, digital
marketing, and sustainable development in improving tourism
competitiveness.

Results

The results show that Algeria has diversified tourism potential.
The Sahara, especially Djanet, Tamanrasset, and the Hoggar
Mountains, can attract visitors interested in desert landscapes,
adventure tourism, and Tuareg culture. Cultural tourism is also
important because sites such as Timgad, Djemila, Tipaza, and
the Casbah of Algiers represent valuable historical attractions.
Coastal tourism is another opportunity, as Algeria has more than
1200 kilometers of Mediterranean coastline and several
attractive cities such as Oran, Annaba, Béjaia, Skikda, and Jijel.
At the same time, the sector is limited by weak promotion,
insufficient tourism infrastructure in some regions, and the need
to modernize transport and accommodation services. Digital
marketing, tourism platforms, and participation in international
tourism events could help improve Algeria’s image abroad.
Sustainable tourism also offers a useful direction because it
supports economic growth while preserving natural landscapes
and cultural heritage.
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Conclusions

Algeria has major tourism resources capable of supporting
economic diversification and international attractiveness. The
country benefits from natural beauty, historical monuments,
cultural diversity, and a strategic Mediterranean position.
However, tourism development depends on better infrastructure,
stronger promotion, improved services, and more investment.
By adopting sustainable strategies and modern digital
promotion, Algeria can strengthen its tourism sector and become
a more competitive destination in North Africa.
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Abstract

This report analyzes the revival of the Great Silk Road in
Uzbekistan as a major factor supporting tourism growth,
innovation, and economic diversification. Using statistical data
from 2024-2025, the study evaluates both quantitative growth
and qualitative challenges in the tourism sector. Although
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Uzbekistan has achieved rapid growth in international tourist
arrivals, several structural limitations remain, including service
quality, sustainability, and value generation. The report
emphasizes the importance of innovation, regional cooperation,
and sustainable tourism policies for long-term competitiveness.
The findings demonstrate that Uzbekistan possesses strong
potential to become a leading cultural tourism destination along
the modern Silk Road.

Keywords: Silk Road, tourism, Uzbekistan, heritage,
innovation

Introduction

The Great Silk Road historically served as a bridge between
civilizations, facilitating trade, cultural exchange, and economic
cooperation across Asia and Europe. In modern Uzbekistan, this
historical legacy has been transformed into an important
strategic resource for tourism development. Located in Central
Asia, Uzbekistan possesses globally recognized cultural heritage
sites, especially in Samarkand, Bukhara, and Khiva, which
attract increasing numbers of international visitors.

Methodology

The study is based on the analysis of tourism statistics,
government reports, and international tourism publications from
2024-2025. Quantitative indicators such as tourist arrivals,
tourism revenue, and GDP contribution were examined
alongside qualitative assessments related to service quality,
sustainability, and innovation.

Results

Uzbekistan contains approximately 7,400 cultural heritage sites,
with nearly 80% located in Silk Road cities. According to the
National Statistics Committee (2025-2026), international tourist
arrivals reached 11.7 million in 2025, while tourism revenue
increased to approximately $4.7 billion. Tourism contributed
around 3.3% to the national GDP. The average tourist stay along
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Silk Road destinations was between 4 and 7 days, with average
expenditures ranging from $375 to $400 per trip.

12 -
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Year

Figure 1 Growth of International Tourist Arrivals in
Uzbekistan (2019-2025)

Conclusions

Uzbekistan has made significant progress in revitalizing the
Great Silk Road as a driver of tourism development. However,
future success will depend not only on increasing tourist
numbers but also on improving service quality, sustainability,
and innovation. Investment in professional training, premium
tourism products, digital technologies, and regional Silk Road
cooperation can strengthen Uzbekistan’s international
competitiveness. By combining cultural heritage with modern
tourism strategies, Uzbekistan has the potential to become a
leading destination for sustainable cultural tourism worldwide.
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Abstract

Sustainable development is one of the key challenges of the
modern economy, especially in the hotel industry, due to its
impact on the natural environment and local communities. The
aim of the research is to discuss sustainability, its application
and importance in the hotel industry. Growing environmental
awareness has increased the importance of sustainability in
tourism, leading to a rise in eco-hotels and greater tourist
attention to environmentally responsible solutions. Differences
in attitudes toward sustainability and the level of hotels’
environmental commitment may result from cultural factors and
the level of environmental education. Sustainability has
therefore become an important factor in building competitive
advantage in the hotel industry.

Keywords: sustainability, hotel, tourism, ecology

Introduction
Tourism is one of the largest sectors of the global economy and
plays an important role in economic growth, job creation, and
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regional development (UN Tourism, n.d.). At the same time, it
poses significant challenges to local communities and the natural
environment. The tourism industry contributes considerably to
global greenhouse gas emissions, with transport and
accommodation identified as the main sources (Oxford
Economics, 2024; Systemiq, 2022; World Travel & Tourism
Council, n.d.). Hotels also generate substantial amounts of waste
and environmental pollution, making the implementation of
sustainable practices increasingly important (Fatoki, 2019).

Methodology

The work was written using desk research method. The sources
included subject literature, strategic documents, industry
reports, statistical databases and websites. Additionally, there
have been conducted study visits to selected eco-hotels and a
questionnaire survey among potential hotel guests.

Results

Various sustainability solutions are currently implemented in the
hotel industry, including green infrastructure, water, waste, and
food management, social responsibility, promotion of eco-
friendly behaviour, and investments in renewable energy and
energy-efficient technologies (EI-Nemr, 2020; Kalyanam, 2021,
Kapera, 2018; Kapiki, 2012). Eco-hotels in different countries
vary in their level of environmental commitment. An
international leader is the Six Senses Rome, which
comprehensively applies innovative eco-solutions across many
areas of hotel operations (Six Senses, n.d.). Differences in the
perception of sustainability have also been observed among
tourists from different countries.

Conclusions

In conclusion, the conducted research indicates the need to
intensify efforts to curb ongoing environmental degradation. It
reveals a diverse range and varying intensity of environmentally
friendly practices implemented in the hotel industry, as well as
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spatial differences in their level of advancement. Furthermore,
differences in the perception of sustainability may result from
variations in socio-economic development and environmental
awareness.
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Abstract

The increasing prevalence of cashless payments and
digitalisation has posed significant challenges to traditional
tipping culture in Latvia. This study evaluated tipping practices
in Latvian restaurants and developed recommendations for a
unified and transparent management system. A survey was
conducted with 271 respondents - 194 customers and 77 food
service employees - alongside seven semi-structured expert
interviews. Results confirm that the high proportion of cash tips
creates traceability gaps and shadow economy risks, while tip
distribution remains unregulated. A tip management model
combining fair distribution, transparent accounting, and
digitalisation is proposed.

Keywords:  tips, taxation, accounting, distribution,
digitalisation, motivation

Introduction

Tipping serves both as an expression of appreciation and as a
significant income source for restaurant staff, influencing
motivation and service quality (Azar, 2003). The spread of
cashless payments has raised questions about tip accounting,
distribution, and taxation, while inconsistent internal policies
create uncertainty for both employees and employers. The aim
of this study was to evaluate tipping practices in Latvian
restaurants and to develop recommendations for a unified and
transparent management system.
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Methodology

This study employed a combined quantitative and qualitative
research approach. An online survey was conducted in spring
2026 with 271 respondents - 194 restaurant customers and
77 food service employees. Seven semi-structured expert
interviews were carried out with the Presidents of the Latvian
Restaurant Association and the Latvian Hotel and Restaurant
Association, an inspector from the State Revenue Service, the
Parliamentary Secretary of the Ministry of Finance, the
Communications and Marketing Manager of Paynt, and the
managers of restaurant/hotel Zoltners and Villa Santa Hotel.

Results

Tipping frequency is determined by service format rather than
visit frequency - full-service restaurants show the highest tipping
rate despite low visit frequency, while fast-food establishments
show the opposite. The most common tip amount is 6-10% of
the bill (49% of customers; 52% of employees), consistent
across age groups. Cash remains the dominant method (86%),
and regional disparities in digital adoption are notable: 75% of
Riga customers had encountered digital tipping terminals,
compared to approximately 35% in other regions.

Quality of service, gratitude to staff, and food quality are the
primary tipping motivations for both groups, though employees
rate social pressure factors considerably higher than customers.
The preferred distribution model is a collective pool shared
equally among all staff. Notably, 87% of employees oppose any
taxation of tips. Expert interviews confirmed three consensus
points: tips must remain voluntary; digitalisation is inevitable;
and excessive regulation would be counterproductive. The State
Revenue Service identified three legal tip models in Latvia - via
employer (full taxes), direct cash (income tax declaration only),
and via digital intermediary such as Paynt (25.5% income tax
withheld automatically). Paynt serves approximately
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150 establishments and has channelled 1-1.5 million euros in
declared tip taxes to the state budget.

Conclusions

Tipping in Latvia functions as an established but informal
system reliant on cash, with unregulated distribution creating
unequal staff treatment and systematic traceability gaps. A
collective tip management model is proposed, incorporating a
written allocation policy, digital platform integration with
automatic tax withholding, and shift-end reporting - drawing on
UK tronc principles and adapted to Latvian regulation. Industry
associations are recommended to develop practical, non-binding
tipping management guidelines for establishments.
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Abstract

This article examines ways to enhance unique tourist
experiences in Kurtuvénai Regional Park through experiential
tourism principles. The study uses qualitative interviews, a
visitor survey, and a SWOT analysis to identify emotional and
thematic factors that shape the park's appeal. Based on the
findings, five strategic proposals are presented: a summer
photography and forest therapy trail, a winter “calm trail,” a
“Living Village” cultural weekend, a night program called
“Nature Under the Stars,” and the “Kurtuvénai Shares” digital
platform for youth engagement. These initiatives aim to deepen
emotional connections, reduce seasonality, and foster
memorable, meaningful visitor experiences.

Keywords: experiential tourism, regional park, visitor
experience, Kurtuvénai

Introduction

In recent years, the growing demand for authentic and
emotionally engaging travel has led to the global rise of
experiential tourism. This approach emphasizes meaningful,
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immersive, and often multisensory experiences that connect
tourists with local culture, nature, and people, resulting in more
memorable visits (Gregana & Ylagan, 2024; Richards, 2018). A
unigue tourist experience, in this context, refers to emotionally
impactful, thematically rich, and personalized activities - such
as forest therapy, culinary workshops, or participation in cultural
rituals—which go beyond sightseeing and foster a deeper
connection with place (Dalimunthe, 2021; Januskaité, 2020;
Kister & Vila, 2024; Wang & Li, 2023). Nature-based tourism
is particularly valued for its psychological benefits and ability to
create strong emotional bonds (Joneliukst¢ & Navickieng,
2024). These experiences are increasingly shaped by individual
preferences, active involvement, and community interaction
(OECD, 2024). Kurtuvénai Regional Park in central Lithuania,
with its preserved natural environment, rich cultural heritage,
and local traditions, is well-positioned to offer such unique
tourist experiences (Zemaitija Protected Areas Directorate,
2025). This study confirms that visitors seek not only recreation,
but meaningful, authentic, and distinctive activities -
highlighting the park’s potential to become a model of
experiential tourism through community engagement and
innovative program design.

Study objective: to explore the possibilities for enhancing
unique tourist experiences in Kurtuvénai Regional Park.

Methodology

This study used a mixed-methods approach to explore
opportunities for enhancing unique tourist experiences in
Kurtuvénai Regional Park. Semi-structured interviews with
tourism professionals and park administrators provided expert
insights into the site's experiential potential. Simultaneously, an
online survey of current and potential visitors assessed
expectations, preferences, and perceived gaps in emotional and
thematic offerings. A SWOT analysis was conducted to evaluate
internal and external development factors, while secondary
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sources - such as regional plans and prior tourism studies -
offered contextual support for interpreting the findings
(Zemaitijos Protected Areas Directorate, 2025).

Results

The research revealed clear seasonal variations in visitor
preferences and provided key insights from tourism
professionals on experience development in Kurtuvénai
Regional Park. A survey conducted in April-May 2025 showed
that summer is the most preferred season (75.4%), followed by
spring (13.3%), while autumn and winter remain underutilized -
indicating untapped potential for off-season tourism.
Participants expressed strong interest in emotionally engaging
and authentic experiences, such as forest therapy, cultural
events, and guided photography hikes. Social media was
identified as the most effective source of tourism information.
Complementary interviews with park staff and experts
highlighted the importance of emotional storytelling,
collaboration with local stakeholders, and community
involvement. While current infrastructure was deemed sufficient
for small-scale implementation, the success of unique tourism
experiences depends on increasing visitor engagement and
introducing thematically structured programs. These findings
form the basis for five strategic initiatives aimed at strengthening
emotional connections, reducing seasonality, and enhancing the
overall uniqueness of experiences in the park.

Conclusions

1. The research confirms that summer is the dominant tourist
season, while autumn and winter remain significantly
underused. This seasonal imbalance highlights untapped
potential for developing year-round offerings. Initiatives like
the winter “calm trail” and night-time programming could
help address this gap and extend the tourism calendar with
emotionally rich experiences.
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2. Survey responses and expert interviews reveal high demand
for immersive, emotionally resonant activities such as forest
therapy, cultural weekends, and guided photography trails.
These experiences, though currently lacking formal structure,
offer valuable opportunities to strengthen the park’s identity
and deliver memorable, meaningful engagements aligned
with experiential tourism principles.

While infrastructure is deemed sufficient for small-scale
implementation, sustainable experience development requires
deeper cooperation with the local community, the use of
storytelling as an interpretive tool, and strategic deployment of
digital platforms like “Kurtuvénai Shares.” These components are
vital for fostering deeper visitor involvement and ensuring the
uniqueness of the park’s tourism offering.
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