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Introduction

The current paper is based on a 3-year research project that aims to analyse the actual and the potential
added value of niche tourism products in the successful development and the international
competitiveness of Hungarian tourism. Tourism development is often a highly pursued economic
alternative to traditional industries in post-industrial economies. At many currently popular tourist
destinations, deindustrialisation and the development of the service sector, including tourism, only
followed various unsuccessful attempts at sustaining industrial activities, especially in the 1970s and
1980s [1]. However, at this stage it was already becoming clear that mass tourism development may
bring about serious negative social, economic and environmental consequences; MOoreover, industrial
communities often lacked the traditional geographical and heritage resources of conventional tourism
development. Therefore, post-industrial tourism development is often based on creativity and
{nnovation in identifying potential niche products and catering for niche visitor segments.

The concept of niche tourism and its role in the global economy

Niche tourism (also known as special interest tourism) is a relatively new phenomenon in the history
of tourism [2], which has emerged as a counter-point to mass tourism development. Following World
War 2, the globalisation of tourism, mass travel and the associated extensive suprastructural
development led to large-scale agglomerations of hotels and resorts, growth in the number of visitor
attractions designed to accommodate large numbers of people, an increase in air traffic and a general
expansion in freight capacity and transport infrastructure. Within the framework of the resulting mass
tourism, 980 million international tourist arrivals were registered in 2011 [3]. Services provided for
mass tourists are also large-scale and relatively standardised, offering fairly similar experiences [4]. In
mass tourism, competition between major producers and destinations is mainly based on price, which
also plays a key role in the tourists’ decision-making process [5]. The democratisation of tourist
consumption, the emergence of large numbers of internationally inexperienced travellers in the 1960-
70’s has led to the application of Fordist principles in the field of tourism, resulting in the growing
success of travel companies seeking economies of scale, and offering standardised packages and
services [6].

However, during the last two decades, in parallel with the globalisation of mass tourism, a new,
opposite trend has also appeared in the international tourist market: specialisation as opposed to
homogenisation [7]. The increasing ratio of experienced travellers has brought about new demand
patterns, and has significantly influenced the services offered by many destinations and companies.
The importance of alternative tourism products such as festival tourism or ecotourism has been
increasing, and the gradual fragmentation of the supply led to the creation of highly specialised niche
products, such as birding within ecotourism, or movie-induced visits within cultural tourism [8]. The
role of imagination, creativity and innovation has become central, leading to the creation of financially
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profitable products based on site-specific features that are also more compliant with the criteria of
economic, cultural and ecological sustainability [9].

Although niche tourism products are highly diverse, they all satisfy the unique needs of very
narrow segments, particularly in comparison with the mass demand and relatively standardised supply
of traditional tourist products (such as waterside holidays, winter holidays/winter sports, general
interest urban tourism). Consequently, in niche tourism, the basis of product development is
uniqueness and a personal, tailor-made approach, with the tourist’s active involvement in the product
design and the service delivery process [10]. Thus, the phenomenon of co-creation is gaining
significance also in the field of tourism, meaning the co-operation of guests and producers in the
personalisation of services, and the opportunity of individual mixing and matching of service
components by the customers [11].

On a global level, niche tourism research has a tradition of approximately two decades. On the
one hand, niche tourism has become a subject of research as a consequence of increasingly
sophisticated consumer behaviour analysis in the field of tourism. As tourism marketing studies started
_to focus more on the individual experience as well as the expected and perceived consumer value [12],
. these approaches also highlighted the importance of individual tourist activities, of product
. development strategies aiming to satisfy personal needs, and of the added value of the overall service
procedure. On the other hand, increasing competition in the international tourism market also
- encouraged the assessment of factors of competitiveness, particularly the analysis of service and
. destination USPs and ESPs [13]; such studies emphasised the role of niche products as potential
" unique competitive advantages for a company or a destination. At the beginning, most studies on niche
tourism aimed to clarify the notion and to explore the characteristics of various niche tourism
products, however, the growth of knowledge in this area has increasingly led to a deeper, more
complex assessment of the supply and demand features of unique products.

Research methods

- Within the framework of the 3-year long research project, both secondary and primary methods are

- msed. Secondary research includes the analysis of available domestic and international literature

* sources in the following subject areas:

- o The development, history, types and characteristics of niche (special interest) tourism

- o The theory of motivation in tourism, the travel decision process, and the external, internal,

. objective and subjective factors influencing travel behaviour

. Primary research methods include the following techniques:

# Data collection and analysis using internet databases to explore the availability of resources to be
used in niche tourism development, as well as the range of existing niche tourism products,
investigation of the geographical dimensions of supply, identification of potential development

. opportunities

. .+ Delphi survey in order to define the destination-specific concept of niche tourism

Assessment of niche tourism supply

o Exploration of success factors among successful and unsuccessful niche tourism companies
(PEST and SWOT analyses ) — structured interviews with managers and/or owners of 25
successful and 25 struggling businesses

o Exploration and assessment of products currently under development (PEST and SWOT
analyses ) — structured interviews with initiators, managers and/or owners of 20 projects

o Investigation of the media coverage of niche tourism ~ content analysis based on broadcasted

% and printed mediums

. ® Assessment of niche tourism demand

o Focus group research with frequent, experienced travellers (interest in niche products,
familiarity, perceptions, actual demand)

o Structured interviews with customers who have a unique hobby (interest in hobby-related
tourist products, familiarity, perceptions, actual demand)

o Questionnaire surveys among frequent, experienced and typical, average travellers (interest in
niche products, familiarity, perceptions, actual demand, information sources)
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Innovation in niche tourism development in post-industrial Székesfehérvar

The city of Székesfehérvér is located in central Hungary, app. 65 km from the capital city, Budapest. It is the seat of Fejér
county and the regional centre of Central Transdanubia, with a population of app. 102,000 persons. The city’s tourism
development potential is closely connected to its historic heritage: established in the 10" century, it is one of the most
ancient Hungarian settlerments, and in the Middle Ages, Székesfehérvar was a royal residence and the most inportant
town of the Hungarian state. For centuries, the Hungarian kings and queens were crowned and buried i its basilica,
where the symbols of the royal power were kept, together with the state archives and the treasury. Due to its religious and
commercial significance and its central location within the country, Székesfehérvar becarme the meeting point of
pilgrimage routes to the Holy Land as well as important trading routes leading to all directions. The royal markets held
weekly also contributed to the economic and social development of the town.

Throughout its turbulent history in Central Hungary, the city has been destroyed and rebuilt
several times. After World War II, similarly to many other cities in the socialist era, Székesfehérvir
was subject to rapid industrialization that led to the opening of such important factories — soon
becoming popular consumer brands — as the Ikarus bus factory, the Videoton Radio and Television
factory (Figure 1) and the Kénnyifémmi aluminium processing plant.

Figure 1

Nostalgic logos of the Tkarus' and the Videoton” brands
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At the end of the socialist regime, all important factories were on the verge of collapsing and
thousands of people lost their jobs. However, in terms of modern economic development, the city
actually profited from losing the old and inefficient companies as the abundance of skilled labour
together with excellent traffic connections and high-quality infrastructure attracted numerous foreign
firms seeking to invest in Hungary, and Székesfehérvar became one of the prime destinations for
multinational companies in Hungary (e.g. Ford, IBM, followed later by Philips, Alcoa or Denso),
turning the city into a success story of Hungary's transition into a market economy.

Despite the existence of a rich industrial heritage that is becoming increasingly popular, due to
the fashionable trends of retro and nostalgia products and services [14], the growing symbiosis of
technology and service development [15], and the rising interest in industrial tourism throughout the
world [16], at the moment most visitors perceive Székesfehérvar as a predominantly historic and
cultural destination. Figure 2 shows the most popular attractions of the city based on a survey carried
out in summer 2012 (‘satisfaction’ with the attraction was measured on a 1-5 scale with 5 being the
highest satisfaction level, while ‘visitation’ values indicate the percentage of respondents who actually
visited the given attraction). According to the findings, while the most highly evaluated attraction of
Székesfehérvar is a fairytale building (the extraordinary Bory-castle was built by sculptor and architect
Jend Bory in the 20" century), the most visited and most emblematic site is the Garden of Medieval
Ruins, followed by the “Royal Days” historic festival and the St. Stephen’s Basilica, all three evoking
the medieval heritage of the city.

In the post-industrial economy of Székesfehérvdr, the development of industrial heritage
tourism would create a site-specific niche product that is based on modern technology, innovation and
creativity, and caters for the needs of growing subcultures, both in Hungary and abroad. The nostalgia
induced by the popular socialist brands, together with the state-of-the-art technology of the currently
successful industrial companies, would serve as the core of product development that memorialise the
beauty of industrial plants and the grandeur of technological processes, in addition to celebrating the
social heritage of people whose lives have been connected with the city’s industrial past and present.

! Source: http://iki266.blog.hu (downloaded 10.10.2012)
% Source: http:/fwww.radiohistoria.hufOldradiofma'mhu.nsf/wmanuidfOOOOOS’.’ (downloaded 10.10.2012)
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Figure 2
The most significant tourist attractions of Székesfehérvar
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Conclusions

Currently, post-industrial tourism development in Székesfehérvar seems to have two potential pillars
to be built on: the traditional “Royal City” image that is embodied by such attractions as St. Stephen’s
Basilica or the Garden of Medieval Ruins, or the modern and unconventional “Industrial City of the
Future” image that is able to present the city’s economic transition from classic manufacturing to
knowledge- and innovation-based industries, using the latest available technologies in interpretation
and attraction development. Although the second approach is less in line with the city’s traditional
tourism development direction, it requires extensive co-operation with active industrial factories, and
would probably reach more narrowly defined customer segments, its parallel development with the
city’s heritage attractions would provide a connecting path, also in the field of tourism development,
from Székesfehérvar’'s past into its future.

The research was supported by the Bolyai Janos Research Scholarship of the Hungarian Academy of
Sciences.
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[LIIOPAJIM3ANMSI HEHHOCTEN ¥ CTUJIEH JKM3HI

H. A. I'onosuH
1. C. H., Tpodeccop Kaheapsl TEOPHK U UCTOPHH COUMOIOTHH daxysibTeTa COLMONIOTHH
Cankr-TleTepByprekoro rocy1apcTBEHHOTO YHHBEPCHTETA

[Tokonenyeckas cTpyKTypa oduiectsa GopMHpyeTcs, B OCHOBHOM, €ro uctopueiil. Hanpumep, B
CTpaHax, y4acTBOBABLUMX M 3ATPOHYTBIX MHpOBO# BOJHOH €CTh BOBHHOE NoKoNeHHe. OnHaKo OBIBaeT
TAK, YTO MOEPHM3ALMS CTUPAET Pa3nuyus OKONEHUH, 3aMEHAET ero pasiuineM BO3PacTHBIX I'PyNIL
MOJIOEXKb, JTIOAM CPEIHEro BO3pacTa, crapliee MOKOJICHUE. [lpiMep TOMy: BOCTOYHAs M 3amajgHag
yactu I'epMaHui. B NnepBOM Criydyae MONMTHYECKHE MOKONEHHS €CTh M MOXOXH Ha poccuiickue, BO
BTOPOM Clly4ae B pe3yibTare JABHO CIOXMBLUETOCA obiecTsa noTpefieHus HOBBIX TIOKOJEHHH He
po3uukaer. [locrenHee IONHUTHYECKOE TNOKONEHHE TaM — TIOKONCHHE 1968 roma — Y4aCTHHKOB
JIBHKEHHMS MOJIOAEKHOrO MpOTecTa MPOTHB CHCTEMBL Kaxk sxe ob6CcTOMT Aeno B Hauimx obuiecTeax B
Hayane OuepefHOro ITara MOAePHH3ALUH !

B Ka3axCTAHCKOM H B poccHiickom ofluecTax MHOro ofLIEro, OCHOBAHHOIO Ha obuelt ncTopuu.
Tak, y Hac ecTb /[[Ba KPYIIHEIX COBETCKHX TOKOJICHHUA. ITepBoe chopMUPOBAIOCH elle 10 MOCTPOCHHH
ocHoB cotuanuima (1938 r.), BTopoe — B CIOKHBIIEMCS COBETCKOM oflilecTBE BIUIOTh 10 €r0 KPH3HCa,
yavasierocs 8 1985 roay. Haurimu o6MMH TIOJINTHYECKMMH HOKOMCHUAMH ABIAOTCA: 1) BoexHoe
u nociesoeHHoe nokonenue; 2) [okonenne «oTTeneIH» (1960-x rr.); 3) [lokonenue «3actost» ¥ 2)
[Nokonenue nepectpolikn. Jns Poccuy 3TO NMPUMEPHO 70 MJIH. 4YeN, TO ecThb [ONOBHHA HACEEeHHA.
BTopas TOJOBHHA — 3TO HOBbIS POCCHHCKME TTOKONEHUS, T, KTO BHIpOC B Poccun Ges CCCP,
CoOTBETCTBEHHO, MONOBMHA Hacenenns KasaxcTana — OKOJIO 7 MJH. YeOBEK Takke B3POC/CET B
cyseperHoM KazaxcraHne.

Cpely HMX MOXHO DasiMUHTB MOKOJEHME KPH3HCA U TOKOICHHE crabunuzauum. Y 3THX
O/MHAKOBBl HA3BAHHA, HO IO CONEPKAHMIO COLMANM3AUWA OHH pasHBIE 32 CHET MOJTUTHYECKOH
cocTapnsiowel coupanuzauuu. Tak, B KazaxcraHe 3HAYMTENBHO fonblllee BIWAHHE MMeEeT
ATHUYECKAs M A3BIKOBAS cOLManu3auud, yeM B Poccud. DTH pasnuuus HapacTanu Obl, HO B Hauane
¥XI B Poccuu ¥ B Kaszaxctame, B JpyIMx CTpaHax peruoHa UpOM3OWITa OTHOCHTEIbHAL
cTabunu3auus. bosnee Toro, B Poccud rpoMKO 3a4BHI0 O cefe obinecTBo NOTpPebneHHA C ET0 UHBIMH
LesHocTAMA. [1paBaa, B HEM OJIHOLEHHO Y4acTBYyeT JHILE 1/3 HaceneHus.
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