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Tourism marketing and national parks. A systematic literature review

The primary focus of this paper is on national parks and tourism marketing, where tourism marketing plays a
crucial role in reducing poverty and ensuring the quality of life, employment, and decent work for the nation, as
well as the preservation of the natural and cultural environment. The interaction between tourism marketing and
national parks is the most intimate context in which tourism marketing is increasingly regarded as a powerful
tool for socioeconomic development. The purpose of this review is to investigate the environmental, sociocultur-
al, and economic contributions of tourism marketing in and around a national park to strengthen progress on
sustainable tourism development by reviewing 55 relevant journal articles indexed in Scopus and Web of Sci-
ence. The principal search terms were used to discover the pertinent journal articles. It was discovered that no
article with the title “Tourism Marketing and National Parks” existed. Instead, sustainable destinations and eco-
tourism have been emphasized. The reviews implied that tourism marketers do not engage in the sustainability of
national park tourism for future usage and do not care about the environmental conservation of destinations. It's
crucial to take into account the features of national parks and their potential value as attractive destinations for
tourism development when implementing an effective tourism marketing strategy for national parks and encour-
aging the sustainable use of the natural environment and resources.

Keywords: tourism marketing, national park, sustainable tourism development, Systematic literature review
JEL Codes: Q26, 232

Turizmusmarketing és nemzeti parkok — Szisztematikus irodalomkutatas

Tanulmanyunk f6 célja a nemzeti parkok és a turizmusmarketing vizsgalata, ahol a tdgan értelmezett turizmus-
marketing kulcsfontossagu szerepet jatszhat a szegénység csokkentésében, javitja az életmindséget, megfeleld
foglalkoztatast és mélté munkat biztosit, valamint segiti a természeti és kulturalis kornyezet megérzését. fgy a
turizmusmarketing €s a nemzeti parkok kolcsonhatasaban a turizmusmarketingre egyre inkabb erételjes eszkoz-
ként lehet tekinteni a gazdasagi és tarsadalmi fejlodés szempontjabol. Ezen attekintés célja a turizmusmarketing
kornyezeti, szociokulturalis és gazdasagi hozzajarulasainak vizsgalata egy nemzeti parkban és annak kornyékén,
bemutatva a fenntarthatd turizmusfejlesztés terén tortént eldrehaladast. Az attekintéshez 55 relevans folydirat-
cikket tekintettiink at, amelyeket a Scopus és a Web of Science indexelt. A megfeleld folyoiratcikkek felderité-
séhez relevans keresdszavakat valasztottunk. Megallapitast nyert, hogy nem létezik cikk kifejezetten ,,Turiz-
musmarketing és nemzeti parkok™ cimmel. Ehelyett a tanulméanyok foként a fenntarthato uti célokra és dkotu-
rizmusra helyezték a hangsulyt. Az attekintés azt jelzi, hogy a turizmusmarketinggel kapcsolatban nem foglal-
koznak a nemzeti parkok turizmusanak fenntarthatésagéaval, illetve a helyszinek kornyezeti megérzésével a jo-
vobeni hasznalat szempontjabol. Fontos lenne ugyanakkor figyelembe venni a nemzeti parkok jellemzoit és
potencialis értékiiket vonzo turisztikai célpontként, és 6sztondzni a természeti kornyezet és eréforrasok fenntart-
hato hasznalatat, amikor hatékony turizmusmarketing stratégiat alakitunk ki a nemzeti parkok szamara.

Kulcsszavak: turizmusmarketing, nemzeti park, fenntarthato turizmusfejlesztés, szisztematikus irodalomkutatds
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Introduction

Tourism marketing is one of the major areas of marketing that plays a great role in poverty
reduction and ensures the quality of life, employment, decent work for the nation, and sus-
tainability of the natural and cultural environment (Shaalan, 2005; de Sausmarez, 2007; Rei-
hanian et al., 2012; Elid, 2014). The importance of tourism marketing has been highlighted in
previous studies by different researchers. For instance, Rahmoun & Baeshen (2021) pointed
out tourism marketing as a source of income and employment. According to the author, tour-
ism marketing provides a macroeconomic and financial benefit not only to national econo-
mies or regional advancement but also to local communities. Additionally, Ali (2021) ex-
plained that tourism marketing encompasses an opportunity for nations troubled with jobless-
ness and destitution to generate employment and income for regional and national socioeco-
nomic development.

However, due to the prioritization of short-term economic gains at the expense of long-
term economic and environmental sustainability, particularly developing countries are ex-
posed to the negative effects of tourism marketing (UNWTO, 2020). Furthermore, tourism
marketing to date is perceived as the enemy of sustainability as it traditionally concentrates on
increasing tourist numbers and treats tourism like a commodity (Pomering et al., 2011).
Moreover, lack of strong control and effective management of tourism marketing, such as
tourism products, tourism pricing, distribution and accessibility of tourism products, promo-
tional activities, skilled human power, physically attached facilities, and processes, are major
issues in the national parks (Sharpley—Pearce, 2007). In contrast, tourists seek quality tourism
products, appropriate prices, accessibility, the right information about the destination, hospita-
lity, standard service delivery, and an attractive tourism environment (Foued—Sawsan, 2019).

National Park is a well-defined protected area under a brand name, mixing all tourism
products and services, including its unique nature and diverse attractions, fauna, flora, and
birds (Hartwell et al., 2018). It has immense potential to offer high quality and unique envi-
ronmental characteristics to succeed in tourism development as well as attract many visitors
(Alters et al., 2007). For instance, globally, national parks attract approximately eight billion
tourists per year (Balmford et al., 2015), and European national parks attract more than two
billion tourists annually (Schégner et al., 2016). Despite this, the national park could also be
an effective tool in the conservation of natural resources, socio-cultural heritage, and econom-
ic development (Ballantyne et al., 2009; Balmford et al., 2009; Steven et al., 2011). Currently,
many countries promote national park tourism to achieve their goals for both nature conserva-
tion and socio-economic development. For instance, in Vietnam, national park tourism is rec-
ognized as playing a crucial role in local, regional, and national development, particularly in
the tourism sector (An et al., 2019).

Nevertheless, despite its wide contribution to economic, social, and environmental con-
ditions in our world (Valdivieso et al., 2015; Sriarkarin—Lee, 2018), critical human-made
challenges and constraints are the main difficulties (Mamo—Bekele, 2011; Teshome et al.,
2011; Belayneh et al., 2013). Moreover, many national parks suffer from a lack of effective
tourism marketing strategies, tourism facilities, and services (An et al., 2019). Tourism mar-
keting is a substantial marketing strategy that impacts the sustainability of national parks and
tourism. Hence, tourism marketing must address the challenges of a national park in all as-
pects. This necessitates a comprehensive tourism marketing strategy as well as an understand-
ing of the complexities of the challenges in this area. Thus, the application and concept of
tourism marketing and the urgency of incorporating holistic tourism marketing in the tourism
industry contribute to the sustainability of both a national park and tourism development.
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Objectives of the review

The review aimed to investigate the environmental, sociocultural, and economic contributions
of tourism marketing in and around the national park to strengthen and accelerate progress on
sustainable tourism developments. Specifically, the purpose of the review was to:

« Assess the relationship between a national park and tourism marketing.

« Investigate the role of tourism marketing in demonstrating respect for host communi-
ties' sociocultural authenticity and conserving their built and living cultural heritage
and traditional values in and around the national park.

. ldentify the role of tourism marketing in making optimal use of environmental re-
sources, maintaining essential ecological processes, and helping to conserve natural
heritage and biodiversity.

. Explore the impact of tourism marketing to ensure viable, long-term economic op-
erations; provide long-term socioeconomic benefits to all stakeholders that are dis-
tributed, including stable employment and income-earning opportunities and social
services to host communities; and contribute to poverty alleviation.

Research Questions

As an attempt at addressing this, the researcher developed the following research questions:

1. What is the relationship between the national park and tourism marketing?

2. How does tourism marketing demonstrate respect for the sociocultural authenticity of
host communities and conserve their built and living cultural heritage and traditional
values in and around the national park?

3. How does tourism marketing make optimal use of environmental resources, maintain
essential ecological processes, and help to conserve natural heritage and biodiversi-
ty?

4. How does tourism marketing ensure viable, long-term economic operations; provide
long-term socioeconomic benefits to all stakeholders that are distributed, including
stable employment and income-earning opportunities and social services to host
communities; and contribute to poverty alleviation?

Rationale of the review

The rationale for this review lies in the assumption that while previous studies have explored
and focused on the management and planning of natural resources, they have not given me-
ticulous attention to the contributions of tourism marketing in and around the national park,
which plays a significant role in the sustainability of national parks and tourism development.
In this regard, the review clarifies the essence of tourism marketing by enhancing national
parks and sustainable tourism development. Accordingly, through a detailed review of jour-
nals and articles, it outlines how tourism marketing contributes to environmental conserva-
tion, sociocultural, and economic development to strengthen and accelerate progress on sus-
tainable tourism developments.

Methodology

The researchers chose a systematic literature review (SLR) to find the existing body of
knowledge about national parks and tourism marketing. This was done to provide answers to
the research questions. A systematic literature review is a useful tool for summarizing the
state of knowledge in a particular field of study, pinpointing existing knowledge gaps, and
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pointing the way toward potential future lines of inquiry (Liberati et al., 2009). It offers a
widespread view of the literature in each field and helps to discover avenues for future re-
search by revealing the research gaps (Swartz—Marth Kirk, 2011). Guided by PRISMA proto-
cols and a checkilist referred to by Rethlefsen et al. (2021), researchers collected data from the
database through four main phases: identification, screening, eligibility, and inclusion (see
Figure 1).

Records initially identified through Scopus Records detected through the WOS.
E Keywords: National Park and tourism Keywords: National Park & tourism marketing
"E marketing (N = 157) (N=54)
= I |
e}
= F
O
= A . - — Duplication
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inclusion and exclusion
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* "1 — Journal article, conference
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= r 7| - Full text not available in the
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Full-text articles assessed
for eligibility (n= 87)
E [ g Full-text articles excluded
= \ Z " | - Content not relevant to the
=]
= Studies included for final system- current study.
atic review. (n=55)

Figure 1: Study selection process
Source: Literature review by authors

In the identification phase, the researchers determined the search keywords and data-
bases to decide the types of journals to include in this study. Thus, the search keywords that
the researchers applied as a selection criterion were based on the topic of the studies and the
following terms used in the title, keywords, and abstract of the studies: (national AND park
AND tourism AND marketing). Even though all databases have their pros and cons, Amentae
& Gebresenbet (2021), the researchers employed the Web of Science and Scopus as sources
of publication based on their more comprehensive coverage of high-quality scholarly infor-
mation used in most review research. Based on this search keyword criterion, initially, the
researchers extracted 157 and 54 studies from the Web of Science and Scopus databases, re-
spectively (see Table 1).

Initially extracted data encompasses studies belonging to diverse languages and differ-
ent categories, including journal articles, reviews, conference papers, books, book chapters,
and editorials. Thus, in the second phase, the researchers checked for duplication and deter-
mined the inclusion and exclusion criteria to select relevant studies for the analysis, using the
following inclusion and exclusion criteria: (1) studies related to marketing tourism; (2) studies
discussing national parks and sustainable tourism, and (3) journal articles published in Eng-
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lish only from 2010 to 2021. Based on inclusion/exclusion criteria, the researchers were left
with 135 Web of Science-listed journals and 36 Scopus-listed journals, for a total of 164 arti-
cles in this phase.

In the third phase, to ensure the quality of the selected article review, the researchers
discover and deeply read the abstract, methodology, and conclusion. After reading the arti-
cles, the researchers remove those that do not fit the inclusion or exclusion criteria. In this
phase, 77 articles were removed for not meeting the criteria, and only 87 articles were identi-
fied as the most suitable papers in this phase. Finally, after applying all inclusion and exclu-
sion criteria, 55 unique articles were included for synthesizing and analyzing the review.

Table 1: Selected databases and retrieved papers.

No. of
Database retrieved | Link
studies
Scopus 157 (https://www.scopus.com/results/results.uri?sort=plff&src=s&stl=national+park+and+touris
m+marketing&sid=60eb7df8eeb68ff692344d47cla7c716&sot=b&sdt=b&s|=50&s=TITLE-
ABSKEY%28national+park+and+tourism+marketing%29&origin=searchbasic&editSaveSearch=
&yearFrom=Before+1960&yearTo=Present)
Web of Science 54 (https://www.webofscience.com/wos/woscc/summary/8f141e5d-60dc-4ead-8ebb-

9db74a046cf6-532236fb/relevance/2)
Source: Literature review by authors

Result and Discussion

Relationship between tourism marketing and national park

Literature reveals that the relationship between tourism marketing and national parks is the
most intimate place where tourism marketing is progressively considered as an effective tool
for socio-economic development (Plummer—Fennell, 2009). According to (Lei et al., 2014),
national park tourism and tourism marketing have a big relationship that has subsequently
direct impact and effect on sustainable tourism development and sustainable national park.
Similarly, Puhakka and Saarinen (2013) and Mihanyar et al. (2016) argued that for future sus-
tainable tourism development, national parks and tourism marketing cannot be separated. In
national parks, tourism marketing is applied to protect the natural environment and biodiversi-
ty while improving the living standards of the community by optimizing local economic bene-
fits and providing high-quality experiences and satisfaction for tourists (Plummer—Fennell,
2009). Additionally, Bowers (2016) states that tourism marketing is a driving force that is
significantly changing society, the economy, and the environment.

On the other hand, national parks have a great potential to hasten sustainable tourism
development to maintain a sustainable combination of economic, social, and environmental
conditions in our competitive world (Valdivieso et al., 2015; Sriarkarin—Lee, 2018). Thus,
tourism marketing and a national park together can balance tourism needs and the environ-
ment with the sustainable socio-economic development of local communities (Sharpley—
Pearce, 2007). Furthermore, well-managed tourism marketing (Albrecht, 2018) in the national
park can generate quality jobs for durable growth, reduce poverty, and offer incentives for
environmental conservation (Watson et al., 2013; Risti¢ et al., 2019). Therefore, given the
vital significance of sustainable tourism for the social and economic fabric of national parks,
the appropriate application of tourism marketing is indispensable.

Moreover, the quality of tourism in national parks plays a key role in the success of sus-
tainable tourism development, and the role of tourism marketing in improving the quality of
destinations is crucial (Lei et al., 2014). It enhances the country’s tourist attractions, including
its biodiversity, cultures, natural environments, and ancient history (An et al., 2019). Never-
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theless, not much academic research has been conducted yet on finding out the role of tourism
marketing in contributing to successful and sustainable tourist destinations (Eagle et al.,
2016). For instance, Sharpley and Pearce (2007) argued that there is no specific tourism mar-
keting role specifically for sustainable tourism in English National Park destinations, but sus-
tainable tourism is rather promoted by other organizations. According to the author, market-
ing for them is only socio-economic, although it increases tourism to a destination.

Similarly, Esparon et al. (2015) suggest that sustainable tourism in some areas acts as a
destination competitiveness tool in tourism marketing processes but does not contribute in a
meaningful way to a successful tourist destination. Thus, it is important for national park
managers not only to promote a larger number of tourist arrivals but also the protection and
conservation of the environmental, social, and cultural heritage of a destination (Simon et al.,
2004; Tse—Qiu, 2016). The literature noted that it is important for tourism marketing to be
concerned with meeting customers’ needs and organizational objectives by doing good social-
ly and environmentally (Sharpley—Pearce, 2007).

Role of tourism marketing

Conventionally, tourism marketing has been focused on growing tourist numbers and treating
tourism sites as commodities (Buhalis, 2000). As a result, tourism marketing is sometimes
regarded as an enemy of sustainability. Such critique implies that either marketing has been
construed far too narrowly or it has done a very poor job of marketing itself, or both
(Mwinuka, 2017). Despite the fact that a growing number of visitors can aid in the develop-
ment of new conservation programs and contribute to the continuous upkeep of the environ-
ment, they inevitably have several negative effects. Similarly, Mossaz and Coghlan (2017)
pointed out that most tourism agents sell destinations in an effort to get customers, but they do
not really care about the environmental conservation of the destinations. This shows that tour-
ism marketers do not really engage in the sustainability of the destination for future use.

At face value, it's not clear how important tourism marketing is for improving sustaina-
ble tourism development and tourist destinations (Pomering et al., 2011). Thus, to determine
the role of tourism marketing in sustainable tourism and sustainable tourist destinations, let's
first explain the concept of tourism marketing. Tourism marketing is described as the system-
atic and organized efforts exerted by the tourism industry at international, national, and local
levels to optimize the satisfaction of tourists, groups, and individuals, given the sustained
tourism growth (Raju, 2009). According to the author, tourism marketing is a group of related
activities that involve the management of specific elements to create an exchange that satisfies
its customers. Similarly, Ali Akasha et al. (2020) defined tourism marketing as the application
of marketing concepts and principles to the travel and tourism industry. Furthermore, the au-
thor explains that tourism marketing is the application of marketing concepts to the travel,
visit, and tourism industries not only to extract tourism resources but also to solve the prob-
lems of resource depletion, pollution, species destruction, and climate change. It accomplishes
this by implementing a comprehensive tourism marketing technique and plan in tourism des-
tinations (Morrison, 2013).

Environmental contribution of tourism marketing

Due to a lack of an appropriate tourism marketing strategy, protected areas such as parks have
experienced extensive erosion to their coastal paths as a result of the number of walkers,
climbers, and fishermen using them for access (Pecl et al., 2017; Mamo et al., 2010), as well
as littering, excessive noise, damage to verges from parked vehicles, debris from illicit com-
panies, open fires, and disturbances to wildlife (Belayneh et al., 2013; Mamo—Bekele, 2011;
Teshome et al., 2011). This causes topsoil erosion and compaction, resulting in damaged flora
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and fauna disturbances (Lof et al., 2012). To minimize this effect, appropriate use of tourism
marketing strategies could be an effective tool in the conservation and management of nation-
al parks, as well as in the social and economic development of the countries (Steven et al.,
2011, Ballatyne et al., 2009, and Balmford et al., 2009). Tourism marketing is a potentially
useful approach for the tourism industry to promote environmental and ecological awareness
(Sharpley—Pearce, 2007). According to Bushell (2003), environmental consciousness and the
significance of supporting nature conservation cannot be taught in a classroom; rather, visitors
are frequently more inspired to contribute to the protection of natural places when they can
see a visible benefit or return.

Literature implies that tourism marketing within national parks has various positive en-
vironmental effects (Sharpley—Pearce, 2007). Primarily, it enhances environmental awareness
and appreciation by providing environmental information and raising tourists' knowledge of
the ecological effects of their actions (Yu et al., 2020; Zheng et al., 2020). Furthermore, the
money brought in by tourists is an additional source of conservation funding (Goodwin,
2002). Therefore, it immediately contributes to the preservation of sensitive zones and living
areas. For instance, park fees and other kinds of revenue can be dedicated to funding envi-
ronmentally beneficial projects. Finally, promote national park tourism that has minimal
negative environmental and sociocultural impacts (Truong—Hall, 2016).

Socio-cultural contribution of tourism marketing

It is widely assumed that tourism marketing activities have a significant impact on the com-
munity's eventual fate, as well as increased pride in the local area where residents are recep-
tive and welcoming to visitors (Verbeek et al., 2011). It has many impacts on sociocultural
life because multi-cultural societies are enriched with unique and different new experiences
such as new traditions, new cultures, and new civilizations from all over the world (Liu et al.,
2013). Moreover, it helps protect cultural heritage by generating money that is directly rein-
vested in the restoration of historically significant buildings, archaeological sites, and archi-
tectural landmarks. (Eagles et al., 2002; Hall-Law, 2009).

Furthermore, it supports locally-based tourism-related businesses such as hotels, restau-
rants, and lodges (Eagles et al. 2000). In addition to supporting locally-based tourism-related
businesses, it paves the way for improved accommodations, transportation, and attractions,
which also benefit the local economy (Ali Akasha et al., 2020). While the primary goal of
many of these initiatives is to provide a better experience for tourists, they also have positive
effects on the surrounding community and can safeguard other essential rural services such as
providing public transportation, maintaining village shops, and developing and maintaining
cycleways and footpaths (Sharpley, 2003). However, besides its positive impact, tourism
marketing has a negative impact on local communities, such as creating hostilities between
residents and visitors as the host community becomes resentful of tourism and a tendency
towards gambling, nightclubbing, and prostitution that can undermine the social fabric of tra-
ditional communities, especially in developing countries (Archer, 2005). This requires an ap-
propriate and considerate application and implementation of tourism marketing to minimize
any negative social impacts as a long-term strategy (Avraham—Ketter, 2015).

Economic contribution of tourism marketing

Tourism marketing has a positive effect on the country’s economic development, local com-
munity, and regional and federal governments (Mayer et al., 2010). This is due to the for-
mation of the tourism industry from various sectors such as the travel sector, the hospitality
sector, and tourist destination products including its natural resources, cultural heritage, and
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cuisines and foods from various cultural backgrounds (Rahmoun-Baeshen, 2021). Particular-
ly, national park tourism enhances the country’s tourist attractions, including its biodiversity,
cultures, natural environments, and ancient history (An et al., 2019). It is a significant compo-
nent of the growing footprint (Truong—Hall, 2016). The literature exposes that tourism mar-
keting presents a chance for countries plagued by poverty and unemployment to generate em-
ployment and income for regional and national socioeconomic development (Foued—Sawsan,
2019), but the outcomes, including the potential for both positive and negative impacts, are
determined by the management of tourism development (Zanina Kirovska, 2011).

Summary and conclusions

The literature revealed that the right application and holistic tourism marketing strategies can
lead us to economic growth, employment opportunity, and poverty reduction, which brings
sustainable tourism development and a sustainable national park. Moreover, it can be a useful
tool for organizing and operating national park tourism in a way that limits their natural ef-
fects. On the other hand, protection and tourist use of ecological resources must approach the
problem in a global manner to handle ecological damage. It is important to consider the nature
and characteristics of national parks and their potential value as attractive destinations for
tourism development while implementing an effective tourism marketing strategy for national
parks and encouraging the sustainable use of the natural environment and its resources. Na-
tional park managers need to identify the right tourism marketing strategy that induces tour-
ism and enhances the attractiveness of destinations, which increases the tourist flow in a way
that doesn’t affect the sustainability, biodiversity, and natural environments of national parks.
Additionally, the national parks authority is required to form local, regional, and national
tourism marketing strategies to enable effective national park tourism, sustainable tourism,
and socio-economic development.

The quality of tourism in national parks plays a key role in the success of sustainable
tourism development. Services must provide a fairly valued incentive for biodiversity conser-
vation, taking on the management of the biological system as well as its co-benefits, which
may include socio-cultural services for local communities. Therefore, the management of na-
tional parks and tourism marketers require a comprehensive strategy for promoting national
park tourism that will help unify norms and practices for environmental utilization, such as
providing a forum through which individuals can experience nature and gain an appreciation
for its significance to society as a whole.

In terms of achieving sustainable tourism development, it is apparent that there must be
the right application of tourism marketing to maximize the economic benefits to the local
community while simultaneously minimizing the environmental and social costs. One of the
most crucial things the tourism sector can do to reduce the amount of environmental harm it
causes is to move toward ,,green tourism marketing” approaches, which involve the use of
energy-efficient and non-polluting construction equipment, drainage systems, and renewable
energies. Furthermore, contamination avoidance, and waste minimization measures are espe-
cially important for tourism due to the fact that trash treatment and disposal are typically sub-
stantial, long-term natural challenges in the tourist destination.

Conclusion

This review employs a systematic literature review methodology, focusing primarily on a
mapping of the current literature on tourism marketing and national parks. The literature
comprises 55 articles published between 2000 and 2021 in various scientific journals. The
study has found some of the essential relationships between national parks and tourism mar-
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keting, the importance of tourism for the preservation of national parks, and the development
of sustainable tourism. This research has some drawbacks. The data for this study was ob-
tained from scholarly journals, which exclude conference articles, book chapters, and Ph.D.
dissertations on the subject. Second, the scope of this analysis was limited to only national
parks; other tourist destinations were not analyzed. This may imply that the review is not ex-
haustive; however, the authors believe that it provides a foundation for future research, par-
ticularly on the relationship between tourism marketing, national park sustainability, and tour-
ism development.

Reference

Albrecht, J. N. (2018): Marketing national parks for sustainable tourism. Annals of Leisure Research,
21(1), 116-117. DOI: https://doi.org/10.1080/11745398.2016.1258583.

Ali Akasha, A. M. — Albattat, A. — Tham, J. (2020): The effect of tourism marketing on attracting
local tourists in the central region of Libya, perceived risks as a moderator. Journal of criti-
cal review 7(14):254-264. DOI: https://doi.org/10.31838/jcr.07.14.44.

Ali, D. H. (2021): The impact of tourism marketing on the attracted tourists in Shaglawa. Studies of
Applied Economics, 39(7):3-17. DOI: https://doi.org/10.25115/eea.v39i7.5230.

Alers, M. — Bovarnick, A. — Boyle, T. — Mackinnon, K. — Sobrevila, C. (2007): Reducing threats to
protected areas: lessons from the field. New York, USA, UNDP, p. 84.

An, L. T. — Markowski, J. — Bartos, M. — Rzenca, A. — Namiecinski, P. (2019): An evaluation of desti-
nation attractiveness for nature-based tourism: Recommendations for the management of na-
tional parks in Vietnam. Nature Conservation-Bulgaria, 32, 51-80.

DOI: https://doi.org/10.3897/natureconservation.32.30753.

Archer, B. (2005): The positive and negative impacts of tourism. Global Tourism, 79-102.
DOI: https://doi.org/10.1016/b978-0-7506-7789-9.50011-x.

Avraham, E. — Ketter, E. (2016): Tourism Marketing for Developing Countries: Battling Stereotypes
and Crises in Asia, Africa, and the Middle East. Palgrave Macmillan.
DOI: https://doi.org/10.1057/9781137342157.

Ballantyne, R. — Packer, J. — Hughes, K. (2009): Tourists’ support for conservation messages and sus-
tainable management practices in wildlife tourism experiences. Tourism Management, 30(5):
658-664. DOI: https://doi.org/10.1016/j.tourman.2008.11.003.

Balmford, A. — Beresford, J. — Green, J. — Naidoo, R. — Walpole, M. — Manica, A. (2009): A Global
Perspective on Trends in Nature-Based Tourism. PLOS Biology, 7(6), €1000144.

DOI: https://doi.org/10.1371/journal.pbio.1000144.

Balmford, A. — Green, J. M. H. — Anderson, M. — Beresford, J. — Huang, C. — Naidoo, R. — Walpole,
M. — Manica, A. (2015): Walk on the Wild Side: Estimating the Global Magnitude of Visits
to Protected Areas. PLOS Biology, 13(2), e1002074.

DOI: https://doi.org/10.1371/journal.pbio.1002074.

Belayneh, A. — Yohannes, T. — Worku, A. (2013): Recurrent and extensive forest fire incidence in the
Bale Mountains National Park (BMNP), Ethiopia: Extent, Cause, and Consequences. Inter-
national Journal of Environmental Sciences, 2, 29-30.

Benghadbane, F. — Khreis, S. (2019): The Role of Tourism Marketing in Enhancing Tourism Devel-
opment: A Comparative Study Between Constantine and Amman Cities. GeoJournal of
Tourism and Geosites, 24(1):146-160. DOI.: https://doi.org/10.30892/gtg.24112-349.

Buhalis, D. (2000): Marketing the competitive destination of the future. Tourism Management,
21(1):97-116. DOI: https://doi.org/10.1016/S0261-5177(99)00095-3.

Bushell, R. (2003): Balancing conservation and visitation in protected areas. Nature-Based Tourism,
Environment and Land Management, 197-208.

DOI: https://doi.org/10.1079/9780851997322.0197.

de Sausmarez, N. (2007): Crisis Management, Tourism, and Sustainability: The Role of Indicators.

Journal of Sustainable Tourism, 15(6):700-714. DOI: https://doi.org/10.2167/jost653.0.

32


https://doi.org/10.1080/11745398.2016.1258583
https://doi.org/10.31838/jcr.07.14.44
https://doi.org/10.25115/eea.v39i7.5230
https://doi.org/10.3897/natureconservation.32.30753
https://doi.org/10.1016/b978-0-7506-7789-9.50011-x
https://doi.org/10.1057/9781137342157
https://doi.org/10.1016/j.tourman.2008.11.003
https://doi.org/10.1371/journal.pbio.1000144
https://doi.org/10.1371/journal.pbio.1002074
https://doi.org/10.30892/gtg.24112-349
https://doi.org/10.1016/S0261-5177(99)00095-3
https://doi.org/10.1079/9780851997322.0197
https://doi.org/10.2167/jost653.0

Eagle, L. — Hamann, M. — Low, D. R. (2016): The role of social marketing, marine turtles, and sus-
tainable tourism in reducing plastic pollution. Marine Pollution Bulletin, 107(1):324-332.
DOI: https://doi.org/10.1016/j.marpolbul.2016.03.040.

Eagles, P. F. — McCool, S. F. (2002): Tourism in national parks and protected areas: Planning and
management. Cabi.

Elid, C. (2014): Marketing Mix in Tourism Academic Journal of Interdisciplinary Studies.
https://www.richtmann.org/journal/index.php/ajis/article/view/2955.

Goodwin, H. (2002). Local community involvement in tourism around national parks: opportunities
and constraints. Current Issues in tourism, 5(3-4):338-360.

DOI: https://doi.org/10.21832/9781873150757-014.

Gunness, A. (2016): Tourism marketing for developing countries: battling stereotypes and crises in
Asia, Africa, and the Middle East. Current Issues in Tourism, 20(9):1002-1004.

DOI: https://doi.org/10.1080/13683500.2016.1203511.

Hall, C. M. - Lew, A. A. (2009): Understanding and managing tourism impacts: An integrated ap-
proach. Routledge. DOI: https://doi.org/10.4324/9780203875872.

Lei, W. — Huibin, X. — Kostopoulou, S. (2014): The relation of destination marketing and destination
management from a theoretical perspective. (ICSSSM), 1-6.

DOI: https://doi.org/10.1109/ICSSSM.2014.6943353.

Liberati, A. — Altman, D. G. — Tetzlaff, J. — Mulrow, C. — Getzsche, P. C. — loannidis, J. P. A. —
Clarke, M. — Devereaux, P. J. — Kleijnen, J. — Moher, D. (2009): The PRISMA statement for
reporting systematic reviews and meta-analyses of studies that evaluate health care interven-
tions: Explanation and elaboration. Journal of Clinical Epidemiology, 62(10), el-e34.

DOI: https://doi.org/10.1016/j.jclinepi.2009.06.006.

Liu, C. H. — Tzeng, G. H. — Lee, M. H. — Lee, P. Y. (2013): Improving metro—airport connection ser-
vice for tourism development: Using hybrid MCDM models. Tourism Management Perspec-
tives, 6, 95-107. DOI: https://doi.org/10.1016/j.tmp.2012.09.004.

Lof, M. — Dey, D. C. — Navarro, R. M. — Jacobs, D. F. (2012): Mechanical site preparation for forest
restoration. New Forests, 43(5-6):825-848. DOI: https://doi.org/10.1007/s11056-012-9332-x.

Mamo, Y. — Pinard, M. A. — Bekele, A. (2010): Demography and dynamics of mountain nyala Tragel-
aphus buxtoni in the Bale Mountains National Park, Ethiopia. Current Zoology, 56(6):660—
669. DOI: https://doi.org/10.1093/cz00l0/56.6.660.

Mamo, Y., & Bekele, A. (2011). Human and livestock encroachments into the habitat of Mountain
Nyala (Tragelaphus buxtoni) in the Bale Mountains National Park, Ethiopia. Tropical Ecolo-
gy, 52(3):267-273.

Mayer, M. — Miiller, M. — Woltering, M. — Arnegger, J. — Job, H. (2010): The economic impact of
tourism in six German national parks. Landscape and Urban Planning, 97(2):73-82.

DOI: https://doi.org/10.1016/j.landurbplan.2010.04.013.

Mihanyar, P. — Rahman, S. A. — Aminudin, N. (2016): Investigating the Effect of National Park Sus-
tainability on National Park Behavioral Intention: Kinabalu National Park. Procedia Eco-
nomics and Finance, 37, 284-291. DOI: https://doi.org/10.1016/s2212-5671(16)30126-5.

Morrison, A. M. (2013): Marketing and Managing Tourism Destinations. Taylor & Francis.
https://www.taylorfrancis.com/books/mono/10.4324/9780203081976.

Mwinuka, O. H. (2017): Reviewing the role of tourism marketing in successful sustainable tourist
destinations. African Journal of Hospitality, Tourism and Leisure, 6(2):11.

Pecl, G. T. — Aratijo, M. B. — Bell, J. D. — Blanchard, J. — Bonebrake, T. C. — Chen, I. C. — Clark, T. D.
— Colwell, R. K. — Danielsen, F. — Evengérd, B. — Falconi, L. — Ferrier, S. — Frusher, S. —
Garcia, R. A. — Griffis, R. B. — Hobday, A. J. — Janion-Scheepers, C. — Jarzyna, M. A. — Jen-
nings, S., . . . Williams, S. E. (2017): Biodiversity redistribution under climate change: Im-
pacts on ecosystems and human well-being. Science, 355(6332).

DOI: https://doi.org/10.1126/science.aai9214.

Plummer, R. — Fennell, D. A. (2009): Managing protected areas for sustainable tourism: Prospects for
adaptive co-management. Journal of Sustainable Tourism, 17(2):149-168.
DOI: https://doi.org/10.1080/09669580802359301.

33


https://doi.org/10.1016/j.marpolbul.2016.03.040
https://www.richtmann.org/journal/index.php/ajis/article/view/2955.
https://doi.org/10.21832/9781873150757-014
https://doi.org/10.1080/13683500.2016.1203511
https://doi.org/10.4324/9780203875872
https://doi.org/10.1109/ICSSSM.2014.6943353
https://doi.org/10.1016/j.jclinepi.2009.06.006
https://doi.org/10.1016/j.tmp.2012.09.004
https://doi.org/10.1007/s11056-012-9332-x
https://doi.org/10.1093/czoolo/56.6.660
https://doi.org/10.1016/j.landurbplan.2010.04.013
https://doi.org/10.1016/s2212-5671(16)30126-5
https://www.taylorfrancis.com/books/mono/10.4324/9780203081976
https://doi.org/10.1126/science.aai9214
https://doi.org/10.1080/09669580802359301

Pomering, A. — Noble, G. — Johnson, L. W. (2011): Conceptualizing a contemporary marketing mix
for sustainable tourism. Journal of Sustainable Tourism, 19(8):953-969.
DOI: https://doi.org/10.1080/09669582.2011.584625.

Puhakka, R. — Saarinen, J. (2013): New Role of Tourism in National Park Planning in Finland. The
Journal of Environment & Development, 22(4):411-434.

DOI: https://doi.org/10.1177/1070496513502966.

Rahmoun, M. — Baeshen, Y. (2021): Marketing Tourism in the Digital Era and Determinants of Suc-
cess Factors Influencing Tourist Destinations Preferences. Asia-Pacific Management Ac-
counting Journal, 16(1):163-181. DOI: https://doi.org/10.24191/APMAJ.V16i1-07.

Reihanian, A. — Mahmood, N. Z. B. — Kahrom, E. — Hin, T. W. (2012): Sustainable tourism develop-
ment strategy by SWOT analysis: Boujagh National Park, Iran. Tourism Management Per-
spectives, 4, 223-228. DOI: https://doi.org/10.1016/j.tmp.2012.08.005.

Rethlefsen, M. L. — Kirtley, S. — Waffenschmidt, S. — Ayala, A. P. — Moher, D. — Page, M. J. — Koffel,
J. B. — Blunt, H. — Brigham, T. — Chang, S. — Clark, J. — Conway, A. — Couban, R. — de
Kock, S. — Farrah, K. — Fehrmann, P. — Foster, M. — Fowler, S. A. — Glanville, J., ... PRIS-
MA-S Group. (2021): PRISMA-S: An extension to the PRISMA Statement for Reporting
Literature Searches in Systematic Reviews. Systematic Reviews, 10(1): 39.

DOI: https://doi.org/10.1186/s13643-020-01542-z.

Risti¢, D. — Vukoici¢, D. — Milin¢i¢, M. (2019): Tourism and sustainable development of rural settle-
ments in protected areas-Example NP Kopaonik (Serbia). Land Use Policy, 89, 104231.
DOI: https://doi.org/10.1016/j.landusepol.2019.104231.

Schégner, J. P. — Brander, L. — Maes, J. — Paracchini, M. L. — Hartje, V. (2016): Mapping recreational
visits and values of European National Parks by combining statistical modelling and unit
value transfer. Journal for Nature Conservation, 31, 71-84.

DOI: https://doi.org/10.1016/j.jnc.2016.03.001.

Shaalan, I. M. (2005): Sustainable tourism development in the Red Sea of Egypt threats and opportu-
nities. Journal of Cleaner Production, 13(2):83-87.
DOI: https://doi.org/10.1016/j.jclepro.2003.12.012.

Sharpley, R. (2003): Tourism & leisure in the countryside (No. Ed. 3). EIm Publications.

Sharpley, R. — Pearce, T. (2007): Tourism, Marketing and Sustainable Development in the English
National Parks: The Role of National Park Authorities. Journal of Sustainable Tourism,
15(5):557-573. DOI: https://doi.org/10.2167/jost613.0.

Sriarkarin, S. — Lee, C.-H. (2018): Integrating multiple attributes for sustainable development in a
national park. Tourism Management Perspectives, 28, 113-125.

DOI: https://doi.org/10.1016/j.tmp.2018.08.007.

Steven, R. — Pickering, C. — Guy Castley, J. (2011): A review of the impacts of nature-based recrea-
tion on birds. Journal of Environmental Management, 92(10):2287-2294.
DOI: https://doi.org/10.1016/j.jenvman.2011.05.005.

Swartz, Marth kirk. (2011): The PRISMA Statement: A Guideline for Systematic Reviews and Meta-
Analyses | Elsevier. DOI: https://doi.org/10.1016/j.pedhc.2010.09.006.

Teshome, A. — Randall, D. — Kinahan, A. (2011): The changing face of the Bale Mountains National
Park over 32 years: A study of land cover change. Walia, 2011(Special):118-130.

Truong, V. D. — Hall, C. M. (2016): Corporate social marketing in tourism: to sleep or not to sleep
with the enemy? Journal of Sustainable Tourism, 25(7):884-902.

DOI: https://doi.org/10.1080/09669582.2016.1201093.

Valdivieso, J. C. — Eagles, P. F. — Gil, J. C. (2015): Efficient management capacity evaluation of tour-
ism in protected areas. Journal of Environmental Planning and Management, 58(9):1544—
1561. DOI: https://doi.org/10.1080/09640568.2014.937479.

Verbeek, D. — Bargeman, A. — Mommaas, J. (2011): A sustainable tourism mobility passage. Tourism
Review, 66(4):45-53. DOI: https://doi.org/10.1108/16605371111188731.

Watson, C. — Mourato, S. — Milner-Gulland, E. J. (2013): Uncertain emission reductions from forest
conservation: REDD in the Bale Mountains, Ethiopia. Ecology and Society, 18(3).

DOI: https://doi.org/10.5751/es-05670-180306.

Wearing, S. L. — Schweinsberg, S. — Tower, J. (2016). Marketing national parks for sustainable tour-

ism. Channel View Publications. DOI: https://doi.org/10.21832/9781845415594.

34


https://doi.org/10.1080/09669582.2011.584625
https://doi.org/10.1177/1070496513502966
https://doi.org/10.24191/APMAJ.V16i1-07
https://doi.org/10.1016/j.tmp.2012.08.005
https://doi.org/10.1186/s13643-020-01542-z
https://doi.org/10.1016/j.landusepol.2019.104231
https://doi.org/10.1016/j.jnc.2016.03.001
https://doi.org/10.1016/j.jclepro.2003.12.012
https://doi.org/10.2167/jost613.0
https://doi.org/10.1016/j.tmp.2018.08.007
https://doi.org/10.1016/j.jenvman.2011.05.005
https://doi.org/10.1016/j.pedhc.2010.09.006
https://doi.org/10.1080/09669582.2016.1201093
https://doi.org/10.1080/09640568.2014.937479
https://doi.org/10.1108/16605371111188731
https://doi.org/10.5751/es-05670-180306
https://doi.org/10.21832/9781845415594

Yu, M. — Li, Z. — Yu, Z. — He, J. — Zhou, J. (2020): Communication related health crisis on social me-
dia: a case of COVID-19 outbreaks. Current Issues in Tourism, 24(19):2699-2705.
DOI: https://doi.org/10.1080/13683500.2020.1752632.

Zanina Kirovska. (2011): Strategic management within tourism and world globalization. UTMS Jour-
nal of Economics, 2(1):69-76.

Zheng, Y. — Goh, E. — Wen, J. (2020): The effects of misleading media reports about COVID-19 on
Chinese tourists’ mental health: a perspective article. Anatolia, 31(2):337-340.
DOI: https://doi.org/10.1080/13032917.2020.1747208.

35


https://doi.org/10.1080/13683500.2020.1752632
https://doi.org/10.1080/13032917.2020.1747208

