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Abstract

C2dz2NRAY aKlFff 0SS (KS WRIFFENBYII PASYR2NFRGZLF RANF SN
(NBTC, 2019.28). What is meant by this new vision of the NBTQdorism in the Netherlands can be

aSSy gKSy GFrl{Ay3a | t221 G O2d3ddbadbBatler ROOKEIRD 350 LINE ¢
the temporal imbalance in touristic liveliness at a destination: Whilst beaches are full and tilisging in
summer,nature is idyllic gt doorsare closedn winter. In Zeeland, low seasons thus go along with few
incomesin the LINR @ AsgcOrsl Diggest economic sector as well as missing liveliness and supply that
would make it an attractivandviable place tdive. Chances for mitigating low season are seen in German
tourists who come already early in the year and leave late in Octodden presening themselves as
GoSEFOGKSNI NBaAadbriaging. ' yR faz2z Ayo02YS

Therefore,it wasthe aim of this researcho exdore, which German quality niche markets may allow a
qualitative lengthening of Zeeland's tourism seasArguality low season toist is considered the on&ho
loves, appreciats, and suppors %S St | Y RQE  diR@ngé {bastivéhile sprddding geogphically-,
and becomealoyal fan

Consequently, 38emistructured indepth interviews with German tourists and 8 furtherterviews with
customer service employees from tourism offices and a booking centre in Zeeland were conducted
betweenNovember2019 and February 202@ hisallowed a segmentation of the presented market based

on their sought travel benefits. Photlicitation increased result density and validity.

¢ KS NB&SIFNOK NBadzZ §a YANNRBNBR | YI N)inderentiranbuility 02 Y S a
at the seaside anthke advantage o& short travel distanceyet alsomeetsin many points the critea of a

quality tourist In terms of quality tourism, st attention still attracted those guesisho had a longer

travel time andaccordingly stayed longer at the province, seemingly leading to more explorative behaviour

for filling free time. Due to theémportance of fostering a qualitative season lengthening, the overall
recommendation included an extension of the current marketNaofith RhineWestphalia by the federal

states of Hesse and Rhinelaftalatinate. Four potential subegments positively gaideattention:

1 Y2dzy3 FlL YATtASa 6AGK OKAf RNBY drnémlg Miastr@cir2 arid + 3 S
need for a younger iage

f Health tourists due to theihighl LILINBSOA I GA 2y 27T YSSitheajthRs@asair, LINK & (i A
seeminglyresulting in high travel motivation and matching the calm nature of low se#self

1 Winter campers whawere reported to be increasing in numbeselfcatering they mayincrease
tourist numbers despite seasemelated lacks in tourism infrastructure

1 Wolorers by chanc@vho show interest into topics that profile Zeeland towards other destination,
namely maritime topics and war histary

Furthermae, winter holidays in February were foumal provide a profitablemarket for families that can

visit the provirte when children facilities justpenedfor Dutch spring breakrofitability by activity level

and geographical spreading neither seemed todxelusively dependent on the target group Hustter
responding on limited information search behavioan-site. At last, &cording to these findings, it
appeared to be of minor importance whether a potential segment formed a niche or not as long ag qualit
criteria were fulfilled.
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1. Introduction

The province of Zeeland is located in the southwest of the Netherlands where manyaddnbridge
connected islandgEuropean Commission, 2018ym a unique coastal structurat provided the name

W | y R Onlyin 209,32 nillion visitors and more than 10 million overnight stays were registered
(VVV Zeeland, 2048 pp. 67, 24) Tourism plays a significant role in the province by being the most
active player in the service industand the second biggest econdc sector besides tradéEuropean
Commission, 2018)The VVV Zeeland contributes to the touristic managemamsite by meansof
promotion, product development, and BZBVV Zeeland, n.d.apndB2CserviceqVVV Zeeland, n.d.b)

Yet, the province is facing problems to remain an attractive and viable place to live and recreate-all year
round. The shortage of workifoe affects the viability of companies, including those/s®y the tourism
FYR fSA&8dz2NS AYyRdAGNEIEI 6KAOK GKNBFGSya w»SStlyRQa L
growth. Sociedemographic developments like population senescence are peslictfuel this problem

(VVV Zeeland, 20a8pp. 22, 26)for instance ithe number ofpotentially employableeopleforecasted

to shrink by20,000between 2019 and 204(Kaagman, 2019, p. 3@urther suffers te province low

name recognitiorand a weak imageegardingweather, cultural offers, vivid citiesdiversity and supply

(VVV Zeeland, 20a8pp. 3, 10 33-35) Consequentlyfor both, the VVV Zeelan®018, p. 27) andthe
provincial authority(Provincie Zeeland, 2016adhe improvement ofliveabilityin Zeeland and the value
perceptionof Zeelandare strategic goa in their business and political agendd®urism is believetb

play a supportive rolén this, for instance due to itsconomic relevancesupport ofinfrastructureand
leisure dfers, and positive impact orpopularity anddestinationimage(VVV Zeeland, 20a8pp. 27, 33)

However the way of how tourismgrowth shall take place will significantly differ to the years before.
Whentourism numbers rise, this must happeualitatively, meaning by better managing direction and

timing of tourism flows so that pressure on touristic hot spots will not further fisiéy but less popular
locationsprofit more from the development and socigconomic benefits of tourism. In other words,
liveability hasd SO2YS | YFGGSNI 2F LINBOSRSyOS Ay (KS 5dziOK
focus to spreadingpurism flowsgeographicallyandtemporallyover the seasons. As a result, visitarsl
especiallyDutch citizens shall benefit from tounisat any place and at any time of the yéhlederlands

Bureau voor Toerisme & Congressen [NBA@]9,pp. 4, 28 VVVZeeland, 2018a, p. 22018b, p. 4)

Thisresearchfocuseson the Dutch provinceof Zeeland andn meansof how to spreadtourism flows
over the year, i.e. on the problem of seasonality that impedes bearable tourism flows in summer and
economicas well asocial viabilityin winter. According to Butlerseasonalityis a temporal imbalance in
the touristic liveliness at a destinatigiButler, 2001, p. 332and a problem thathas been gaining in
interest the more the tourism economy is growing and driving economic and social developi2@hs

p. 2)asseasonalitypringsnumerous economic, socicultural, and ecological challengéSannas, 2012,
pp. 4547). Forthe VVV Zeelan@018a, pp. 3, -B, 14, 50) it is the German nr&et that bears most
potential for being attracted tdow seasos, for instance due to the positive market developme(88%

of the guests, thug¥89,000people, were Germani 2017which is an increase by 13.5% the year
before) as well agheir readiness for shoriterm trips and loyal return visitdMost notablyis however,
that the German tourism inflow ikess weathetdependent andalready by now, the German season is
the longest of the yea, lasting from Apribr May until October thanks to the Eastand autumn school
holidays Still, numbers of guests plummé&bm more than 100,000 visitors a month peak seasoto
less than 25,000 ilow seasonThe number ofovernight guests is just a tenth in February of what it uses
to bein July andAugust.
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Thus, summarised, the underlying problem of this research is the existence of strong seasonality among
German guest& Zeeland which adds to the restriction yéarround economic viabilityand perceived

liveability within the provinceln return, it is the aim of this study textenti KS WD S NXdythe &SI a2y
monthsfrom November until Marclflow seasohby addreséng promisingquality niche markets among

the existent German target marketThis includes an adaptation of marketing efforts andriem

LINE RdzOGa G2 GKS yAOKS YT Belfdawinganidzgdedrch quedtianSt o0 Sy
results Which Germamuality niche markets segmentedby benefits soughtmay allowa qualitative
lengtheningof Zeeland's tourisnseasor? Threesub-questions shall supportively guide tlexamination:

1 Which tourism products seem to provide tangible travel benefits to Gerlmarseasortourists
in Zeeland?

1 Which underlying intangible benefits do Germlaw seasortourists seek to gain from tourism
products offered in Zeeland?

1 Which further demographic, geographic, and behaviostaracteristiczdescribethe identified
Germanguality low seasomiche markets?

Since season lengtheningcan impact destinations also negatively the research findingshall as
indicated,criticallyconsideryualityi 2 dZNA aYQ & AG A& RSTFAYSR o6& (GKS =

2. Company Profile
%eland 1 Factsheet

Legal form Director Erik van den Dobbelsteen
& ngecutive Boafd Association  Supervisory  Mr Ezima (president)Mr DamenMr van Dijke,
Board: Mr SuurmondMrs de MillianoVan den Hemel

 Own sales

Sources of Income - . e
9 Subsidies fronProvincie Zeeland and local municipalities

Address$ & VVV 2eland Tel.: 0031¢ (0)118 583484

Communication Schuitvlotstraat 32 EMail: domburg@vvvzeeland.nl

Channels 4357 EB Domburg Other:  Newsletters, Apps ¢ SO E

Marketing & Product Inspiratbn- Sales Operational
Development management Management

Departments 4 ° (Route Planning Digital (15 tourist . . (CEOsecretaryHR,
Innovations information (i‘ZFBzzsefls?SZEch:lsgs FinanceICT, Logistics,
& Marketing) offices) Facilitie$

No. of Emplyees 19 32 10 9

Tablel. Company factsheet abotie VVV Zeelan@vVV Zeeland n.d¥%c?/d.2; VVV Zeelan®018b, p. 13) and (A. Woudstra,
personal communication, September 13, 2019)

Since January 2014e VVV Zeelan(hlso se Table 1)s a merger ofll four VVV organisatiorsf the

provinceand the Wamenwerkingsverband Promoti#geeland DeltVVV Zeeland, 2013jogether with
Kenniscentrum Kusttoerisme and Economische Impuls Zeeland, it o a ¢ 2 SNA A GA & OKS |
£ Ay (thaSdévelapgcomiplémentarytourism productsin Zeelandvherebythe VVV focuses on

the fields of marketingand product developmentn terms ofroutes and mobilityBesides that, 16urist

information office¥ Yy & LJA NJ () &nd@l a/bookirgydestré (@€kland Vakant@ offer diverseproducts
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and servicesto the tourist Further cooperationand cocreationtakes placewith local, provincial, and
national parties such aadividualcompaniesandthe NBTQVVV Zeeland, 2018b, pp. 9, 11,.78)

More precisely, the marketindepartment s involved into all steps of the customer journey and targets
the core markets obutch, German, and Belgian touri¢@8% of the total markethy means ok market
differentiation strategy In order to boost the inflow of German touristieom the federal state of North
RhineWestphalia(NRW) the VVV cooperates with the agency Medianm(¥V Zeeland, 2018b, pp.-31
32, 27that offersdiverseGermanDutchcrossborder communication service@nediamixx, 2018)

In the new company missiothe VVV Zeelandutlinesits societalresponsibilityand presentdourism &
amean totransformZeeland into adveable, valuableand liveable destinatiom whichthe attraction of
quality touristsshallcontribute to the prosperity and wellbein@f every inhabitantof Zeelandby 2030.

As explained in the introduction, this shall be realised by attractjnglity tourists to more diverse
placesat more differingtimes, best all yearround (VVV Zeeland, 2018a, p. 24; 2018b, p.ld)fact,
quality guestsare those allowing geographic and temporal distributiowho love, appreciate, and

& dzLJLJ2 NIi %S St Ingimeenie, ahdir@yidiofalifénse KNAGA AA 2y > aASRSNBSy 1
hencestill refers to prior aims of quantitative growth anéquires adaptionEventually the VVVshall
turn from a destination marketing more into a destination management organtgan DMOMA.
Woudstra& M. van den Bergpersonal communication, Septemb24, 2019) This missionis alscapplied

on a national level bthe NBTG2019, pp. 4, 16, 21, 28esides attracting quality guests, also image and
esteemof Zeeland shall benproved lastinglyoy exceeding experienc€gVV Zeeland, 2018b, pp5i

3. Theoretical Framework
The following chapter elaborates amportant terms and theorieshat underhy the investigation of the
researchquestion andsub-questions, starting with th issue of seasonality and moving over to market
segmentation, modelabouttourism behaviourand factors thatvere object of analysif this research

Seasonality in the tourism industry

Butler (2001)defined seasora A i1 & Fa ab GSYLRNIE AYolrtlryOS Ay (KS
be expressed in terms of dimensions of such elements as numbers of visitors, expenditure of visitors,
traffic on highways and other forms of transportation, employmentl @umissions to (0 & NI ol A 2 y & €
332) Most tourism destinationsexperiencea few monthslong high seasonof high or highestourism

capacity exploitationalow seasorwhichis perceived to prevent futburism capacityexpbitation, and

oneor two monthslong shoulder seasons that slowly herald gweitch from thehighto the low season

only being interrupted by soméormal holidaysthat may briefly causeincreasel tourist flows (Butler,

2014) Researcheragreal on manycausal factors of seasonaligyen though categorisation maijffer,

for instance climate and manmade decisionslike holidays, events, sports seasorisabits social

pressure fashion(Butler, 2001; Frechtlings cited by Bam & Hagan, 1999; Hylleberg, 199but also

the ability and willingness cfuppliersand tourismprovidersto offer attractive tourism productsn low
season(e.g.Hyllebeyg, 1992; Baun& Hagan, 1999)

In low seasos, destinations can suffeeconomicallyfrom seasonalityfor instancedue to reduced
income source exploitatiofButler, 2014) inefficient facility and resource usadSutcliffe & Sinclair,
1980)as well as too few and insufficientkilledavailablestaff whichmay affect the quality and viability
of the tourism productand increase training expendituréBaum, 1993)In contrast highseasons hold
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sociocultural issuessuch asnterferenceswith locaB €@rily life and environment(e.g. price and traffic
rise) (Fitzpatrick Associates, as cited in Cannas, 28i@)he growing antipathy towards tourists (Doxey,
as cited in Cannas, 201)ut alsoecologicalproblems likethe threat for the living enviroment of
wildlife and vegetation This indicates thalow seasos actually also offer benefits like nature recovery
(Butler, 2014)and timeouts in whichlocals can retain the living of their local community identity
(Mathiesan & Wal| ascited in Cannas, 2012Jhe latter also helps tmaintain positive awareness of
tourism wherefore Butler (2014) recommends involvindgpcals into decisiomakingsregardingseason
extensions. Further he expads, that low seasos allow time for tourism providers to conduct
renovations and repairmentbut alsopreserve the particularity and attractiveness of a destination or
activitywhichwould get lostf they werealways availalgl.

Forbalancingseasoility or revivinglow seasos, it appearsmore reasonable to striveor compensation
viaadaptation or mitigatiorrather than overcomingeasonaliticompletely especiallyhe more low and
high seasos differ (Butler, 2014) Sixadions for improving seasoni were proposedby Butler two of

them resemblingthe strategyapplied bythe VVVZeeland:(1) The extension of seasorby improving
the attractiveness of existent tourism produdtsften by price reductionyo that the markecan enlarge
And (2), the adding ofnon-conventional tourist attractionsusuallyfor specificsegmentslike people
searchingretirement livings who come all yearround or at more desiredtimes of theyear. The VVV
Zeeland combinethis by aiming at an xgpansion of the existent German market bgeking outand
learning about nichgroupscomingin low seasonTourism productsand marketingshallget alignedto

their needs and wantso thatthe attractiveness of Zeeland low seasorincreases

Market Sementationfor Niche Markets

Finding suitablemarketsmeansidentifying those groups ofpeople whoseneeds and wants company
can addresdy products and serviceshich the customerwants to buy and is alsoable to buy. For
adapting marketing programme® theedsand wants, market researchand market segmentation are
conducted, meaning the division afmarket into smallerhomogeneousgroups (segments)of shared
relevantcustomercharacteristicghat lead tosimilar or ideally the same needs and war@aly the most
attractive segmentswill be targeted bya provider(Verhage, 2010, pp. 22830, 235236) A subsegment
within one segment can form aniche market(Kotler and Michaelson, as cited by Pdsh, Cassill &
Oxenham, 20065 | £ 3 A O | yY1B94)HeSnBidadiadiche overlapswith those ofother authors
andconsidera I yYAOKS G2 o6S | avYlftf YIN]SGI O2yaradiy3
customers with similar characteristics or med @994, p. 40)which can be profitableyet has been
neglected by competitoréDalgic & Leeuw, 1994)larket researchand customer intelligenceuperiority
towards competitorsis even more cruciafor niches than it is for normal segments (Kotler, Burton,
Deans, Brown, & Armstrong, 2013, p.105; Parrish et al., 28@®otler et al (2013, p. 105¢laborated,
tAd 2yS 27F Isthstmdpetiasaare miSsiigahdddressingheir specific needsiccurately
may allow higherproduct pricing. Finally, aniche should be big enough for being profitable and have
chances to grow2013, p. 105)

TKS G S NI 2uyNs\@écisved from the marketing industrand, therefore, sharesmany
characteristicoof a normal nichgRobinson & Novelli, 2005, pp. 1563 Although generalisation holds

the risk of falacy, niche tourists tend to hold the image of being less damaging, more sustainable, and
more beneficial for local communitidsecausethey areviewed as exclusively selected quality guests
rather thanmass touristghat are servedby an econmy of scaleHlall& Weilerand Hall & Lewas cited

in Robinson and Novell2005; Robinson & Novelli, 2008Jo clear rules exist though about what can and
cannot be called a niche market wherefore segments may be broader scaled-nicices, like cultural
tourists, ormore defined micreniches, like art tourists (Novelli as cited inttight, 2011, p. 2).

-4-
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At last, for describing new market segments standard marketing theory useslemographic

geographical psychographic, and behaviouristiharacteristicsuch asage place of residencdifestyle

and visit frequency(Horner & Swarbrooke, 2016, p. 118pme authoryet alsoregardbenefits sought
as a separatesegmentation criterion(e.g. Haley, 1968Jang, Morrison, & O'Leary, 28)0Kastenholz,
Davis &Paul, 1992 Due to the importance of benefits for understanding consumer behaviourthad
expediencyof thisfor the aim of this researcthenefit segmentatiorformedthe basis of investations:

ExaminingCconsumer Behaviolny Berefit Segmentation

People of one segment show a specdansumer behaviouiin selecting, obtaining, consumingnd
disposinga product or service for satisfying needs and waliigel, Blackwell & Miniarand Solomon,
as cited in Horner & Swarbrooke, ) p. 6). Mathieson and Waltlisplayed this consumer behaviour
specificallyamongli 2 dzNA & (G &  A6/dz&IAKYSTR NG SHel (dhaepStizNIBiqiry B iR $Hichthe
tourist walkslinearly through five decisiomrmakingphases He (1) noticesdesires to travebnd weights
reasons for and agains{2) collects and compares information about different holidayions, (3) takes
a final purchasedecisionon the destination and further tourism producté4) preparesand starts the
travel, and (5) assesses loisher level of satisfactiowhich will influence also futuréoliday decisions
(Mathieson & Wall, 1982, p. 28Thistimeline determined the order of interview questionsf this
researchand, thereby served the systematicassessment af 2 dzN@agoiidg@r visiting Zeelarid low
season hencetheir tourism purchase behaviour foremost within the first three pha@espendix ¢

As mentioned, dr obtaining an understanding ofand predicting consumer behaviout benefit
segmentationwaspresented as aery efficient techniquefor segmentation(e.g. Haley, 1968Horner &
Swarbrooke, 206, p.6-8; Kastenholzt al, 1999) reasoned in theclose relationof benefits to need
satisfactionthat renderW o6 Sy S ¥ A tausalan? deBd&séritiveto purchase behaviouChung, Oh,
Kim, & Han, 2004Haley, 1968)Benefits soughtare said to allowprecise segment definitionand
targeting (Horner & Swarbrooke, 2®, p. 8;Kotler and Turner, as cited in Sarigolli & Hya2@p5)
especially in terms gdroduct development anddvertising (Horner & Swarbrooke, 2016, p. 8; Woodside
& Jacobs, 1985and to follow market changes overrie (Calantone& Sawyer,1978 Haley, 196§.
Segmentsalwaysconsist of a combination of benefits sought wheretwerlappingamong different
segmentsdue to shared benefitsoughtare normal (Chung et al., 2004; Haley, 1968kgments assign
different relative importance to each benefit wdhi, thus, helps to distinguishthe segmens. Also,
segmentsare assumed t@aim for profiting from as manypenefitsas possibl¢Haky, 1968)

In this researchtwo in segmentation literature useRSFA YA G A 2y a 2 el KPliedOB NY Wo S
the one handpenefitswere examinedasthe destinatiorQ dttributes (thus the tourism products orsite)

for retrievinginsights into needs famore tailoredproduct developmentn low seasonAnd on the other

hand, benefitswere exarined asthe emotional expectationsssigned tal KS R S & atkilledad 2 y Q &
thisretrieved insights into how tbetter promote a productin low seasor{compareFrochot & Morrison,
2001;Sarigollil & Huang, 2009) SY OSF2 NI KX (KS (BWNRaWVHTUYVANES ES06F ¢
used representativelyEmotional expectationsare wsuallyalsoreferred tol & WY 2 ((Rrd@hotii®2 NE Q
Morrison, 2001) Heitmann(2016, p. 39describedmotivators as psychological needstourist seeks to

satisfy by going on holidayget researchinghem is difficultas respondents may natant or be able to

reflect or expresgheir underlying needs to travglDann, 1981, pp. 20211) Therefore an indirect

research approacfirst examinal the tourism productghat were used or planned to be usday tourists

and then deduced from them the underlying(intangible)benefits (Sarig6lli & Huang, 20Q8hvolving

other variables likedemographics or travel purposshould supporthis derivation of intangible benefits

-5-



(Chung et al., 2004 Hence, his studyused anindirect research approach with sevefakttors fromthe

Y2 RSt WCIF Ot 2NE Ay T dzSy Svargr@kedndHornek #omA1896 BppeRIKAA & A 2 ¥ Q
Figure 2) that supportthe elicitation of tangible and intangible benefits. The modepictsthe as most

important perceivedholidaydecisioninfluencing factorand isstrongly related tahe theories ortravel
determinants andravel motivators. Both are said toinfluencetravel decisiondike the destination, the

time to travel, and the activitieperformed yet there is a&hin line of differencewhere only motivators

can intrinsically arouse desséo traveland only determinants can influence tlaility to travel (Horner

& Swarbrooke, 2016, pp. 75, 94, 1134) Thiscouldlead to overlappindetween(i K S ¥ kerébiia2 NJ WLJ
Y 2 (i A @andahbinedelfactorsbut wasconsideredn the operationalisation

Measuring Tangible Benefits

Tangible benefitsmatch with thefactor WI @1 Af I 6 Af A (& 8o thé @kaibtoaké &d LINE R dz
Horner model.As the outcomes of thisesearchwere supposed to avaibDMO purposesMorrisonQ a

(2013, pp. 1315)categores of(i 2 dzNR &Y LINR RdzOiG & ¥F W@edpplied Bhayrctbriprise JS NB& LIS ¢
(1) physical productge.g. attractions,infrastructure, facilities), (2)Packagege.g. routesconrecting

attractions), (3)Programmege.g. events), and (Heople(senice quality and visitor mix, meaning the

AAYdzZ GFyS2dza LINBaSyOS 2F RAFFSNBy G G2 dzZNARuian 3 NP dzLJa
resourcéy Waining programme and Hositive community awareness about touri$tmvere adapted

renamed and meged into Wervice availabilityand Hospitalityfor applyingthem more out of the

touristQ éxperience perspective and fit them intioe operationalisation.

MeasuringntangibleBenefits

For deducingintangible travel benefits the following otherfactors got selectedfrom the Y2 RS Q&
internal decision factorbecausethey were perceived most relevant bthe VVV Zeelanddhterests &
hobbie€Q Yamily commitmenQ and HealthQ The nternal validity of Yhterests & hobbie® $amily
commitmenQandWIl @I Af I 6 A€ A (@& ,igthe waydileyiverddefiBed ibiNi® sRidy@dutil be
verified by theirconformity with variables usedoy other authorsof benefit segmentationresearch
(Appendix B Although this was not the case fHealthQother (later explainedaspects reasced the
inclusion Further factorsremaired unconsidered due tansufficientrelevance(Appendix AFigure2).

The chosendecision factorare explained in the following:

Firstly,for W/ 4 SNB & (0 & lanyapplicEbdefinitich & e ondrom Schiefelg1991)about interest

as a latent characteristit S R S & OWi Sa$BRaal@tion that is linked to a specific topic, task, or

activity, that is given valence to by intrinsic values (personal significance) ingséke enjoyment or

involvement. In contrast, aW K 2 0is) ac€brding to Stebbin€l982) a specialised pursuit besides a
LISNR2Y Qa 220 UKFG A& LISNDStand SereficiayOxiGriNBniversityyPieEs Sy 2 2 &
(2019)alsostresses the temporakgulaity in which a hobby is followed.

Secondly® 2 Y Y A liydiyitéredt as, ecording toA. Woudstra (personal communication, September
13, 2019) Germars tend to travel with more remote relativeghan Dutchwho rather limit their travel
company tothe HezirQ meaningparents withchildren Gitelson and Kerstettgf1990)proved significant
correlationsbetween travel parties andertain benefits sought for instancedo couples seem to seek
less for benefitsrelated to explorationthan do parents with children Becker (1960) described
commitment as aLJS NJ& éns@téntway of actingdue to constraintsrom the value system ofhe
social surroundingFriedmann and Weissbrd@005)put commitmentmore into the sociologcal context
andsaid,considering thaheory by Stryker (1992) and Stryker and Serpe (19B82),commitment wasa
form of attitude that describes the degree of importans®meoneassigns ta specific social rojdor
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instanceafatherrole.] Sy OS> Ay GKAA& &l dzbsécdinedd Tl YUATE | SYHeBEBIGNIR(E YSSay
to a certainbehaviouf) ®

Furthermore the provincial authorityProvincie Zeelang2016b)sawgood LINSE O2 Y RA G A2y & A Y
appealing natural environment fatevelopinga destination forHealthCli 2 dzZNRA a YZ | . Géotel f ( K&
indicatorsfor the VVVto assumethat health beneits may also influence travel decisiorsf Germans

were: (1) German$noticeableinterest into wellness tourism (A. Woudstra, personal communication,
September 13, 2019)2) the tradition of and future potential assigned to health tourism Germany
(Bundesministerium fur Wirtschaft und Energie [BMWi], n.éid B8) the worldwide fast increasing and
importance gaining trend of health touristhat is though still considered a niche markét health

t2 dzZNR & (4 Q LINJR Yhe dupportéfhié ér Barphiysichlymehtal and/or spiritual hefltwvhereby

it is distinguishedbetween wellness and medicahealth tourists (UNWTO/ETC, 2018Bummarised,

wellness touris$ seek preventativelyfor the maintenance ofgood health by boosting and balancing life
domainsand maybe improving lifestyle behaviouwwhereasmedical touriss suffer or did suffer a disease

and seelreactivelyfor diagnosisjntervention, or rehabilitation yet boundaries may be blurre(Gmith &

Puczkd, 2014, p. 2ZNWTO/ETC, 2018t may beclarified linguisticallythat the specialGerman verb

G o St f ynSeanstiSeyphysical relaxation btaking massages, bathingy going to the saungDuden,

n.d.a)and thenoun¥2 St fplySicalav@ibeingDuden, n.d.h)but both have synonymike WNB f | EA Yy 3 Q
YR WNB 02 @S NA @@Eenyn.dz;Mhavasdiddicaie@asgiledental purposeof wellness

Eventually, due to the qualitative research approaithwas pasible that tourists metion motivators

that were notassignable to any of the selected intangible benefit factors (compargendix B Direct
Approach)l Sy OS> (LKSSNEFZ yO-(if2 MI28 Adzd SR NBRAD | Yassigiakkneedld a A y Q
and included the categories physical, emotional, personal, personal development, status, and cultural
needs, as they were described by Horner and Swarbr(2@&g pp. 7576).

In summary, for lengthening theotirism season in the province of Zeeland, this researclediat
conducting a market research among German tourists for finding the most attractive and targetable
niche markets by means aidirect beneft segmentation¢ K SNX 0 & = (i K Scoripselbothd 6 Sy ST A
the tangible and intangible meania@f benefitsfor allowing the research outcomes to be used for
tourism product development as well as promotion strategi&scordingly this researchinvestigatel

the most relevantdecision influencing factorasdm the holiday decision model by Swarbrooke and
Horner from 199Gwith regard to benefits soughfs theyhad presumablybeenconsidered consciously

or unconsciously by theurist duringhis or her decisiottaking processgor their holidays Demograhic,
geographic, and behavioural attributes, as they were also considered in other benefit segmentation
studies,were collectedfor obtaining a more completeunderstandingof niche segmentsAppendix C
shows avisualisatiom of the planned research procedure

4. Research Method

The followingchapter outlinesa reasoned description of the research method including the research
design,selectionof respondentsoperationalisation, ethical aspects, and the data analysis.

4.1 Research Design
For finding niche segmentgnongGermanlow seasortouristsin Zeelanda destination specific indirect
benefit segmentation(Sarigblli & Huang, 2003)as conducted that included, first, an a priori
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commonsense ggmentation intothe German and noiGermanmarket, and secondand mainly)a data

driven a posteriorsegmentation based on benefits soughbmpareBigné, Gnoth, & Andreu, 2008, p.

154; Haley, 1968, pp. 32). Detectingand definingnternally content véd nichesrequired a qualitative
exploratorystudy becausell KS WY N] S RSLIIKQ 2andrégiidd flgxibl® o8 6 | a
consolidation and becauseSE YAYAyYy 3 WTI YAt & Oaskd orietaboyatiof onl y R WK
0 2 dzNattiiude® @ompare Veal, 2018, pp. 43, 278AIsq me nicheslike wellness touris were

already known but require more description(A. Woudstra,personal communication, September 13,

2019) Consequentlysemistructured in-depth interviews (Veal, 2018, pp. 287, 290f on averagel5
minutesrecordingwere conducted Basingconversation topicona | G KA Sa2y I y Ruyibdgr £ £ Qa
0 SKI @A 2 dalldvedgteategcally assessing K S {1 2 dzNA abéh@viour inJdeeelitdrvies

phases that can be seen iAppendix COrdering and pre-formulating questionsreduced interviewer

induced biases (Doyle, as cited in Qu & Dumay, 2@htl)increase the comparabilityof research

results Presupposition guestionsvere mainly used to examine intangide benefits as they induce

tourists to reflect more on their motivation and behavioutinstead of hastily denying connections

(compare Patton, 2002, pp. 349, 3891) In adaptation tothe content and course o€onversation,
supplementary questionsvere used (compare Veal, 2018, pp. 2870 consolidde the talk or avoid
misinterpretatiors (Kvale, as cited in Qu & Dumay, 2DTheW¥ LJ2 f casiiaBiritedview styleadapted to
theddzSad Qa NB I RSRnIKRTEHeR4® Y22 R

Besides touristscustomer service employees frotaurist officesin Zeelandand the booking centre

Zeeland Vakantieservedas a second research sample with complementary expert knowleage

received slightly adaptedinterview questios (Appendix E, Tables 6 7Employee interviews added
triangulation benefits as they amendd the personal andnumerically limitedtourist narratives by a

broader view on the entirdow seasormarket (compare Veal, 2018, 457). Besides that, some results

320 O2YLI NBR (2 AYyF2NNIGA2Y FNRY A& ilhe tuBdtsSituiGNE A Y
regardng supply and demand. Alsoleenentsresembling the Delphi methodere applied bydiscussing
statementsof other tourists and employee# the opportunity arose in a conversatioBoth servedthe
objectification ofinterview result§compare VealR018, p. 144, 292293).

Additional validity was obtained byphoto elicitationin the second interview phasahich geneally
serves addressing larger brain areas addeper parts of human consciousness, helping resporsient
access feelings, memorianpre anddifferent information, as well aseflecting onsocial groups and the
own social rolgHarper, 2002)Hence,photo cardswere shownthat displayed a variety of thematically
orderedtourism productsin Zeelandbut alsodifferent travel partycompositions(Appendix E, Table)8
They notablyhelped mary tourists visualisingtheir holiday planningor experience and extended the
conversation on befor&inmentionedtangible benefitsand intangible benefits Photos got adapted a
first time before the start of tourist interviewaccording togivenfeedbackin two employee interviews,
and a second time in the begingnof February 202@&ccording tothe current state of restultdor
improving their accurate displayf low seasortourism (Appendix E, Tables 6)}+7

4.2 Respondets
The population under research comprisen averaged5,000 Germareisuretourists and visitorshere,
generally referred to as touristsyho cometo Zeelandwithin onelow seasorcyclebetween November
and March (VVV Zeeland, 2018a, p.. &mple criteria therefore included tourists having their main
place of residence in Germarmand sperding their holidays in Zeeland between November 2019 and
March 2020.Excluded were guests coming duritig already well visitedChristmas holidaysGerman
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speaking tousts were addressed by the mmrcher and partly also by receptionists of partner
companies by probability sampling based on the ISUM me(bothpare Veal, 2018, pp. 4¥4.9).Due

G2 GKS =+ into e sndllin®alad afipung people aged 20 to 33.( Woudstra, personal
communicdion, September 13, 2019), at least one interview per month was conducted with people
from this age groupFeld research already stoppezhd of February 202@ue to the high numbes of
respondentsand a satisfyinglevel ofresult saturationin assumptionthat March tourists will not differ
from other low season tourists and thatpmint of full saturation cannot be expected in niche market
research (KA f RNByYy Q& 2 LJA Yy A thsa far @SheyS(do SignificarithBisfINGB®R LI NBy G a Q
holiday decison making just like any travel companysuallydoes have some impacin the planning
Accordingly any recorded comment was transcribed and co@eainpare Horner & Swarbrooke, 2016,

p. 78). Locationsfor searching for Germanugsts were6 out of 37 selectedVVV tourism partner
organisatiors (Appendix ETable 1% 5tourism information officesand from Decembeion alsooutdoor-
locationsat tourist hotspotssuch agnarkets. Also, both weekendsiéweekdays were used for doing
interviews, allfor increasinghe number and diversity of respondent total, 36 interviewswith 72 as
official respondents listedourists (Appendix G Table 12were hold at P different touristic placesn

four regions of Zeelan(®ppendix EFigure 8R 3 interviews were notranscribedas they did not add

any contentto already existing results

Beyond that a nonprobability sampleof 7 employeeswas taken out ofthe work poolof 18 permanent
employees fronthe VVV Inspiration Poinend Zeelandvakantie One employee came from the tourism
office in Middelburg/Appendix G Table 13)Former plans of probabilityasnpling got discardetiecause
expert interviews were requiredut not all employees were evenly knowledgeable abouguests at
specificplaces or regionsThus,those being stationed only or most a specifictourist office or booking
centregot considered Overthe course of the field researcinterviewsgot scheduledvith employees at
locations wihich again got selectebasedon the followingregularlycheckedcriteria: (1) the regionand
placesi Kl & KIFR £ NBIF R& 0S8 Q) the &pedcsl MisriRérandtygpe ok GeiniNII A S &
tourists presumablyvisiting a specificplaceat a specific timeor effectively schedulingmployee and
tourist interviews and (3) perceived knowledge gaps that revealiedm conducted interviewsThe same
criteria played aole in selectingVVVpartner organisations antburism hotspots for findingourists,
whereby partner organisations were also selected by their type of accommodation aoffered

Interviews with touristswere hold in Germarnwith a German nativepeaking iterviewer and were
piloted onthree Germars similar to the sample criteria for improvinge validity of the research design.
Interviews with customeservice employeewere hold inDutch 41 out of 44 mterviewswere recorded
and transcribed word by worthut with softened dialects Narrativesthat drifted too much from the
research contentwas skipped andunrecorded content written down in notes directly after the
conversationgcompare Veal, 2018, pp. 5358)

4.3 Operationalisation
The examination afhe research suguestions in form o market research folloed a structured order
(as explained) in which each interview phase tewmith different holiday decisiommaking factors
(Appendix ¢ The latter represerdd the research dimensionghich were groupedunder five different
conceps which corresponded tohe different segmentation criteriai.e. benefits and demographic,
geographic and behavioural characteristi€be first research question examih¢he tourism prodicts
used by German tourists in Zeeland during legason and, thus, explatehe tangible benefs. The
related factor under researcivasW| @ A t I 6 A f LANPER d20W iadmbalikidedtiik® physical
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products, people, packageand programmes. fie second researclquestion refered to the underlying
intangible benefits and investigaddl KS T I O ZINBA yWIKSNBANSN T WKSIF{f 1KQX
W2 1iKSNJ LISNE2Y Y2 {4 nicestilifepsiols welinds arid Medioa? tfisiNA & S
and also motivators were broadly subdivided according to the theory Subquestion 3enriched the
characterisation of the niched®y indicators from the demographic, geographic, and behavioural
concepts Appendix Dshows the final operationalisation tableafter the completed coding process
Sgments were spotted within the grouping of similar berefind tourist characteristics and, in the
future, can be better targeted and enlarged by means of alignadsm productsand promotion.

4.4 Ethical Aspects
The purpose of this researchamely the contribution to morguality tourism in Zeelandwvasitself of
ethical nature and acted within the societal responsibility to which the VVV Zeeland committed itself.
Concurrently,the researchertook distance from any form of altruism or goodwill abuse but oldige
herself to honesinformation provision about all aspects concerning the interview kafidit to every
NB a LJ2 yvieldhtarin€sa to start and stay within the interviewtil the end and tarespond on every
guestion.Answers were dealt with objectivity and toleranaad data protectionwasensured by anony
misation of participants and keeping data confiderdi (i.e. no publicaion of recordings or transcript
Day and time of employee interviews wamet reported for avoiding backtracking by work schedules yet
wasinterview contentalsodeemed innocuous for job positionall interviews at norpublic prgerties
were takenafter agreementfrom the owning authorities (compare Veal, 201& hapter4). At last,the
studentdeclares thisesearchto be her own worland published work of others is clearly attributed

45 Data Analysis
This explorative researclvas a process of ongoing inductive hypotheses formulation forchulation
improvement (compare Veal, 2018, #85-286)regarding whictbenefits soughtould jointlyrepresent
potential quality niche markets. Dataere stored andprocessedvia the programmeQDA Minerlite
which focuses on gualitative research analysis and offgeod overview on much text and maogdes
by means ofcolouredtree structuresand fast text search(compare Provalis Research, 2Q18jter
interviewshad been transcribed in the language they wéreld, they were deductivelyand inductively
coded basedon the operationalisation indicatorer subdimension definitions Since asub-segment
within one segment can form aiche market(compareKotler & Michaelson, as cited by Parrish, Cassill,
and Oxenham, 2006hotably more bentit codes were inductively retrievesincedeductive codes from
literature described too broad segments that required specification (e.g. water spdhs)analysis
method took place in three phasesAfppendix Bl which technique was derived and adapted from
guantitative benefit segmentatin studies by authors like Sarig6lli and Huang (2005), Davis and
Sternquist (1987), Gitelson and Kerstetter (1990NE OK 2 (i | 5 R2018)BNéMdoa Beyiedt
segmentation applications, and I f s§1®@&8)advices on benefit segmentatioMarket results were
then segmented on benefits soughip@ted segmentgot discussedn the basis ofiterature, industry
information, andthe definition of quality tourisn and lead teseveralconclusios and recommendatios.

4.6 Limitations
This research is a destima-specific benefit segmentation with focus on German low season guests in
the province of Zeeland wherefore results and condasicamot be claimedapplicable on other
destinations and guests witlether nationalities oron those visiting Zeelandn high season.Also,
explorative research for finding niche marketan barelyreach a point of saturatiorwonsidering the
large populationunder researchand, as notedoy Novelli (as cited in Ainight, 2011, p. 2the unclear
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rules about what can and cannbe called a niche markeThe research wastill extensivefor its kind

and the results fom triangulation strengthenedobservations among many benefits of tourisibich is

alsovisible in thefrequent2 OO dzNNB Yy OS 2 F f S G SNA@2RSEx H Vabldb K S WTA S
15. Yet, the quantity of resultsalso restricted the vivid and individuallyprofiled description ofeach

marketin the resuls whereforemore details remain for the research presentation to thengany.

Regarding the research results, languaged culturespecific meanings may have been missed by the
German natre-speaking interviewerisce nterviews withthe customerserviceemployees were hold in
Dutch language However,general understandingvas not affected and recording allowed detailed
content rechecking.Two recorded interviews at the Brouwersdam (G4@)Gicludel strongacoustic
interruptions by strong gustwherefore sound guality needed improvement by the programme WafePad
Audio-Editar. Text gaps were filledhy promptly taken notes fronthe reseaO K Srheldries.Notes were
also taken abouthree unrecordedinterviews (G9, G41and G56/57)and about commentsthat were
addedafter recording(G12and G59) Still, this interviewcontent was incompleteregardingdetails and
may include memorycausedbiases wherefore notes were not quoted. Furthermore, sincenterviews

with guestshappenedad hocand participants were unknown to each othanterview length depended

2y (KS NXasallddliyy RfSiyidila ®is point, he photo elicitationoften served as a timesaving
and also data enritiing tool that allowed covering all interview topidsurthermore the researcher
might have been withheld of information considered as private, such &slelé healthrelated benefits,

yet research purposand shared nationality seemed to support respéng (i & Q 2 Al38,\i yh8i & P
narratives,respondentssometimes drifted tocontent about holidaysutside thedefined low season
periodwhichthe researcler tried toidentify and clarify earlgnoughfor ensuringdata validity.

In addition, he photo elicitation technique wasery useful but the number and variety of available
photosfor low season iZeeland was limited wherefore some photos depicted low gedspics but in a
high season settine.g.eventg. On the one handhis contradition usefullytriggered discussions about
seasonal differences and missing tourism produatsthe other hand, certain memories of feelings may
not have been addressed dnremaired unspoken. Also,nterim resultevaluation indicated the
meaningfulness o& secondadaptation of the photosAccordingly, this happeneal bit late during the
last month of field researctvhereby arlier adaptation mayave deepened or expandedmversations.

5. Results
49 tangible benefits were found in all the four types tolurism products, i.e. physical products,
packages, programmes and peopleppendix H, Table )4and other 47 intangible benefits in the
dimensions interests and hobbies, health, family commitmerdaad other personalmotivators
(Appendix H, Table )5Certain groups of benefit combinations (compare Haley, 1968) emerged
(Appendix H, Table )6which stood out differently pronounced during thenterview phase, some
continuously prevailing, others being mentioned sporadically but striking in coramte thenumber of
takeninterviews alloved seeing differences ireés and more dominatinigenefit clustersthe number of
interviews in which a begfit got mentioned is indicated and must be read in relation to the total
number of 33 transcribed guest interviews (G.i.) and 8 employee interviews (E.i.), strictly cowgsildati
these have no representativemeaningF 2 NJ | Y I NJ S Q& &Araiflybcorgevnedf thed SS | y
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region or city they represent as professionals and should be read in that cbatekthat they refer to

low season guests in overall. An overview ba found clusters and potential segments in detail and in
combination withrelevant demographicgeographic or travetharacteristics is found idppendix H,
Tables17-19. Interview statements of guests and employeesmdnantly harmonised with each other.

The chapter starts with an outine M5 a L12y RSy i1aQ 2@SNIff &AKINBR 06SyS
Zeelandduring low seasoras well as theimain activities, followed by a description of specific groups

that gained #ention as they met certain criteria ofguality and / or niche markst

Main reasondor comingto Zeeland during low season

Low season guests were observed and reported from employees to comprise mostly couples aged 50

and above who have adult childrem no children whereas other guests are often families with children

under schootage Appendix G, Table }2Visible among respondents and confirmed by employees was,
GKIFG f2¢ &SI afenyrecirdhgghsts ([(PEG/V) wh visit Zeeland at least once a year (21

G.i,, 6 E.i.). Regardjrbenefits sought, close to consistently (31 G.i., 8 E.i.)s¢hasidedthat we do not

have at homé oDy 0 ¢ & Y Soy the rdogt Sniportantireagoyf $r spending holidays in

Zeeland and appeared largely connected with timelulgence of nature(28 G.i., 8 E.i.)Some
NEALRYRSYyGa LRaAGAOStE e KAIKEAIKGSR ®%SSthHagmucha O2 I &
more flai€ (G7) thanks to itsinspoilednaturalness(4 Gi., 1 E.i.):

Don2YSfaf GKFIGQa Ffaz2 gKeé ¢S R2y Qi RNARGS G2
GKSNB NB 2yfeée (GKS&S &ai@éaONI LISNH 3 lf ISapS & Gt

- C
—~ R
—

Enjoying%2S St I yYRQa Gy A OS¢ | yrak (althduiSame guestsymigiit taMdonijnyeand Sy S
the seaside) was named by markedly many guests (22a@d yvaspartly evena main reason for coming

(11 G.i.) & weshye walking (20 G.i.,4 E.i.)as well & cycling (15 G.i., 8 E.i.) belonged to the isat

activities Respondents but especially employees also mentioviesl S f Ispade@®& | (i  llobking 6 & ¢
FINE 6FGOKAYAOPYU2I 6EKSYRAEBEDE (ODSEt d5the¥Sehdless@ksw > Dp n K
alongthe beach o6 Dpn T | f a ZHowewen spéhding Irbepamtiiedeaside in Zeeland was also
y20A0Stofte O2yySO0iS Rlade »f rasifleBecandzerdany and the cdriveniénddS & (1 & Q
reduced travel time(20 G.i. and 2 E.i., out tifese 14 G.i. mentioning vicinity as a main tidvenefit).

G2a ¢ BKIGQa GKS akKz2NISalt s+eée FNRY dz& G2 0GKS 4&¢
SeaO2 | 4G = odzi GKFGQa ljdzAGS &a2YS Y2NB FIN I gl & oé

Also,6one isrelatively flexible as one normally cemby cak (G17) Indeed, almost 75% of responten
came from the southern part of NRW, the region that shares borders with or is closest to Limburg. Also,
all employees estimated this area or NRW in general to be the plare of residenceof German
guess, IP.F/R and IP.G/V defining it within a raditi8.5 driving hours. Driving time among respondents
with this benefit ranged indeed from 2 hours from Aachen and western Rhineland, over 3 hours from
Cologne and the Ruhr area, to 4 hours from Frankfim, latter already lying in the federal state of
Hesse Appendix G, Fig. 91Guests with these benefits predominantly stayed for a maximum of 3 nights
omp Dvalliwe drdve d@bout three hours and a half what, as | imécceptable for a weekedd 6 DT T

! Relevant abbreviations for reading the results in context: IP = Inspiration Point empldy@eurism Hormation
employee ZV = Zeeland Vakant@&nployee;last letter of an anonymisation code stands for D = Domb@gF
Goes, M = Middelburg, R = Renesse, S = Sluis, V = Vlissingen, Y = Yerseke, Z ;=\Viiezidzednterviewer /
Researcheand G(x) = Gt/ Tourist
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also IP.F/RAppendix G, Fig. 92 Another main reason mentioned with striking conformity among
respondents and employees for visiting Zeeland during low season, partly preferably (dr &ién
exclusively (6 G.i.), was the reduced rhenof tourists that allows enjoying pleasanttranquillity (22
G.i., 7 E.i.) which is impossible during high season:

G3:aLl Aa 2y Llz2NL132asS GKFG 6S 0O02YS y2érumddr dza S (K
full beaches during high season. [...] Yéally come specifically in low season [A. K Sy A G Qa NI
nicelk YR OFfY KSNB® a

Respondents enjoyed ihd a A Ay A FA O y (LD time &f NiB ye@réspevidlly at the empty

beaches (G22; 10 G.iBY LJGi & %SStfI yYRQ 4 & all f FAdNE Yy ¥ 2 REBR, dzi B S ¥ &
IAGAY3I (GKS WOKIyOS G2 §E LSNIstdngddySnjayikgSheatdddptieredf S (i K S NI
the ancient buildings (G23nd having more contact with locals (G56/57) who are also rhospitable
(5G.i)andty 2dtanadgedyst 0 DHoOU AYy f2¢ &aSlFazye '!'a Do 06aSS |
or even heavy dissociation was occasionally expressed to what respondedets joalgingly or even
LJIS22NF GAPSt e Wiz2dzZNAAYQX WiKS (GBEBRR/ANGREERI,@AUBEGSSISY Y
G56/57;G58;G69;G71/72)552, G56/G57, and G58/GEven on purpose spend their holidays in
ZeeuwsVlaanderen as it is calmer than thgper islandsthough arethey worried about the visible
developments and changes towardsaatism place, making them consider about other destinations

Dpy!lYWRl GKA&A A& gKIG 6S @FftdzSR | f28G lo2dzi . NBa:
is a tendency towards that now. [...] [T]herefore, we must look again how long it staysibke th
GKFGX GKFEG Ad R2Sa y2i 00293 ta2zy DPENDYD 6AGK

Matching to this was also the appreciation of thedaxed mentality that got assiged to the locals (5
Gi))a9@SNEUIKAY I Aa KSNEG2H@ NG Q& 2 kY dib dorSpicte by difiereniy:

GKFy ¢S R23xX (0KFiQa &adzOK | HIDIAD $ i 2GRS} GuBstdmiyad D S NIV |
did not mention tourist emptiness as a low season benefit were either younger than 40, visited low
season only exgeionally, or came exclusively for sporting. Otlietangible benefits that got assigned

high importance among many guesigere relaxation (17 G.i.,, 1 E.i.)fleeing andrecovering from

everyday life(16 G.i.)and for some also overalellbeing (10 G.i.,3 E.i.) which sometimes had small

medical connotationsYoga at the beach waget rather done in summeraccordingto IP.FR. Especially

in connection to the first twdoenefits guests reportedo bed dzy 6 A Y RA Yy 3¢ cambgdowdm i D ® A d
(G3,G17),an@ S G Ay 3 btaeds at waHFENRPOD KIZ Do Kk n X flomhdmBH PO MINyEM car 0

G68tWe needa bit of a break fromcoming umer firel & K2 VYS3Y gKSGKSNI AdQa GK
friends,i KSNB A& |fglead az2YSOGKAYyIAX , 2diroy Snywheré R2Yy Qi
theySaal 3S yDISE2dayRE @RMARZ2 (KIGX REKRRO KI S
In particular weekend guests explicitly connected these three benefits with spending time at the seaside
OTKMN DO®A DY SheFdaiBA WI WLISING aBSEdR@B6 | £ NEF RB17)j dzA G S NB €

Main activities

A typical activity amongespondents and overall low season guests seemed to be visitieg in the

surrounding (25 G.i; 6 E.i.). Usually having their accommodation tcldbe sea (6 E.i.; se€ppendix G,

Fig. 89, they may spend a day for instance in Middelburg (12 G.i., 2 E.i.), Vlissingen, Veere, Domburg,

Zierikzee, Goes, Sluis, but also Rotterdam or Belgian cities. According toalRiDZA/G, Zierikzee and

D2S& N5 2RE8S§A WK @AHgal& 03 tcP5k %0 O2YSEI FRANI AN (2 y
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their way home and they still have time left and then do an outing. [They] then continue coming back
0SOIdzasS Al Q&L tad3 hitBIsmpihgF dzo BT bumimgffR &@Dmn X NRdZAKE & N
GAGK WaliNRftAYyd (KBEERKEEBKAVRQOOAYRER GKERAWRAYRSBEI 2NJ 06 A
NEALRYRSYGaQ K2t ARF&a Ay %%SSt | ViR, reAsudediby Somé ghests S NI | y
with the dtiny¢ | gr&tyéd a K2 GJ3 1 E) and the interesting products that cannot be found

elsewhere (G25,G56/57,G71). Remarkable was pheference for markets ¢ &, 8 SaX DSNXI y a
everything in the field of markg all kinds of markets (laughirlg) 0 ¢ L ®DK + T), eMemtheD PA d X
commong SS1 YI NJ] S I|doKdBondd DdpSanivds> oa K2 LJ | 0 A68). GeyaR (G NB &
guests even came over all the way from ZeeMisanderen to visit the market in Miélburg (G49
53,G67/68,G69/70,IP.G/V). Most respondents merely liked stgplinound and exploring the cities

without specific interests, some explaining that they love in general the pretty and well maintained

typical style of Dutch houses, the historiarchitecture, and the townscape (11 G.i.,, 3 E.i.) where
SOSNE G KA ysinalbAZosg = 0MAYIR ad LINB | &iogperel  GrLJSspedidiigvden o

Christmas lightnings onin December (2 G.i.).

More willingness irexploringthe city strategicdy, maybe alsaulturally (7 G.i.), appeared to have those

visiting the VVVnispiration PointsD dzS &cidinde nide out of ten times for gettingcity magg 0 Lt ®5 K %0 3
0 dzli  bfter&i[2] with specific questioas 0 Lt ®Dk + 0 ® { 2 Y Ronumkrizsgd GA.)likeS NB a i
churches, city halls (IP.A./G,G20,G35,IP.D/Z,G47), city walls and ports (IPrhiSeams(8 G.i.; 2 E.i.)

GdzS & (0 & redllyff cbrAe taxbuy thguided walking tourg 6 L skl IRA/J,TI.C/M,IP.D/Z,IP.F/R,

G12/13) or at least theya® S LJG (G KS SYLX 28SSQa 2FFSNJ (12 thegg 2y S=>
02YS 06101 a2YS Y2NB FNOUtBHEALED WOHHzA S YA SNBa YA DE G 2
be primarily the some older, older German guéstso Lt ® Dk + 0 350 Ye&rs ayidhnyoi@ (18/¥6854. S

gAGK Odzf (dzNI f theybacReding guestsivhoSattehdp know sprife nibre 6 Lt ® DK +
the province or a cityYetalso families showed interest (4/15 G.i. culturally interested guests).

O |0

Regarding city tripgii ¢l a | f a2 YSyudAz2ySR {2thedilfhgesdrdkiddofdied | 0 2 dz
2dziz GKSNB FINB y2d ddKFd Ylye LIS2LXS IyR (K&ENBQa vy
(IP.D/2). Indeed, guests appeared to come to cities for accesisopping infrastructure(18 G.i., 6 E.i.),

odzi S@Syildz fte | f & Besdligkhit Sé& ILISINSING3S DIV & valskyiNID & D Hip =

also G24), as well as for the secondyvienportantinfrastructure ofgastronomy(12 G.i., 4 E.i.; total fo

gastronomy: 25 G.i., 4E.id:00L 8y OAUAS&a fA1S aARRSfOddINEIOCE2d/ @hay
YR Ay =+ f Acansithéra Soyily an@eyij@y eadting outside, so theeesome nice bars, cafés and
restaurants heré 6 DH p 0 ® | oveiaK 2logAK of préfses in low season received broad
understanding in light of low rentability or needs for renovations (G1,G37,G40,G20,G42,G71/72), the
infrastructure of shops, gastromy, and bike rental in more rural areas was mentioned to be
improvable (7 G.i., 3 E.i.) by more alternating opening times of restaurants (G1/2,G3/4) and clearer and
more consistent online and offline communication of closing times (5 G.i.). Thus, dt ltappen that

a2y D223ftS3x Al alea I f, e manKdrelindegKdpenlLd D i &2 yEY R NB
way aroundd s KSy @2dz OFffxX y202Reé LIAO1a dz2Jr y2 @2A0S
FNE 2y K2fARI¥FQT DWOB K ¥\BA 1G4)MBR iransiabeyit opedindes Of 2 a
were even recommended for the tourism hotspot Domburg (G1/2,G10/11,G12/13).

v

K §
|.
s

R

DHmYStaf 2yS KlFa adzOK | FSStAy3da GKFEG AdQa yz2ia al
GhadB.dzi GKS f2¢ aSlazy Aa lfaz2 I aSlazyoad
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Lt 5k % | RRS R misdeedbked npBvhet térdiis adfeast day in Germany, eh, in November,
GKSNBE IINB adGdAff &a2yYS RlI&azZ wddd8 (KI G €0 KLY OBk @ >
Indeed, tre information infrastructure £ 82 a4 SSYSR (2 A ¥dokit® ShoBeSBdi 4 Q | Ol
long-stayingguests mentioned, that they would probably do more if offers were more vighl&.i.),
YSEYAYy3 GKIF G Ay T2 NYImork tdightalvaiE  FOASBREAGI1)Sor e¥efi withgus G
éexplicitly searching[8.® 2 KSy 2yS OFYS | ONRPaad &a2YSGKAYy3I NI yR2
8Sasx GKFG O2dAZ R Yl &80S ¢0 So-6i8agISabrako/SH@AYindGING3/82K S NI A &
G30 prgosed to hang out more posters like in summerp (G 8 K I (1 QaA Y ai2K a2 MSRIRKNB a4 &4 S 3
(G32), and G17 recommended @ d P66 O2dzLl2yaX 2NJ Y2NB ONROKdzZNB& Ay
seen any leisure offer | could have done here now. Anythingd A 2 dzd wXX G K2dzZKX8 L FA
bombed by ads ® L ,/mMeeRehdRguests G71 and G72 visited the Watersnoodmuseum because of a

flyer that was lying out in their hotel. However, it was also notable during the field research, that tourist
officesoutside of Domburg were not intensively visited by Germans, reagaainong other aspects the

extension of the research field to esireet interviews.TI.C/M summed up her opinion about the

variability, quality, accessibility, and communication of tourisfrastructure in Zeeland as follows:

TI.CM:&d w¢ 8 KI (i oK iS just 4032 thaY I-itid most importaiou must really make use of the
things that are already thergalso IP.D/Z,IP.E/Y,IP.G/\Wat are already very good, what they
areadyO2YS FT2NE FyR GKIFG @2dz Ydzi AndYheryBwagénaRd !y
OANIKRFI® FTSadAgAbtey WL ¢Fa KSNBE FyR GKSNBZ |y
beautiful accommodation, we dinewellé >~ QIEBNERIY 2 G A 2 Yobk, wheéh therés Kathing
to do and thee isnothing open, then also nothing ppens. So you must keep the lallingXe

R
R

IP.E/Y from the more remote destination of Yerseke though looked at the accessibility of préuanses

I RATTFSNBY {i]f thiiSeNakeldS tOuiiists@n3he redion during low season, then the gastronomy
mug of course closeor at least for a few day&In relation to this debate about demand and supply and
who needs to set the incentive, the tourist or the providene group 6guests was showing noticeably
more demand in explorative holiday benefits thatiers, standingout by theirplace of residence

LongStaying Guests

As mentioned, a substantial part of German low season guests comes from NRW, though according to

¢ L &/ Kk alsodndreadinglg from more far anyd ¢ KS &S I dzS & (i & = mogeSrdidstheLIS NO S A
southern part of Germany (TI.A/G,TI.C/M,TI.F/R) whichresponds to data fromguest interviews:

Guests from outside of NRWrrived from Hesse, Thuringia, RhineldPalatinate, and southern Bavaria

(Appendix GTable 13 and Fig. 0though did G11 remark that her arrival fromdeoheim wasndeed

an exceptionas the Italian sea was actually clasBelated to that, IP.F/R and TI.C/M also mentioned
assumptions about the competing position of other holiday destons at the Northern and Baltic Sea

addressing what was already &td by G2vho came to Zeeland for the vicinity

SoS

TICIM:G ot 8S2LX S K23 fSGQa ates A0S w2y (KS f f
s a8l Ly

CNASEE YR FyYRIXN&S(H K6 NS N 2 dzt It RA@IOHRIER) & dzy

Furthermore, whilstlength of stay of respondents from NRW was often remarkably short with at
maximum three nights (18/23 G.iand focused on the weekendsimost all guests from more distanced
federal states stayed longer (9/11 G.i. from outside NRW.,.i2 A&Appendix G, Fig. $1G11 from
Rosenheim who came with her parents from Frankiommentingon her 8dayf 2y 3 aidWal A GKY
GKSYy @&2dz RNAGI. Iniekievied duests Bith & longer stay made up a bit fkeas half of

-15-




the sample (46%) but stood more in connection with explorative and cufeleged activities such as

visiting museums, monuments and sights, and attending cultural events. Thesenese the main

reasons for spending holidays in Zeelandyémeral but sefselected activities for spending time. The

museum visitors(8 G.i., 5 E.i.) among them were usually associated with rather broad interests (also
IP.A/G;TI.C/M;IP.F/IR;G44) anditiig dall kindé 0 ¢ L ®/ k a 6. Giedts adappcadnto visit

those expositions that are nearbya LISOA L f £ @ 6KSy fSy3dkK 2F aidle Ay Y%
to visit museums appeared influenced by factors like weather (IP.A/G,G52,G71), cost&)(IRnd

availability of time (G17,G52). Howevarmen considering alseights and monumentg11 G.i., 2 E.i.),

World War limemorials were predominantly mentioned (7/13 G.i. with interest into monuments and/or
YdzaSdzya s Dun S@Sy 4z t @y aA G SRdAf fF FRABYtR S LI |
KFLILISYSR (GKSNBQOX Wigd2 DRIANRY I 438 Nd SRA YSNIQO2y a OA +
ODHNIDHCcIDNNKNpVey intkEstidd KIDSMR 0 | © 2zl | & & 2 shanéeRED AdyTEMD 06 D ™
moments of unplanned confrontation with the topic (G12)13&nd showed theoretical but genuine
AYGSNBald Ayid2 @OAardGAy3a YdzaSdzya adzOK |a GKS w. S
employees could not confirm any interest into World War Il attractions /M|.IP.F/R,IP.G/V,IP.H/S):

Yeah, justbecaus&’2 St t = LQY DSNXIY FyR ¢KIG F € fthakl LILIS
AGQa Ffaz I dza 6K Sa2 RFas®ICHIPIHESK BAInd wealso have, for
examplethe bunker route tour in our assortment .L]Q @S I Ol dzr f f & YW@ SN a2t R

Lt ®DNodalsotdA KSNJ KI S GKS AYLINBaarAzy GKIYIZRySw | yF
yS

BesideswWorld War Il, more specific interest also existed among sgomestsin maritime attractions:

ShipshAy 3ISYSNI foo®DnirOK A(BF R @.i 2 Eld)éat the boulevards of Vlissingen and
Breskens seemed to be appealintP.H/S reporting thatdyou often see [people doing] that
dCpnnected to the shipgs] also going on boafl NA LJa W®dydzy'S 21F (i3 P.AV2@GEia5 G KI G ¢
E.i.). The request fdyoat trips, which also includes ferries, appear@dnot always being met by supply

though, either because & K I NB 2 dzNB R AV S0 AKT @D Sl dakigai®abeioiNidarny)

boat trips offered in low seasén 6 Lt ®9k , = | f &2 Lt ®5k%0X 2NJ 0SOI dza ¢
communicated enough for guests like G24 and couple G25/B6 latter two hadspecific interests into

harboursl y Ehe movements on theéVesterscheldeé 6 Bnd missediguided harbour tours, and then
NBIFffe wlFo2dzie GKSaAS 6A3 (NI yaKALYSYy(d L2 NERE odPdde
also G25/26)However,G26 also admied i K | (i K K858y Qdi  NIBNJIf ba@ID 2rzR) y8R dzZRXK 6
(G26) As IP.G/V summed it up for the destination of Vlissingeh9 8 S NE G KAy 3 NBt I GSR
they really like a lof. Related to this, theDeltaworksgot notably more selected from the photo cards

and described closer by se as at S NBE A&y i SN EndpredgiyER Do T Mn DDA PI o
3dzSaid NBALRYRSYHE OB A & KdikebyeK@ XAD mHid @ W

Regarding cultural eventSjnterklaas arrivalespecially by boat in Vlissingen and Breskensdstut as

I aLISOA T A Cpedpl@Bhyp havedbeh Mdte fréquently to the Netherlands and know Sintérklaas
(IP.G/V), whether they come with or without children (IP.G&vQ2y aARSNJ +a | yAOS TS
they also come fér O Lt @5 K lohgstanding” gu&sS Raied about the event (3 G.i.) as something
GKS® SAGKSNI O2YS F2NJ 6DcT 0O 2 NJ beauliftER | ddspedtacle t A 1 S
for the children and themselves as grandparents (G67) aridyaA OS (i NlaRdné Rkesytoo @ d D6
participate inabié 6 Dmn 0 @ Strad-riding WiaS @sieyl ByHuseownersG4345 and mentioned

G2 0SS Iy S@Syil ¢doBeNB extté2 YEL tDSNY hdpcidinkite & bit théir firhedofli o
taking holidays with ¢ L tFubtexmeng dnlike longer staying guests, guests with a short stay partly
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mentionedmissing timeto be areason for not exploringr 2 NB G KS RS&alGAyl (Afvg o0y D¢
KFR Y2NB (GAYSI LQR ¢ f &R paflidaestdylidherdor awdel, hdmne dodNS
look around whether there is a small festival at the beach or something liketh@ Dn 2~ | f a2 DMy K M™

Gl9:aL GKAY]l GKIFGQa 2dzad F2N LS2LX S sK2 02YS KS
rather look aound a bitd

G7law. 8dzi ¢KSy ¢S 3I2 (2 12ftlFyR F¥2NJ GKNBS yAIKi

Planning behaviour indeed differed seemingly: Among those respondents who mentioned their source of
information about offers or events esite, all those stying three ights ard longer looked up some

information online (some more, some less thoroughlypdditionallyvisited an Inspiration Point, either

F2NJ [jdzSaidAaz2ya 2N 3ShG.AnkantrastfaGst shbdtdr RayiagyMEhtNd nidoM H K MH D
up anythirg, merelya goodLJt  OS (2 St G O0ykMH DOPADOD ¢KA& LI I yYYyA
Lt d5k 2Qa8 SELISNASYOS (KFiG GKS FTANRG Gdépendent2 D2S& 2

Families

Guests from other federal states than NRW weré¢ maly interesting due to their longer stay and higher
activeness, but also regarding their family Hifgcle: 6 employees said, that low season is a time to be
visited by families with children undechoolage 2 also mentioned families with schoolchiér whoare
though bound toholidays. Familieesho came or had once come to Zeeland with their childieh G.J)
stood out with special interest€{T]hey come for other things [...], really something speslify for the
OK A t (RPNIBW thais mostlyaimed at bringingun. Thusentertainment facilities for childrensuch as
swimming pools, indoor playgrounds, childéi G NI O A2ya fA1S U{G22YGNBAYQ
animation were intensively used tagm products (7 G.i., 6 E.ijyt also going vih the children to the
beach(4 G.i., 2 E.i.), doirartivities related to animalg8 G.i.), going on bhoat trip (4 G.i.), following the
Sinterklaasevent (3G.i.) but also visitingnuseums(2 G.i.) In overall, children activities dominated in
holiday-descriptions of interviewed families (8 G.i., 5 E.i.).

Gm y []ouwichange, you know, with a child also the priorities change a bit regarding what you do
OX FfGK2dzZa3KX8 ¢S AWANMBEAGES RapEdzt Ry Qi 6 S

LYRSSRX Dct YR DcyQa Y&yl 2NBASSfy yIR? Niddlie svanig/San NNIBRE- d
Dno RMWNBdSwstwhele o6Dno0 F2NJ KSNJ RI dZAK( &6B séahtl & R2 K
museumd § KSNBE AGQa |fad AGDSNBERAIGAYHf FRIUSDOKAT RANSRS a ONJ
to be ouside the city (TI.C/M,IP.G/V) and where there space nature (G67,IP.G/V), thesea

O0CL®P/ kaXLt ®9 a yetyThildrightly pafke @I0CAM) lked [ YR 2NJ Ay w22YL]2|
there they have those facilities 6 Lt ®5 k T | bt&mdwnlior ait fawilied]). Somelpdrédntd also y’
KAIKE AIKGSR GSNE  Liiendli if@asriiciure, &t the Y& Qcdrner@tKihef R
gastronomyand in shops to theindoor-playgrainds animations, and events at living and recreation

parks (4 G.J. However, offers are also tirdependent in low season @i KSNBE A a y24 GKFG Y
OKAf RNBY «Xdzy GEAdf XBI YKAEE XASRIISBdier mdticedd Nidifference duringtheir

winter holidays that got introduced in Rhinelaf@latinate m 2019 seeminglynot knowing that their

holidays overlapped with Dutch spring break

Dcm¥Ki@s NBIff& | f20G RdNAy3I (KA&d 6881z Ad &dN
wasnot that much programmeé. ®5 dzii OK | dzli dzYy K2 f éarBatgear] & G NI SR
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DcolYWRt Ay 20KSNJ FNBIFaX 6S IINB NFGKSNI 6KS LIS2LX
get that much there for children. The seaduasthen not opened yet, rightZilQad Y2 NB Ay
summer, I dzii dzYy K2f ARF &a oWIdKK Al RINGSYBQ 8K AS TardE Ry daOkKl (F

Winter holidays in other German Federal States are no focus for promotion by the VVV Zeeland, though
did contacted partner organisations reomend this time for doing research due to higher visitor
numbers. The2 6 Y SNJ 2F | OFYLIAAGS 2y 21t OKSNBY YSayliAz2ySF
combination of families and couplésX 6 2 21 SR (KA & @SIFNJ I YyR GKFGX6 GKAAZ
be calmer before and that for us has been becoming more busy esictythe last yedar o w® 2 Sa i NI (
personal communication, January 17, 2020). Furthermore, spending childhood in Zeeland also appeared
interesting in terms ofhostalgiaand familiarity: t ®! Kk D | YR %+ ®. gofe GeBnald NdeyS RS> i K
were already herdd y G KS LI aid a OKAfR wX6d ¢KSYy (K&& KI @S
OLt ®! kDO 2dzad f A jgew uphdyhibugy 24HKISANZ DDvodrp SoaRoETI2 pUv | Y F
g Kawaysd LISy i K2f ARFe@a KSNB pn eSILNEKERZO2YSE P2 @KRf
SOSNEGKAY3 KFa OKFy3aSR: 0S0OFdzaS Ay GKS LI GK ¢S 02
GKSNB &Sz @2dz 1Y26Ké VRDdeScibediths fAlewdzNE S Ay i SNBadAy 3
ZVBID:G w¢ 8 G KS@ ¢ y (ownlefperighteddoyhdiQchildr&nS Thosk are stories like:
YWLOAFS 6SSy (2 ®%SStltyR gAGK Y& LI NByda F2NJ GKAN
OKAf RNBY ®Q {AMzOKS SIRi2 NISlHale TXSFtirxy 3 2F al FSde AyR
familiarity, you know what to expe®té

Health Tourists

Besides striking geographic and demographic characteristics that stood in connection with certain
benefit patterns, other specifibenefits stood outby themselves, for instance those related to hbal

DdzSada 02yySO0SR (i 2restEK SOADNG 0K2¢f LAGH | k@& Dagaii KD @ ip D D@ S0 Din
calways good O Beapait(13 G.i.,, 6 employees), especially when being asMaolt connection

between their stay andvellness and health purpose$é G.i. and 5 E.i. even pointed it out as a main

reason for coming. The beneficial effects of taking a walk outside and breathing the sea air ranged, with
flowing transitions, from the support atellbeing (9/10 G.i. who menaned wellbeing in overall) @ha

F 2 NI ouldorwéliness O Lt ®5k %T | f & genebamiwealtiion even spBaificometicalii 2

healthd ! & DHc & d3¥araBiiwelheéss atrl fcalit 0 DHc 0 ® DdzSaida RSaONAOG
3 Sy S Naknifittidg (G17; also G3,G25,G29), fostanceé F2 NJ (1 KS 3 S yGBNE T 26N\I £ X Yo &
psyche and also forthe batly 6 DMT 0 X 6 dzii | f &2 redogeNEke fioin)s SrksEfdl oy £ £ &  F
or urban life (G3,G10,G29,G37):

D o Youdave the feeling thatlven you drive home now, youddsomething good for yourself
thisg SS1 Sy R®E
More specifically, sea air was also connected with better sleep (G51/53), recovery from a cold (G10,G50),

allergy issues (G10), maintaining health in the future (G29), and fora@@71P.H/S in detail witla
beneficialair compositiorfor iodine insufficiency or asthma

G67(coming to the coast of Breskens since 19®Bwa8& 2f RSald RI dzZZKGSNI 41|
thyroid and for her, the iodirgch air here was important, and we onlgda flat and here the
children could go out. And the air, the iodiNdh OK | ANE Ay GSN¥Y&a 2F KSIf (K
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IP.H/S:d also worked for Roompot, ehm, | was sitting in Cadzand and then thereoftene
3dzSada O2YAy3 gAlK dhafor ky sea dirbétdushenSliey ad betted 2 NI
ONBIGKAY3IZ | 06A0G Y2NBX SKY&X LINRPolofé o0SOFdzaS 2

A ¥ 4 A x

b2adlofeéx GK2&aS NBaLRYRSyla ¢gK2 O02yySOGSR &SI | ANJ
seemed to assign high to critical importance to this benefit tfair decision of coming to Zeeland
(G3/4,G10,G20/21,G29,G43/44,G67/68). However, radpats from CadzanBad and Domburg, who

indicated interest in or issues with health (G3/4,G10,G12/13), denied any influence bédtith resort

status on their holidgs, though did G12 show himself disappointed about the information that making a

NB I dzZNXWYg | & y20 L} Ratheoih Sontrasy enbichiNgotileNaBrs about building a

Thalasso centre in Cadzand- R Y RS D anotheSpgifit of2cyticism Xy I YSt 8 X8 G KIF G
huge houses got built, there along the beach line. Because thso find so special here, that one can

walk along the water without having to look at these constructionsé Dn 0 ©®

Indeed, respondents who enjoyed the sea air valuedcinglor hikingactivities(10 G.i., 4 E.i.), yet did a

firm need into realwellness fadities appear low: On the one hand, an affinity of Germans for spa visits

was confirmed by TI.A/G, TI.C/M, and IP.D/Z, TI.C/M saying that the hotel spas like at Vahatet de

t | Nifdeed ceally attractk® DS NX Iy 3dzS & (i & 3(TLEMKIY,bit orlthe ptife? and| only n /872 €
for weekend guests G3/4 and kite surfer G42, a spa was reallgcassaryfacility for the chosen
accommodation. Similarly, thie 2 y S apddménisawith asaura 6 %+ ®. k50 | G %SStl yR
said to cover the sporadicdY | Y R 0 %+ ®. Kk 50neveyf RO (I K Swedg ovi S BRIL &/ k a > | f
IP.F/R) requests for spas at tourism information offices. Indeed, it rather applied tontérwiewed

gueststhat if a spa offer was given (like some of them had access to a gauné)®abIld make use of it,

but that this wasnotpivotald { 23X ¢S R2y Qi 02YS KSNB F2N RAy3 oS¢
7 G.., 1 E.i.). Using wellnefxcilities was also made dependent on more visible promotion of it
(G17,G58,G71), hadn Sy 2dzaK GAYS tSFTiG 066SS1USYyR 3dzSaG Dopo =
from children (G42,G62), as well as on a reasonable size (G58). Ideas about agdaitfficiently big

facility indeed differedDn ¢ & &I dhledSadndsRasp A 1 K LR 2t X & y R@hisl NBf |
hotel ¢ cthose are the small things where one can increase quality, where one can go into tlge nich® n 0

¢, holiday house wers G17/18 and G58 contemplated about a thermal bath:

Dpyly NBI ff& adzfIl2NA2 fidet SIZFHLQY2F GKSNXYI ol K&z
bath here, or something like that. Also, this one sauna that this one park offered once is not what
wekn2 6 FTNRBY DSNXIye dé

Ly tAYS GAGK (GKAA A& Lt apsskihyaS a2iLIAly2Ad2NAIGaY KR hav&S yi( A5y,
capacities there, atthismomentz I ANBSSAy 3 | fa2 ¢6A0GK GKS NBaSIF NOKSN
the low number ofspatourists in Zeelanget g K 2  NJgaiefs®idréd 0 Lt ®5k %0 ® al { Ay 3
medical tourism in Zeeland'|.C/M and IP.D/Z both reported in viewaufcessibility and medical care

i K laifot ofipeople with disabilitigs 6 ¢ L @/ k a 0 { Sy Rith Grganisatbirs$ the ghouRIdtR dzLJa
aSl az2ya nmodziuchlseel & ¢ Limb low season. Only IP.F/R reported that there are
ésometimes 6Lt ®Ckw0 a2YS NBI dzS a Gid theFpashd Xows2 20KLI2GIKXKBS KO KR A
houses in Renesse specificétlr people in wheelchairs, disabilities and something like that, butdidat

y24 NBFffte 3SG 2FF (GKS INRBdzyyR wdddB8I (GKSe& | NB dza S
@SINAR 320 0ddd8 L GKAY] KRl AGKING 2&1a diKt @05 ERR&RX &
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Campers

Whereasfacilities for medical tourism seemingly did not earn much attentipmamping facilities in

winter did: From nne interviewed guest# was known that theycamp coming either with their own

caravan olcamper, or using (or owning) a mobile home. Some connected camppsgionately with the

FNB Sy Siaigly dviigof 0 DTHO YR Y2NB &LJ2y (dplged 2 dzD HIgiO IZY 2 NY B
a community (G23). Guests and employees reported, that mampsies are closed in low season, in

specific minicampsites neededtb do so due to regulations (G22/23,G40,G41,IP.F/R,IP.H/S), though did

both of them also talk about existing if not even increasing demand in low season. IP.F/R owns a
campsite on SchouweBuiveland and reasoned plans of expansion by 55 more winter itabdollows:

IPFRG{ 22 WwOIdAS L y2G3A0SR Ff&a2 SEGNBYSte& RdNAY
peopleg SNBE aSFHNOKAYy3I F2NJ I LI I OS {igg hédd irvyRaBesse PP
anymorel...]. [A]Jnd people with campers [,.they bring everything themselves, they, you know,
theyR2y Qi ySSR lye& FdZNLKSNI FIFIOAfAGASAasY GKSeé 2dzad
those people who come and campnaimter, they do indeed exist, you also hatreem quite a lot,

esped@lly, Ay LI NIAOdzZ NI y2¢ Ffaz2 RddNAy3a GKS / KNRadY!l

As IP.F/R did already indicate, there was a combined demand of campingaded sports in low
season, observable imater sportsmenG4Q G41,andG2223. Also, TI.C/M noted:

TI.C/M:a Lso bet continuously more campers, also German guests with caravans, an enormous
number, and they surf. [...They &Jkwvhere they carstandin the evening or wherhey can
park with their amper [...]. More than in the past. Those are older but also yauneeplab £

Dnn YR DnmM FNRY bw23I K2gS afyNa placEs\Nik: failadlel b ®8 RO T 2 HJ
campsiteswhich are perceivedexpensive Diver G23 shared his opinion, ttatw ®dd8 A F (G KS LINR
to have more tourists in winter, then the camping factor is a big ®here are for sure many who would

fA1S (G2 02YS 6AGK GKS OFNIX¥@rya 2N gAGK | OF YLISNI
Ol f YHONGDar, 8 YS OF YLISNE aSSYSR G2 FSSt | oAl 2daAadSR |
industry, for instance due to an increasing focus on gaining income by holiday houses
(G34/35,G58/59,G68/69). Currently, for instance, caravan owners in Breskens whooneeadte space

F2N) K2 AR al&sdarchKfardzewSpitches to stay oLt @1 Kk { 00X H6KSNBF2NB Decr
province and mintampsites try to use the new demand for obtaining permission to open irs&agon

(IP.H/S). The increasing development of tharism industry with focus omuantity andmore luxuy
accommodationswas subject to quite some criticism anbdrought into connection with a loss of
naturalness in the holiday experience (G3#)d of the pristine coastalenvironment (G3,G34/35,
G56/G57,68/G59)

G34dThe question is about how you want to develop, whether you want to adapt it a bit to the
landscape or whether you put something like over there, [this new bungalow park on Noord
Beveland,] the [...] grey concrete blocks that are standiigfS R(@8A)S & ¢

G23 and G39 also appreciated the coastal protection and renaturétimnhad been doneyears ago.
Another point of concern was thiésingprice (G8,G34/35,G567, G58/59) that is already perceivedidh
(7 G.i.). For some, this soon appe becoming unaffordable:
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Doply Y“SIFy= FlLYAfASa 6AGK OKAfRNBY &a2YSsKSy OlFy
OFYLIAY3I Aa 3ISGdaGAy3 fSaa IyR f Saaihe diderseécialKk X d8
layers they also just want to continue goitgy’ | Yy 2NX It OF YLIAAGSS @&2dz 1Y

Water and beach sport hobbies

At last, the water sports enthusiasts gained attention with their specific benéfite{ 6 L2 Nlida Aa | 0o
here. Meaning surfing, sailing, and diviig. 6 D H o U certaiyf RR&p8nRents (G223,G40,G41,G42,

G45) came to Zeeland for doing water sposisch agdiving, sailing(G22/23), blow kartingkitesurfing

(G42,G45), owindsurfing (G40,G41), whereby G40, G41 and G42 came exclusively for this reason and
stayed for only one (G40,G41) avd (G42) days. All of them valued théinity to their place d

residencein southern NRW. As mentioned, staying for more than a day was also rather unattractive for

G40 and G41 due to few offers and high costs at campsites. As G40 and G41 explairg€ (3lsthe

wind conditions at Grevelingenmeer were the bdet windsurfing close to their home and the main

decision factor for a trip to Zeeland on short notice, also at the sea for kite surfer G42:

G42:02 Sff GKAA A&X 2yS LPTAGRY OXMABIIBI OXBES A dzNIKM y
0KIF Q& ¢ Kete, ybs. ThéeY there are restaurants, toilets, you can switch clothes and
AK26SNJ AYAARSY AdQa | oAl GKS SyGANB fFe2dziX

z

Lt ®5k % RS aONadsthd gréudzNId § NE 5 k %0 8  dpeopicCdoimg watBsRortyid (0 K I (
GAYUGSNE (K2aS | NXIFINRaare t $6QaNBIFEXWYRY8 (Kz2asS I NB
O2YAYy3 F2N 8SI NE oX|gRIKGKEZT NORBXE 9 K2HBEYWHSHRA ( K
equipment (IP.F/R,G23,0bservation). Cold weathes weentioned as the main reason for not sporting
(G40,G22,G423nd leaving the waters to the (much moseer) Dutch sportsmen (G40WS a L2 YRSy (1 a Q
ageranged from 36 (G42) to 60 years (G23,G6Q)G@Hd also IP.D/Z talked about an age span up to 50

and aboveBesides the surfers, part of an entire communitydiferswere G22 and G23 whasit diving

spots at theOosterschelde andhe D NBE @St A y Jtené A6 Sitkkdyraphers and photographers,
biologists, there are also many many insiders and one knows éhelko0 6 DHoO 0 X odzi | faz2 Y
who come for fun but also research, observing the lively and colourful underwater world with-ltkeriff

overgrown bridge pillars and interesting water iauails that partly come from Mediterranean waters.

G23a OEBKFGQa  adzLISNI AyiSNBadAy3I I NBF KSNBo ! o

Diving time starts, according to G23, with the mating season in the beginning of Fel®dvarnthe past

decacks, a lot has been done for divers and diving infragtiee has been improved, bt o 8 OO0 2 NRA Yy 3
Aa 2F O2dNBS Ffaz2z GKS RAQGAYy3I G2dzNRAaY KSNE®3).azx (K
hyS fIFadByeii&Ra&LI NI § §PFRNEReodishertn@n (2L3S.2 2.E.iSFéshing in

Zeeland can be done for free in the North Sea and in the Westerschelde, whereas a permit is needed for
inland watersl 2 6 SGSNE &a0GF 0SYSyda NBII NRAKYIX {y2265 &85SI 22y P dNIB
thh G Ay GAYUGSNI 6S aSftf YNOK{Y2NF NBNXYaAaRA AT SNFNRNVEL X
GKSyYy Al &l NI(RFRIEmyyAY@E Iy R AGKEY S 6S KIF @3S AYyRSSR |
fishing permit, asking also for the entire yeand thenyou notice that those are people who have a

caravan orsomething like tha{..]. YSI K> odzi A0Qa y24 GKS X (KS 06A33S
that fishing, yes they always stand there [in CadzandR8 Ay @AY (G SNJ HIP.NBash & KAy 3
observed by G3/4)For nore interviewresultswith lessrelevarce forthe research seeAppendix J)
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6. Discussion
Certain groups of benefit combinations (compare Haley, 1968) seemed to depict market segments
leadd i GAGKAY GKS WYFN]SGQ 27F Nlnyhi zesearéninde@ndSnrans R Ay G S
their individual characteristics and travel featurelse tpivotal reason for visiting Zeeland in low season
among respondents and German low seagprestsin overall (as reported by employeegjas the
seaside. Thus, the seaside appeared totle core benefitand intersection where several potential
markets overlap with each othécompare Chung et al., 2004; Haley, 1968)well ashe most impact
havinglB Yy STAG 2y GKS FTANBRG GKNBS adl-add&®@A 2F @S KIKAIS2HEND
including the destination choice. Oth&equently sharedand strong benefits sought seemed to be, for
Ayaidl yOSz t2¢ aSl a2 yiedidnikyyoiiis N& 1o Gheovinyplacg §f dizhngBesidése  + Yy R
that, the relative importance that is assigned lenefits and helps distinguishing segmeftempare
Haley, 1968) appeared visibletime other tangible and intangible reasons that got connedtedr sen
as an addition to enjoying the seasidEor instance some guests came to the coastfor pure
recuperation and others for doing water sports. This observation in mind, the following potential
segments are discussed in view of their criteria ohbea aqality segmenta niche market, andaving
the ability of attracting more German tourists to Zeeland during low season.

Low season tourists meeting many criteria of a quality tourists

Quality guests are those allowing geographic d@echporal distribution, who love, appreciate, and

addzLJLI2 NI %SStlyRQa ARSyidAlGesz (A Nouddra & MGanydsrEBergy R 6 S
personal communication, September 24, 2019). Most interviewed but also other low séasGsts

indeed appeard and were reported tde loyal and very frequently returning guests who perceive the

dzy RA &G dzND SR SELISNA SafOStA T i XRB | FROD2AREYVGAGYR LI

a
ol O1 Q I (aszaaimpodanNtBenefit but they also value lod- £ aQ YSy dl @rdad e | yR
surroundings in their overall smallness, cosiness, and Dutch style. Mass tourism was often rejected and,
instead, the benefit of enjoying tranquillity was assigned critically high importance for holidays (compare
Haley, 1968).Thus,the tourists apmrently shared the same benefit with many locals who live at
destinations with high seasonaljtpamely the use of a timeout (compare Mathieson & Wall as cited in
Cannas, 2012) which also matches the aim of several respondents xp estzape, and enhandbeir
overall wellbeing. Also, low seastwurists were maybe no eemurists butthe importance of enjoying
natural coastal landscapes and the criticism abmugoing constructions indicated the high valuation of
%SStl yRQ&A Ay NR Y deisOButhiblzZ0id) aivdadygnamed/ tRe thyelat fodahgefation as a
typical negative sideffect of high season. Considering the advantage of naturalness thatrideis| said
to have over the Belgian coast, the question may arise whether the increasing iafiexploiting high
season might affect important competitive benefits and related chancésiarseason tourism on a long
run. Regarding other characteristio§ quality tourism, the salient activities of hiking and cycling alone
are howeverno major inome-bringing activitiesAs Butler (2014) statedexpenditures are especially
important in low season due to economic thredite the reduced income source dgiation.

Long stay as an important criterium for quality tourism

In this point, longer stayseemed to take over a critical raldhose respondents staying 3 nights and

more tended to use their additional time for focusing also on other trdemefits of less assigned

importance (compare Haleyl968) meaning benefits sought that were not the pany reason to come

to Zeeland. These tourists went beyond the enjoyment of seastided products and the main

infrastructures of eating and shopmry alsoexploring morefields like culture and events (if offered),
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thereby getting more involved withZS f I Y RQ& A &uluyaliparspéctiv@nd Bpassidly, spending
more on producs and service fees. Guests with a longer stay came foremost fremmiore distanced
and southern federal states Hesse and Rhinelgathtinate evoking the impression thdtolidays were
also made worth their travel time by adapting length of stilarkets outside of NRW are though not
targeted by the VVV Zeeland yet, whtore it might be assumedthat enlarging the radius of the
targeted area in Germany for low season begdhe borders of NRW might not only go along wittise

in guest numbers, but eventually also in length of stay and actieitgl among thee Demogaphic
characteristics of guests woutough not change bustill comprise people aged 50 and above witho
family obligations, as well as young parents with children under segml However, both belonged to
the more active tourist grouply focusing a culturaland /or fun activities.

2 KSGKSNJ GKA& 3ANRdzLI | f a2 Fdz FA ériteriu bftbéng Geglected b S dzo Q &
competitors may be doubt yet didthe benefit of visiting the sea by the lowest travel effort possible
appearhaving a strong causal and thus competitive powethmdestination selectiofcompare Chung

et al., 2004; Halg 1968) in the travel decision phase (compare Mathieson & Wall, 1982). Maybe
therefore, as assumed by TI.C/ and IP.F/Z, rmam¢hern living Gemans also makéncreasinglyuse of

the manifold options at other coastdestinatiors (or G11 from the lItaliawoast) representing a strong
O2YLISGAGAZ2Y T2 N Andhert posgiite thieatefor gitradtidgNdSribebn markets might
therefore alsobe the decreased maximum velocity on highways to 100 km/h since March 2020,
LINRf 2y 3AYy 3 RNR O koash thelindoré Sorthwardsa S&han drealksk assumedmpact

of destination vicinityon destination choicenight, however, also be a finant&dvantage since potential
tourists with a very short travel time might need less additional marketing eftbats others.

Communication as a mean to more effective income source exploitation

However, the higheprofitability of longer staying guests may not be taken for granted or sufficient to
render opening timeof local providersprofitable. Considering Bler (2014) wio said that improved
attractiveness of existent tourism products is the mean for enlarging markets in low season, there is also
room for improvement in Zeeland for turning guests into repeigitors and stimulating worgf-mouth.

TI.C/M wassupported by ther employees in the aspect that the variety of offers in Zeeland must be
gStt GAraroftSI WFAYRIOfS 0 Sexpresdedid FLAYNRRSIS RIS -bayfg SUOK S aW ¢
O0SKI@A2dz2NDD Y2RSt o0& al KA Bead@nsidededhit inforimétibn séanclpy H 0 =
behaviour seems to take place also during the travel experience phase and apparently deals with sought
benefits of lower relative importance, determining what people desite once their main benefits have

been obtained (compare Hkey, 1968). Many respondentsyet seemed toprefer obtaining information

the most WomfortableQway and being moreproposed what to do rather than searchitigemselves

especially when length of stay is limited and no specific plans have bade.Assuminghat secondary

benefits might gain more interest once the main benefits have been obtained, moregbire
information offeringora A 1S 0 g-A WK XU y PO&R FT2NJ O2YLISyal dAay3a (GKS
may berequired Furthermore, gice low visitar numbersand the resultingtranquillity were the most

important selling poing of low season itself, spreading people atseer the place appears critical for

keeping also future low seasons with increased visitor numbers sufficiently calm.

Another pointto improve was seen on thgroviderlevel: Respondents showed broad understanding for
restricted opening times of premises for seasonadlityuced reasonsas also Butler (2014) described
them, though was efficiency for guests and providelsogerceived improvable by taking low season
tourism more seriously. Sutcliffe & Sinclg980) stated, that low season typically causes inefficient
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facility and resource usage, though did aBaum & Hagaf1999)Y Sy G A 2y = G K| (ability & 2 LINEP
or unwillingness to offer attractive tourism products can be a barrier dffective low season
exploitation.{ SSy Ay O2yGSEl 2F NB&aLRYyRSY( xaldhelexhiledi A 3534 >
moreby entrepreneurss ¥ 3dzSaGa4Q ySSRa FyR AYTF2NNIGAZ2Y &SI NOK
a chance taise moreincome possibilities. IP.D/Z added, that this also includes paying more attention to
formal holidays in low seasondh asButler (2014) noted, can briefly cause increased tourist flows.

Winter holidays as a profitable interruptive season

| 26 SOSNE | RAGSNBEAGE 2F o0SySTAda a2dza3KG aSSYSR | f
quality infrastructure forF I YAt ASad {LISOALFE O2YYAGYSyd G2 FdzZ FA
exploration (like entertainmenbffers at parks and indooplayground$ appeared observable among
interviewed parents and grandparents and is in line with findings from GitedsonKerstetter (1990)

who observed this also in their research about the influence of different travel parties on benefits
sought. According to naatives from employees, good holiday memories and familiarity might also
influence later travel behaviour gfeople when having family commitments themselves, making them to

loyal guests who return to Zeeland maybe for the felt obligation to offer positiperiences and a safe
surrounding to their own children (compare Backer, 1960; Weissbrod, 2B@$hnd tha, exploring is

not only a preferred characteristic of quality touristsut it might also be connected to higher
expenditures. Families with chileln under school age thereforeeem toremain an important target

group for low seasaorMoreover, the assumon by A. Woudstra (personal communication, September

13, 2019})hat Germans tend to travel with more remote relatives could not be obseryeddid families

with schoolchildrershow potential to bebenefited from more Targeting federal states that haweinter
holidaysapparently forma small interruptive season in the month of February (compare Butler, 2001;

2014) and a niche sutegment within thebig segment of families (Kotler and Michaelson, as cited by
Parrish, Cassill & Oxenham, 200%83.these caffiall together with Dutch spring brealgefficient facility

and resource usage of suppliers and providers could be reduced by higher occupanggré&&uicliffe

& Sinclair, 1980While at the same timeF | YA f @ Q& S pedehced iticanlbe Weddressed

by the increased service rangentérviewed parents also notably highlighted their satisfaction with the
childfriendly infrastructurein Zeeland, some even mentioning this as an advantage above Germany and
other flight destinations. Thus, thigvo niche criteria of profitability and competitive superiorityppear

to be met (compare Dalgic & Leeuw, 19%4)d positive holiday assessmentsght favourably influence

future holiday decisions (compare Mathison & Wall, 1982, p. 24), alvertisement on-site may remain

important for avoiding parents to stayn the parks only.

The oldnew concept of health tourism by nature tourism

Furthermore health tourists are assumed lbie provincial authority Provincie Zeela(f@D16b)to be an

attractable market thanks t62SSf | Y RQa | LILIS| £ A yY&, agtordingzMIAf WoSdgt@ A NB y Y ¢
(personalcommunication, April 06, 2020)he focuslies more on what theUNWTO and ETC (2018

define as preventatively actingeiness tourits than on reactivanedical medical tourts. Although two

places acquired the status of a health resort2idl4 (Timmermans, Marijs, Bijl, & Tempelman, 2016)
%SSttryR akKlff y2i o0BthiypesioRtGusisinivgréhauihdoyind B deNaxisieiitdh A f f Q @
Zeebnd Wellness and medical health both belonged to those intangible benefits that were assigned

high or highest importance in travel purpose by a notable number of respondents (compare Haley,
1968), hence health was a, or the, primary motivation wsit Zeeland and hence indicated health

tourism (compare WTO/ETC, 2018).
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Still, it was rather wellness tourism with preventative intentions for maintaining healthadaining

other benefits like relaxabn, escapism, and general wellbeing that stood dufew overall glimpses

AyiG2 a2YS NBaLRyRSyiaQ LINAGFGS tA0BSa KAYGSRI GKI G
for some(compare Haley, 1968 onsidering that trandllity was the most irportant benefit for visiting

Zeeland during lovgeason, itmay it be assumed thdow season is especially suitalfte balancing life

domains (physical, mental, occupational, etc.) which was defined as the core of wellness toytisn
UNWTQandETQ2018).1 2 ¢ Y dzOK G KS LJzZN1}2 &S 2F o0SGGSNI KSIHfOUK ¢
holidays cannot be said by this researBlocording to Timmermanst al. (2016)at least, enjoyment and

Wi SG arAy 0SS ANy ®SISY2YWR 2 @NANBDF At Ay3ad | Y2y3T St f
might thus rather be seen on the minthan on the physical level.

In contrast, asthma, athyreosig, cold,and allergic reactionsvere examples of medical tourismh&
boundariesbetweenboth types sometimes remained fluefds also noted by Smith & Puczkd, 20p4

27), yet wasfresh sea air the benefit that connected them and made both medical, as well as many
wellness tourists frm the sample, come to Zeeland. Thus, the vadtingthe beach while enjoying the
fresh sea air was the dominating cotangible benefit of the potential health tourism segment that
seemed to profit from diverse and as important perceivetdngible benefis (compare Haley, 1968), be
they resting and overall badr health, better sleep, symptom relieve of smaller or more severe
respiratory diseases, or iodifintake.Indeed, letter sleep was proven in a research by Ratc{@f#.5)at

the British coast to be a significant beiteff walks along the coast

7

LYRSLISYRSydG FNRBY GKS GeLlS 2F KSFIfOGK (2d2NRadx Ad ¢
air by walking or hiking appeared sufficient for most for fulfilling the need for wellness or medical health.
Although inerest into wellness tourism bGermans in form of spa tourism was confirmed by some
employees, demand for wellness facilities in Zeeland was observed to be low or the offer more perceived

as a benefit of no high importance (compare Haley, 1968) yet regrésd y 3 Wl y A O$beSE (i NI Q
used under certain conditionglealth tourism tadition and growing potentigBMWi, n.d.) might though

also be the reason why2zsY S NB & LR YRSy (iaQ ARSIF& 2N SELISOGI GAz2zya
G ¢ KS NI S ¢ad tha daidnil séipaly in Zeald. Wellness tourism was indicated to be offered in

different dimensios in Germanyand indicatedthat expectations in wellness (spejurism can be met

on very different levels. Reflecting this o5 & LJ2 y d®r@ YehéfiQofstaying at the seaside and

inhaling the sea air for wellnessr medical health,the high appreciaton2 ¥ %SSf | yRQa VYl
surroundings and the criticism about ongoing constructions, andlaleactive request forwellness

facilities which were rather sea as a nicebut mostly notd LIA @ 85@)bfferé it might be drawn the

conclusion that offering spaffering facilitiesfor German guests like those in the sample canabe
incomebringingunique selling poinfUSPYor accommodation provigrs (compare Timermans et al.,

2016) yet might he development ofa massivespainfrastructure that isto the detriment of nature

possibly be counterproductive to the purpose itsélfi Do n Thdiqudst®rRiyabaut how you want

to develop, whetheyou want to adl LJG A G F 0 A 0  (.2n teinks Df conmpefiRiénss, LIS @ X ¢
Zeeland might at least not be unchallenged with offering spa facilities at the North Sea for targeting the
possible niche of wellness tourists on the dpeel. What seemedo shine throughy NB a L2 Yy RSy (3
answers and was supported in a reflectivenail conversation with C. Versprille from the Inspiration

Point Cadzandad (personal communication, May 12, 2020), Zeeland may already have the image of a
WKSIHf GdKe NXdEan?typ@ ofgugsRdoe$ Kather not appreciate the development towards a

pricy and luxury destinatiothat indicates a switch to a new target group of highd guestsSince price

increase may not only affect tourism products but also products of evgriitly includilg real estate,
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. dzi f SNR& O HAamMn L ineiEedaar Yhnd yiletisiacmiaRings régarding season extensions
appears advisablealso formaintaining positive awareness of tourisrfcompare Dgey, as cited by
Cannas, 22).

In overall, thediscussiorabout whether and to what extent to targetellness tourism as a stfbrm of

the overall niche of health tourism (compare UNWTO/ETC, 2018¥inislyby reflectingon the current

low season tourist who seems to fulfiiiality criteria: Kotler et al. (2013p.105) and Parrish et al. (2006)
stressedthat market research and customer intelligence superiority towards competitors is even more
crucial for targeting niches than for normal market segments. This might suppoimiression that
further targetingthe apparently already existingvelkknown, and qualitycriteria wellness tourisby
promoting intrinsic assets(as also recommended by Timmermans et al., 2@I®)offering smallscale

spa facilities may bemore controllable andsustainableT 2 NJ %S St | yhRnQadpping Rr&nouink (i &
luxury markés that might oust the existingne and might also be targeted by other coastal destinations.

Shifting the view tamedical tourism,t should be considered that according infrastructure in Zeeland
was described as barely developed and uncompetitive bymEBrmmans et al. (2016) in 2016 and
seemingly barely found demand according to employees. Further industry research revealed, that only
dialysisoffers by RoompotCareis used by Germaguests(RoompotCare, personal communication,
December 18, 2020) whereasare hotels and nursing care are barely reques®dafon Lukassevan

de Guchte / Zorgstroom, personal communication, April 28, 2020; Buurtzorg team Middelburg, personal
communication, May 8, 2@®0). Medical tourists from this research did not need Isdacilitieseither but

2yt e »SSt | gomig witrdatively lighkidnpairments like asthma, insomnia, cold, and
allergies, they may still suit and even support the desired image of the province as a healthytimagion

is not too medical Furthermore,the few statements about the recognition of the health resort label
discouraye the formulation of an idea about its perception within the German market. drhieal
importance that go assigned to the benefit of sea &ir people with medical interestdibugh appeaed

to play a role irthe traveldecision(compareChung et al.2004; Haley, 1968lathieson & Wall, 1982, p.

28) and could represent a nichén terms of size and less competitidestanceto other health resorts at

the GermanNorth and Baltisea(compare Dalgic & Leeuw, 1994; Schuh, 2004, pp 183}

Campers

An already mentioned challenge of low season is that, if demand was given, serving this demand must
also go along with efficient facility and resource usd8atcliffe & Sinclair, 1980XCampers are for
themselves no niche towgis in Zeeland, yet are mammampsites closed in low season bunedand for

winter camping was reported to be given and growing. One campsite provider seemed to see the
opportunity in the independence of those coming with campers as-catifring guests tanake more
profitable use of the growinglemand Being equipped with necessary household toolgnight be
assumed that campers in winter get along with the same facilities as logasdy, as tourists, also use

more additional leisure infrastructures(so far oper) that was used by guests from the sample, i.e.
premises to eat and drink outside, diverse shopping options, but also museums and other attractions.
Thus, by addressing a segnt with reduced tourist needs but usual tourist behaviour, a contidouto

tackling what Baum and Haggh999)RS & ONA 0 SR YS{ Il LIK2ZNA O ff & WiKS OKA
made and what was also seen oppositelydogployees, i.e. whether the first incentive for opening up

low season mst come from the tourist or from the provider side. However, also tourists living in holiday
houses are selfatering guests and gaining increasing focus by entrepreneurs such asitaowners,
reported to be partly leading to a displacement of campémsthis point, similar considerations as with
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the type of wellness tourist arise, i.e. which target market should be attrasfetb which luxury level

while ensuringcontrol overqudity tourism. Still, siitable markes only remainthosethat are also ableto

buy a product (compare Verhage, 20102B0)yet price was described as a matter of concern not only

among the respondents, but also in the latest marketing report of VVV Zee&ld 5 S LI NI YSy i
Marketing (2018a) Higher product pricing, as it is a possible side benefit of niches (Kotler et al., 2013,
p.105), may thus not apply to the normal camper when being attradtgohg low season.

Water spats enthusiasts

Price and closed campsites also influenced the length of stay of two interviewed windsurfers who just
OFYS FT2NJ I RI&d 52 A ywaterswitiih®yNy canydetitid sportig/coridifoSsida y R Q &
relatively short travel time wasusually the mosimportant benefit for coming to Zeeland amonige
interviewed sportsmen, thus possibly havirgstrong causal power on the destination selectinrthe

travel decision phase (compafghung et al., 2004; Haley, 1968athieson & Wall, 1982)Thefacetious
RSAONALIGAZ2Y 2F (KSaglINRAENX S yRE Do PCRWAF NBA {aRAESS
of water sports as benefit which is also a passionate hobby (compare Stebbins, 1882)sidering that
hobbies are activities that are usuattpnducted in tenporal regularity(Oxford University Press, 2019)
profitability might be assumed. However, the interviewed sportsrmoéien had a very short stay of only

one or two days and brought equipment themselveard®y havingspendings orsite but long cafrides

they contradict the profitability of a niche market (compare Dalgic & Leeuw, 1994) arithge of a

quality, more sustainableand beneficial market for local communities (qoane Hall & Weiler and Hall

& Lewas cital in Robinson and Novelli, 2005; Robinson & Novelli, 200&)ever as TI.C/M and the
interviewed sportsmen indicated, camping and water spoda becomected benefits of one segment
(compare Chung et al., 2004; Haleyp&9 meaning that betteipriced and open campsites might also
increase length of stay and spending of this small appearing maftdast, closer assumptionsf
whether fishermenform a niche markebr not may not bemade due to only vaguestatements about

these Merely may the prceived suitability of calm low seasons fleem appear reasonable.

The meaningfulness of niches kow season

At last, there were other less known and rather inconspicuous groups of respondents of specific
interests, namelydelta-related topics, WorldWar 1, and special events like Stnading and Sinterklaas.
Considering the aspect of sufficient profitability and chances to gBalgic & Leeuw, 1994; Kotler et al.,
2013, p. 105)especially the first two of them seemed interesting: On the dland, espondents with
YENRGAYS AyUuSNBada F2N¥YSR | o0SySTAG OfdzaldSNI 2F aa
namely harbours, ships, and the DeWorks. Especially for families, boat trips were apparently related

to enjoyment for he children wheeas the reason for more serious interest into maritime attractions
(except for G26) remained unknown. On the other hand, respondents showed interest into World War |l
monuments, presumably due to their involvement in this part of hises@ermansvhichmayincrease

the valenceand involvement withthis topic (compare Schiefele, 199X et, certain restraint ishowing

this interest towardghe Dutchemployeesseemed giverand cannot be explainedy literature from this
researchwhereforethe researcheherselfleaves itto an unverifiedand nonvalid comment that shame

and fearto behave inappropriatelyseemed to beobsenable among respondents in thigspect In
overall,theseinterests couldndeed be niches as they are small, addegkby USPs, and kia potential

to drive income from tourists if given infrastructure like museums or guided tatesised (compare
Dalgic & Leeuw, 1994 certain increase in activeness at the destination \wakeed observable
(compare Schiefele, 1991), yet timestrictions and search behaviouseemedto act hirderingly again.
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Neither were theseinterestsreportedto be decisive criteria for coming to ZeelafbmpareMathieson

Iy R 2 1982jwhic¢h lowers the relevancir the research question. Instead, these nichesmaingly

belonged to those benefits of low importance that are paid attention to once the main benefits have

been obtained orsite. Chances may though be seen in the overlagheke maritime and historyelated
AYyiSNBada oA0K (KS yROLN QR WKSR SINIAIOYSNI 20IA RS NIw2 dzi S Q
tries to drive specific interest tourism to Zeeland (compRETC 2020) thereby providing a promotion

structure for inceed tapping specific markets besides those who primarily come for the sea.

Stil, considering that fomost ofthe other described potential segments, it is debatable whether they
fulfil all the criteria of a nichehe it the small market size (e.g. of tourists from other federal states), the
profitability (e.g. of water sportsmendy the neglect by competitors inverall if distance does not play a
decisive role,timight beassumedhat the true niches rather serve the profiling of the province towards
other coastal destinationsnd have most impact on spreading people over pl#t@n over time.
Consequently, iappearsmore important to considewhich of theabovementionedtarget groupsthat

visit Zeelandin the winter months are most attractive in terms of quality criteria, i.e. geographic
distribution, appreciation of Zeel&hQa A RSy GAGeDByahdNBRFAGFI60Af AG&Z | yR

7. Conclusion and Recommendations
The observations indicated that the pivotal and by all respondents shared benefits for visiting Zeeland in
low season seem to be the unspoiled coastal nature with the seaside ibication with the vicinity to
3dzSaiaQ LI+ OS 27F frasgohdedsy lowseasons hefent tranquidity. 20w seagoa i
tourists from this researchr LILJS NBR G2 068 ljdzt t AdGe G2dNRAaida Ay
intrinsic identity ind SNX¥a 2F yIF (dz2NSX NHzZGAOAGEe:Z f 2@lfftkeQ YSyi
critical factors determining profitability appeared to be the length of stay: Spending more time at the
destination seemed to inspire guests to search alsd#fecondary bnefit<hat go beyond the seaside
and the core infrastructure of accommation, gastronomy, and shopping. They ntlays be connected
GAUK OGKS Ay@2f dSYSylG 6A0K %SStlyRQa Odz G§dz2NB | YR
depenced on the individual sgment and may include guided tours, attractions museumsespecially
regading maritime topics and possibly also Word Waelated sights but alsoattending an event or
using spa facilities. Consequenthgsed on the statements of 72 interviewed gtsgeand 8 employees,
and considering. dz{i f(Z®MN3ia possible actions fanitigatingmild tourism flows in low season, the
idea got formulated that qualitative lengthening of Zeeland's tourism season might be achieasst
not necessarilypy niche maket targeting, butby attracting ageographicallyproadened market fromthe
federal states ofHesse and Rhinelarfélalatinate. As these are less attracted by other coastal
destinations in terms of travel distance and seemingly opt for a longer length pf@taompensating
travel time, they might have the capa@it 42 Sy NA OK »SStlyRQa t2¢ aSlrazy

Sgmenting ths geographicallyextendedmarket on benefits soughtevealedfive interesting potential
segmentswith the belongingangible and intangible benefits amémographic characteristics:

1. Young families with childrenunder school agewhose benefits sought circle around (age
appropriate) entertainment offers for childresuch aschild animation,indoor-playgrounds,
animals ad attractionsthat bring fun andnvite for exploration

2. Health tourists including wellness and light medical tourists whose benefits sought circle around
the seasidefresh sea airpristine naturalsurroundingsa good hiking infrastructurand possibly
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the tranquillity that is inherento low season itself$a facilitiesmay constitute arextra benefit
that is usually not pivotal for the travel itself

3. Winter camperswhose benefits sought circle around open and affordable campsites; a sub
segment of thee are water sportsmen whose benefits circle around the outstanding wind
conditions fascinating underwater worldand maybe silent surroundiaépr fishing

4. Explorers by chancewhose benefits sought (though may these not always be assigned high
importance and have effect on the destination choice) circle around thmaritime topicsin
connection with shipsharbours,and the Delta Worksas well as the Liberation Rouby Zesland
as itis also included inhe HollandCity-Strategyby NBTCTheseguestsmay seekfor related
sights information facilities, andguided tours.

Anotherspecific possibleegment iglefined by:

5. Families with schoolchildren whacome duringwinter holidaysin February. Their benefits are
the same as those from segment (1) yet is the agrig of children different which might go
along with small adaptations in théetails ofbenefits sought.

Theseholidaysare only scheduled in some German federal states, one of tReimelandPalatinateyet
only whenEastern falls late whereforen terms of geographic characteristics, alsther close federal
states like Saarlanform attractive markets for the month of Februaryrurthermore, Butler (2014)
stated that widening the market is dependent on an improvement of the attractigens existent
tourism productsin this context, it igurther concluded that profitability might bancreasedamong the
current and new markeby more costefficient product offering ané more proactive communication
infrastructure from tourism provides and marketing organisatiorisr supporting tourists in making use
of secondary benefits wibh boostsgeogaphic spreading and spending behaviour.

The method as a suitable mean to find niches

The research method itself appeared appropriate for finding nichekets due to the vast dominance of
inductive codes over deductive codes in the final operationatisaiee Appendix )y indicating that a
guantitative method would have missed the required depth of information that was gained-égpitin
interviews. Futhermore, results were checked by the-dompany supervisor and destination marketer

A. Woudstra (pemnal communication, May 06, 2020) from the VVV Zeeland who confirmed most
0SYSF¥Aalua G2 o0S (y2¢y o0dzi &dzNLINA a S tnddntied tovaybls al K S
guantitative method in number and shortness of interviews with tourists may appeatradicting to

the indepth research instrument and was already partly discussed among the limitations. Yet, this
method is still assessable asstrong one due to the explorative purpose of this research tiesiabled
finding but alsodescribingexistent niche segments within the entire markéetcluding by means cd
cluster of benefitssought Furthermore, the intensive questieanswer interaction andhe photo
elicitation increased the result density. The number of interviews helped to see benefit constructions of
markets (Haley, 1968) and provided a starting idea about bigger and smallernsatnd, thus, the
nichepotential of possible segments agell as the value of individual interests. At last, since main
activities of German respondents were in line with the description of the German target market in the
latest marketing report of th&/VV ZeelandMVV Zeeland)epartment of Marketing, 2018a, 2), there

is support for the validity of the spotted patterns.
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Recommendations

Based on the conclusismrawn from the research the followingrecommendations are formulated for
the VVV Zeelahfor achieving a qualitative lengtheningtbe Germartourism seasom Zeeland:

Firstly, énce the current low season guest seemingly has a good potential to fulfil the criteria of a quality
tourist, it is recommendedh terms of marketingefforts to remain focused on this market and enlaige

in quantity andlength of stay The ktter is assumed to result in higher activity and spending behayiour
ensuring an economically more viable low season in Zeeldodsequently, the main advicentains to
enlarge the target group in low season geographically by tdertd states of RhinelarBalatinate and
Hessewhich seem to stay longer due ta prolonged travel time and can be addressed with the
competitive advantage of vicinitgnd pristine castal surroundingsConsidering that the closest living
guests appearedot stay the shortestto be least active bulsovery loya) it seemsrecommendable @
more trust in the effect oftravel time convenience and positive weod-mouth andshift succesiwely
more financial focusfrom the very closest to the morgeographicdy distanced marketsThesemay
require more marketing effort yet maglsobe more profitable also forbusinesseprovidingless used
tourism infrastructureby the coast but alsat any other placdcompare VVV Zeeland, 2018a, p..24)

Depending on the kel of attractiveness(Verhage, 2010, p. 236profitability, and chances to grow
(Kotler et al., 2013, p. 108he VVV Zeeland otd focuswithin this existent markeon the subsegments

of (1) young familiesincetheir needscan bemet well by a number childriendly facilities their chances

to return, but alsodue to the effect they may have othe maintenance and further developmenf
family-friendly infrastructurein overall The latter should also serve Duttdmilies,thereby making also
Dutch familiesbenefit from tourism (compareNBTC, 2019, p. 4nd attract more of them to the
province that is struggling with population senescence (compare VVV Zeeland, 20183, (g) 23IF
catering campersvhich apparentlygrowing market caradd to the quantityof gueststhat isneeded for
profitably offering more tourism infrastructuren winter; alsq camping water sportsmen might stay
overnightif price and offer makéhis worth it; (3) health tourists whacome for staying inaastal nature
and may be? O 2 Y ¥ 2 fizNyet@app@date and suppo2S St | Yy RQa  Anytermblofypéstin® | &4 a S
nature; and (4) families with schoolchildren from federal statkat schedulewinter holidays (e.g.
Saarland and sporadially RhinelanePalatinate) as these fall into the small interim season of Dutch
spring break increasingthe profitability of February whergahe number of overnight guests is at the
lowest (compare VVV Zeeland, 2018a, p.R)r convincing these segments ¢come to Zeeland in low
season, they should be targetdyy their shared main benefits, i.e. the idyllic seaside laagdes as well

as bytheir individual main benefits souglihat have been worked ouh thisresearch.However, since
this research was ofery explorative nature and applied @largemarket,further research on morén-
depth informationwithin the foundpotential segment$s recommendedvhere needed

SecondyF2NJ AYONBFaAy3a +ft GKS aS3ysygosaive tehdbidyFid G 6 A £ A
reduced information searcfor secondary benefitshould be tackled bgnore pro-activecommunication

STF2NI A y-aRANKN ¢ 2- ty ¥e/ErdEanbid Hence, more information must come to the

guestthan the guest to the informi#on for knowingthat there issomethingand what there is to do in

Zeelam, using offline and onlinemedia also outside theseeminglynot wellvisited premises of the

Inspiration Points%2aSSf I yRQa t2¢ yIYS NBO23yAlA2VYVVXetland,SN¥a
2018a, p.33) could be counteracted by that, toBpecific focus should thereby be put maritime topic

(including ships, harbo& = | YR %S St | ¥ R€Bperered a% el as\b@anoingPhase of

the Customer JourneyThis can gee profiling the province in its unique identitior addressing a
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possible niche interest of Germauests but alsdor supporting nationakustainabletourism strategies

for attracting explorer tourists This is similain terms of%2S St 'WW6MRIQMar history, yet might
attention have to be paid to possibpreferredunobtrusive searchehaviour of Germas. Thigranslates

into the overall advice to further research about preferably used information tools at the destination
itself for supportingtourists in exploring the provinceand spreading touristgieographicallythereby
increasinghe chance for locals tbenefit from tourism at any timand at (mostly) any placécompare
NBTC, 2019, pp. 4; VVV Zeeland, 2018a, pA2ist recommendation on the g@lication on marketing
techniques carbe read in the Implementation PlaRurthermose, gecialinterestmay also lie in how to
spread tourists not only by day tourism but alsousjngaccommodatios that lie further away from the
open searaising the qustion aboutpossibly existingy SR.

The latterleads to the topic of wellness touriswhere smalscaled spa facilitiesight indeed bear the

chance for differentiating from other providers. Not pivotal for coming yet appreciatedsbsman
respondents, itand-lying accommodatiosmay obtain preferredallowancefrom authoritiesfor offering

spatourism that suitsi KS LINR GAYy OSQa yIF GdzN¥f ARSyGAGe G2 adaly
Besides that’aS St | Yy R Q awelBdévBlapihg/imdgdis a healtly region can be further outlinetly

the VVVtowardsthe German guesby focusng communication on coastal landscapes but alsalthy

sea air¢ a highly appreciated benefit amongspondents also for medical reasorthat still match the

desired image The health resort labeimay be advertiseds aproof of quality for the latter. However,

popularity and perception of this labamong Germansould be subject of new researcés perceived

value and profitability should justify the expensive prolonging ofléibelin a few years

Thirdly,alsoentrepreneursand authorities can contribute to thenhancementf quality tourism in low
seasonby reflecting on attractive and effective product offeand development Accommodation
providers should support longetays by price incentives suasarrangements that supponnid-week
or shoulder daysoccupancy Also, gastronomesshould collaborate and effectively alternate their
opening times for they can benefit evenlyoifn the tourist and the tourist can benefit frormore
continuous service supplgver the week Effectivity of service provision calso be risen by paying
attention to formal holidays in Germanthat increase tourism flowsnd by communicding opening
times more consistentlpn alloffline and onlinechannels Furthermore, municipalities can support more
camping tourism by loosening closing regulationsiani campsites

In overall, all stakeholders, from DM) entrepreneurs municipalities,to the provirce, and other
organisationsshould work togetheon the same idea ahaking Zeeland remain an attractive and viable
place to live and recreate all yeswund (compare VVV Zeeland, 2018a, p..24)e indicated increasing
trend towards targeting luxury markets might though oust the quality market thagiisenand increase
pricesnot only for tourists but also localfue to the latter,involving locals into decisiomakingfor
extending seasonalitis recommeneéd. Whether targeting higkend customers is a matter of necessity
or opportunity should therefoe be well considered and weighted with the unused chancesdeain to

lie in the given market. Finally, the VVV Zeeland can use its position raarketing authority for
communicatingthese recommendations and agreeing on waligned strategies fosupporting more
yearround quality tourismin Zeeland
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APPENDIX c¢Modelk Considered fothe TheoryBased Research Process

Felt need/ Information Travel decision Travel Travel

Travel —>» collection — (choice between —» preparation — satisfaction

desire and evaluation alternatives) and travel outcome and
image experiences evaluation

Figurel. Travetbuying behaviouas adapted fronMathieson and Wall (1982Reprinted fromConsumer behaviour in tourism
(p. 52), by SHorner and].Swarbrooke 2016, New York, NRoutledge. Copyright 2016 by Routledge.

Internal to the tourist External to the tourist
Personal Availability of suitable
motivators products
v
. I
Personality Advice of travel agents

VI
Information obtained
from destinations,
tounsm organizations,
and the travel media

v
Disposable income

Family
commitments

Word-of-mouth I
recommendation of friends
and family

WU rk I (= avalaiity

commitments suitable products i.e.
work-related event$

DECISION

Past I

ExXperience Political restrictions on

travel e.g. visa requirements,
war and cases of civil

Hobbies and .
strife

interests

Health problems
and vaccination

requirements in

destinations

Existing knowledge
of petential holidays

%
Lifestyle

11l & Personal Motivats)
Attitudes, opinions
Il + Il =Information obtained from and perceptions

Il = avalabiity of

Special promotions
pe p suitable producty

and offers from

destinations, tourism organisations, The climate/ tourism organizations
travel meda destination
of regions I € avananuy or

suitableproducty

Figure2. Factors influencing the holiday decision as adapted from HornerSaadbrooke (1996) Adapted fromConsumer
behaviour in tourism{p. 114), by S. Horner and J. Swarbrooke, 2016, New York, NY: Routledge. Copyright 2016 by Routledge;
Red boxeshowfactors exkamined in this researctRoman numbers refer teasons for exctling factorsfrom the examination

High sakty and security of the travel destinatigapompare Auswartiges Amt, 2019, September!2@)ck of direct influencef

the VVV Zeelandn the facior "', majoroverlappingwith included factors of examinaticor factors that got excluded fasther

reasond', reasons otourtesyas the interviews are spontaneous, short, and initiated by a podfinted companyV, necessity

for extensive andomplex additional researchand consideration of thaactor during thed (i dzR Btgriiskigwork”!
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APPENDRIB ¢ Examined.iterature on BeneftSegmentation
Indirect Approach

Sarigslli & Huang (2005) ‘ Davis & Sternquist (1987) ‘ Woodside & Jacobs (1985) Johns & Gyiméthy (2002) Chung, Oh, Kim & Han (2004)

Quantiative Quantitative Quantitative Quantitative ‘Quantitative

Travel Company

Visitor Autonomy =Way of Arranging the Trip (e.g. agent, package, etc.)

Information Sources Travel Distance Used Contact for Obtaining Travel Info Party Size, Party Composition

Number and Composition of Travel Party

Reservation done by oneself / another person

Personalities Expenditures

Average Costs of Trip
Other Destination choices Considered
Direct Approach

Gitelson & Kerstetter (1990) Kastenholz, Davis & Paul (1999) Jang & Cai (2002) ‘ Jang, Morrison & O'Leary (2002) Frochot & Morrison (2013)

Qualitative / Quantitative

QuaitahvefQuanhtahu? with open and closed Quantitative Quantitative Review on Previous Appi-tahons of Benefit
questions egmentation
Frequency of holidays

Preferred Seasons for Holidays Package Tour Travel Expenditures

Preferred Lodging Types Mumber of Person in Travel Party

Sociodemographic (Age, Education, Gender, Philosophy Destination Image
Income)
Information Sources

Travel Companicn

- Interests

Family Commitment

- Health

ilability of Suitabl

Level of satisfaction
Motivators

Table2. Examined literature omdirect and direcbenefits segmentation, includingsearch byChunget al. (2004), Frochot & Morrison (2001), Davis & Sternquist (19
Gitelson & Kerstetter (1990Jang & Cai (2002), Jang et al. (2002), Johns & Gyiméthy (2002), Kastenh{®@9rlSarigolli & Huang (2005), Woodside & Jacobs (1¢
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APPENDIR¢ TheoryBased Research Process

. Travel
Tourism Inf ti T | Decisi
Felt Need / - ormla o ra\lre SESan Preparation & Travel Satisfaction
Consumer . Collection & (Choice between )
Travel desire : Evaluati o tives) Travel Qutcome & Evaluation
i mage ctvaluation ernatives, -
Behaviour 14 Experiences
Interests &
Hobbies
Topics, tasks, ar activities with 1] n RS0 3: Which behavioural features
aszigned values or feelings; Interesting :. characterise the niche markets?
! enjovable | beneficial pursuits outside -
the job
+
Farnily Avvailabilithy of Behavioural Avyail abiliby
Commitments + Suitable Products Produ
Phuysical. Pecple. 11 Travel Party, )
Foles with restraints + Programmes, Length of Stay, Ehyilcal. Fecple. Frogrammes,
Packages Place of Stayin Sout ACRAGES
Ceeland, Visit
Frequency, Time of
Health Travel&nd 0 on and
IMedical Taursim,
‘weliness Toursm
Expected Obtained
benefits Other personal 21’3] benefits
hlotivators
Other psychological needs sought ta A\ |
satisfy
M 22 o4 2.1) 1 o
@2 RSO 2: Whichinterests ! ®g nSQ 1: Which RSQ W2: What should B9 RSO 3:
hobbies, Family tourism still be improved for Whichdemographic
commitments, health products seemto () makingthe most [P snd geooraphic
purposes or other provide tangible interesting niche features characterise
motivations seem to travel benefits? markets feel further the niche markets?
provide intangible travel and more attracted?
benefits?
4] fge,, Sew, Family Life-

Figure3. Research process that combih¢he W ¢ Nbugiggtbehaviouy 2 RSt Q
i KrSodeKts Haret ahd FWarlrdokeA(BO9BY) and input from further besegjimentation
NX #avat feRaSoyriinOZeeland during low seasd) in the presence |
regarding the current or usudehavioual travel features (2) retrospectively about the tangible and underlying intangil —

AYy Tt dzSyOAy3

research. The interviesvassessB (i K S

Gan

arsl WAIK2082)1 K S WC

Cucle, Place of Residence

- =

Dimensions

benefits,and (3) prospectively about travel satisfaction with ideas of improent.Photo elicitation was applied aftéaving

retrieved results for research questions (RSQ) 1 and 2 for improving completeness of answers and eventually deef| T
conversation again. The photos also indicated the coming end of the interviewhthill sustain goodwill in participatior

Sub-Dimenzions

Time of Rezearch Canduction

Research Fesult | Becommendations

Stage in Custamer Journay

among the respondents. Persomplestionssuch aglemographicsyere asked inthe finalphase (4) for avoiding feelings ¢ N @
B [ ] Interview Phases
obtrusiveness. 4 [R50 = Research Sub-Cuestions]
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APPENDIXd{Xperationalisatio

Concept Dimension Sub—dlmensmn Indicator

| Sub-Questions ”
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Which tourism products
seem to provide tangible
travel benefits to German
tourists who visit Zeeland in
low-season?

Sources

compare Morrison 2013,
pp. 13-15; Duden n.d.a/b;
Smith & Puczkd (2014);
WTO/ETC (2018)

compare Morrison 2013,
pp-13-15

Schiefele 1991

Stebbins 1982; Oxford
University Press (2019)



Intangible Benefits

Sought

Demographic
Characteristics

Geographic
Characteristics

Family commitments

Family roles that oblige
to a certain behaviour

Parents / Grandparents, Other Family Relationships

Non-family roles that
oblige to a certain

behaviour [in caze travel
decizion-relevant influsrce

Dog-Owners

Which underlying intangible
benefits do German low-
season tourists seek to gain
from the tourism products
offered in Zeeland?

existz]
Age | 18-24%, 25-49, 50-69*%, older than 69° |
Sex | Female® / Male® |
Families with children under school age*, Families with
Family life-cycle school children® Families with adult children®, Childless

{couple)

Place of residence

City (> 100,000 inhabitants)*, Town {10,000-100,000
inhabitants)*, Small town (5,000-10,000 inhabitants)*,
village (< 5,000 inhabitants)*

MNorth Rhine-Westphalia, Other federal states
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Which further demographic,
geographic, and behavioural
features characterise the
identified interesting quality
niche markets?

compare Horner &
Swarbrooke (2015, p. 76)

compare Duden n.d.a/b/c;
Smith & Puczkd (2014);
WTO/ETC (2018)

compare Becker (1960);
Friedmann & Weissbrod
{2005)

compare Johns & Gyimathy

compare Woodside &
Jacobs (1985)

Bundesinstitut fur Bau-,
Stadt- und Raumforschung
(2017)

(inductively retrieved)



Davis & Sternquist (1987)

compare Davis &
Sternquist (1987)

compare Gitelson &
Kerstetter (1990)

compare Gitelson &
Kerstetter (1990) and Jang,
Morrison & O'Leary (2002)

compare lang, Morrison &
O'Leary (2002)

*confirmeddeductiveindicators (/ codes); (*) confirmed but merged deductive indicabrodes)
Table3. hLISNI A2y fAalGA2Yy GlofS 2F GKS YAy 02y O0SLIia 4d¢l y3aA aconbepts 'Benbgfaphic Chafa@eisfids'i U |y

UDS23INI LIKAO / KIF NI Ol B KA BT ®OB&Ilantinjakbat éhdicii& shavs @edativiidicators (markedvith *) and inductive indicatorsboth used as codes
for the analysis of the interviewEhe righthandcolumn shows the sourc#sat defined the dimensionssub-dimensiors, and deductiveindicators
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APPENDIXdResearch Instrumesit

Interviews for Tourists
Interviewintroductionbased on advicdsy Kvale, as cited in Qu and Dumay, 2011, and McNamara, n.d.

(English)l am a student in the field of health tourism at the ilrsity of Applied Sciences in Vlissingen

and currently writing my Bachelor thesis in the course of a project of the VVV degllans the tourism

office for this province,) about quality tourism in low seasons. That means, that the low season, which we
are currently in, shall be revived by attracting more guests for it becomes possible to provide more touristic
offers, to prolorg opening times, to keep shops and restaurants open all year round, and so forth. The
other way around, this has the advantage focals to benefit from more continuous income, more fulltime

job instead of seasonal work, and that the province can becomattaactive place to live for Dutch people.

| Olidzk £ t8s %SStFYR AB2EAGSMEY (2AF S KUSddd FartcBeNEpEnal/FAa T Y
holidays there but living there is unattractive. With quality tourism, the province shall become more vibrant

and attractive all yearound while staying authentic and being a benefit for guests as well as locals.

In my study, | focusrohow to makdow seasormore attractive for German guests. Therefore, | would like

2 1 Whasdd G&man guests do in Zeeland duling seasoK ¢ ¥ &2 K& R2 GKSeé fA1S
YR a2 KIFG OFy 06S 7FdzNI KSNJ AYLINBo@@IRglbwiseadpik £ ¥ $1%fdday R | 2
YF{Ay3 fAGGES AYyGSNWASsa oAGK 3TFdzSada FyR @2dz YI @
(incentives providedX D@&pending on how much you can and would like to tell me, the interview will take

around 15 mutes, though you may decidmytime notto answeron a question or to leave the interview.

All your answers will only be used for my Bachelor thesis. If you do not mind, | would like to record the
answers for notosing details of youanswers

(German)L OK oAy {G0dzRSYyiGAy AY . SNBAOK aDSaddzyRKSAGAG2dzN
schreibe gerade meine Bachelorarbeit im Rahmen eines Projektes des VVV Zeelands (,sprich des
Tourismusbiiros fludiese Proving tber Qualitatstourismui der Nebesaison Das heildt, dass man die
Nebensaisonin der wir uns ja geradeefinden, mehr beleben mdchteindem nan etwas mehr Gaste,
sodass es sich lohri) der Nebensaisomehr Angebotebieten zu konnenOffnungszeiten zu verlangern,
Geschéfte ganzjahrlichgeotffnet zu habenynd so weiter. Das hat umgekehrt auch fur die Anwohner den
Vorteil, dasskontinuierlicheres Einkommen bestehtnehr Vollzeitstellenstatt Saisonarbeit geboten
werden kann, und die Provinz attraktiver flr die Niederlanz@m Lebenwird. Zeeland ist namlich so ein
bisschen wie das Schleswiglsteinder NiederlandeAlle méchten dort Urlaub machen, aber zum Wohnen

ist es eher unattraktivMit Qualitatstourismussoll dieProvinz ganzjahrlicher belebt und attrakgjemacht
werdenund dabeiaberauthentischbleiben undzum Vorteil sowohiir Gasten als aucfiir Anwohner sein.

Ich spezialisieremich in meiner Studie daraufvie mandie Nebensaison fiir deutsche Gaste attraktiver
gestaltenkann® 51 & KSAGGX AOK YI O¢hénSkutscBeNGaSe s Zedland i er a 2 | &
bSoSyalAaz2yKasz a2 NHzY YIdQKS ya2aAdS ({RIyay FSSVW/ISS NK AGGINNKD
Zeeland als Urlaubsom der Nebensaisdtd L OK YI OKS | fa2 SAy (fSAySa Ly
eingeladen darandilzurS K Y Sy dzy Rinc8niived pgovidédX zu genieRenAbhangig davon, wie viel

Sie mir erzahlekdnnen undwollen, dauert das Interview ca. 15 Minuten. Sie missen aber auch nicht auf

alle Fragerantworten, wenn Sie mdgewder weiterwollen Alle ihre Antwaten werdenausschliel3lichiir

meine Bachelorarbeigenutzt Falls es Ihnen nichts ausmacht, wiirde ich gelie Antworten aufzeichnen,

nur um keine Details lhrer Antworten zu vergessen
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Phase 1: Which behavioural features characterize the niche markets

1 | Whoare you traveling with?
2 | How frequently do you spend holidays in Zeeland?
3 | How long do you (usually) stay here in Zeeland for holidays?
4 | In which village or town are you staying?
5 | I would like to aslyou now, why you decided to spend ydwlidays in Zeeland. iich benefits does Zeeland offgou
as aholiday destinatiorduring this seasdP\(Transition to Phase 2) Prefatory statement- presupposition gestion
Phase2.2: Which interests/hobbies, family commitments, health purposes or oth
motivations seem to provide intangible travel benefits?
Opinion and valuesugstions
6 |1 Whatdo you do here in Zeeland? Specifying  WhydoyoudoXk f A1 Suiup oKvBrdhds K Specifying
. . . presupposition ) . . . presupposition
1 What do you like about this province? questions 1 Which hobbies or interests can you connect with your questions
1 Which kind of event offers or other types of offe| holidays here?
do you use here? T Are these holidays connected to wellness or health for y{ Direct gestion
0 Which of these are the three most importar| Specifying o Inhowfar? o X Probingquestion
2V SA 0K X casehod niNdoussridpaaéts | " T, 2dz I NB 0NI OGS fakwy n Qi) Ih Boyw tar K | Specifying
are mentioned) did this influence youdecision to come to Zeeland? gissfl’;ﬂsj'tﬂon
o Do you mea, that youX (used tourism product) | Interpreting o In how far is Zeeland an attractive or also not attracf prefatory
X But you did not come specifically for this| auestion destination, whentravél A y3 I f 2y S « statement ‘
to Zeeland? Followup o Which of these are the three most important on@sx Speciiying questions
o Repeat Signiﬁcant words question for yOU?(in case too many intangible benefits are mentioned)
0 What are you doing there exactly? Probing 0 Repeat significant words Followup guestion
o Do you have any specific preferences therg questions o 52 &2dz YSIY XK k 528&a (] nterpretng
8 | 1 Why did you travel to Zeeland specifically during this time (for this)? question

Probing question

Phase3: Improvements

9 | What would you say could still be improved about Zeeland as a holiday destinakion seasof?
1 Which offers or facilities do you miss or could be improved?
1 Which services do you miss or could be improved?
10 | Here | have some photos about Zasdl as a holiday region. | would like to ask you which of these photos you can connect with yo

holidays here. Maybe there is something that you have already done yourself or that you would still like to do.

Phase4: Which demographic and geograghfeatures characterize the niche markets?

11

Where in Germany do you come from?
1 Do you come directly from that city?
9 Around how many inhabitants does thaltace have?

12

Do you have children?
Areyour children still living at home?

13

At last, would you also tell me your a@ggnd the age of your travel company?)

Specifying gestions

Tale 4.Four research phases with the relatedglishinterview questions as they will be applied during the interviews with German tourists




Phase 1: Which behavioural featuretaracterize the niche markets?
1 | Mit wem sind Sie angereist?

2 | Wie haufig machen Sie UrlaubZeeland?

3 | Wie lange geht Ihr Aufenthalt (in der Regel)?

4 | In welchem Ort sind Sie untergebracht?
5

Ich wirde Sie jetzt gerne fragen, warum Sie sich dazu entschieden haben, Ihren Urlaub in Zeeland zu verbringen. Wd&hetéirienen Zeelandls
Urlaubsort zu dieser Jahreszeit?

Phase 2.2: Which interests/hobbies, family commitments, health purposes or ot

motivations seem to provide intangible travel benefits?

6 | Was unternehmen Sie hier in Zeeland? 7 19 2F NHzY YIFOKSY {AS X «k 3ISFNffld LKySy
1 Was gefdllt Ihnen so gut an der Provinz? 1 Welche Hobbies oder Interessen konnen Sie mit Ihrem Aufenthalt hier verfyn
1 Was fur Veranstaltungen odengebote nehmen Sie hier 1 Steht dieser Urlaub fir Sie im Rahmen Wellness oder Gesundheit?

wahr? o Inwie fern?
o Was davonisd die drei wichtigstef...] fur Sie? T {AS aAYR labkwiroriQuBgerrist. iAvié %rn hat dies die
o { AS YSAYSY msedfodish préduetd B y a X Entscheidung, nach Zeeland zu reisen, beeinflusst?
aber nicht speziell deswegen nach Zeeland gereist? o Inwie fern hat ist Zeeland ein attraktives edrich nicht attraktives
0 Repeat significant words wSAASTASES 6Syy YLy FEfSAYS kK YA
o WasYl OKSy {AS 3ISyl dK «k X o 2l a RIFI@2y aAyR RAS RNBA ¢gAOKGATA
0 Haben Sie dorirgendwelche Vorlieben? 0 Repeat significant words
o aSAYSYy {AS XK k 5Fa KSAGOHXK

8 | 1 Warum sind Sie (dafiir) gerade zu diesem Zeikpmach Zeeland gereist?

Phase 3: Improvements

9 | Was wirden Sie sagen, kénnte an Zeeland als Urlaubsort in der Nebensaison noch verbessert werden?
1 Welche Angebote oder Einrichtungen fehlen oder kdnnten verbessert werden?

1 Welche Serviceleistungen fehlémen oder konnten verbessert werden?

10 | Ich habe hier einige Fotos von Zeeland als Urlaubsregion. Ich wiirde Sie gerne fragen, welche von diesen Fotos Sie mit dwddnlaidehier binder
kénnen. Vielleicht finden Sie etwas, dass sie selbst schoad#rhaben oder noch gerne machen wollen.
Pha® 4: Which demographic and geographic features characterize the niche markets?

11 | Woher kommen Sie aus Deutschland?

 Kommen Sie direkt aus der Stadt?

9 Wie viele Einwohner hat der Ort ungefahr?

12 | Sind Sie ve®iratet?

Haben Sie Kinder?

Sind dieseschon aul3er Haus?

13 | Wirden Sie mir noch Ihr Alter verraten (und das Alter Ihrer Reisebegleitung)?

Tableb. Four research phases with the related German interview questions as theyapitllieel during the interviews with German tourists
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Interviews for Customer Service Employees
Interview introduction based on advices by Kvale, as cited in Qu anayDR@i1, and McNamara, n.d.:

(English)l am a student in the study programn¥¥itality and Tourism Manageme@ut the HZ Uhiversity
of Applied Siences in Vlissingen and currently writing my bachelor thelseit German niche markets
that allow quality tarrismin Zeelandand could be addressed low seasos. As you knowtourism stould
be more spread over the yeabge to the advantage of both tourists and logadsid support Zeeland in
being an attractive and authentic destination

Therefore, | would li& to ask you as an expert on German tourists who visit Zeeldowiseasos: What

do German touristslo in Zeelandduringlow seasofQWhy do they like doing this hergand specifically

duringlow seasoffQandWhat can be further improved about th®liday destination of Zeelanduring

low seasoffQBesides that, | wihave somdormal questions likaP2 A G K ¢ K2 R2 DSNXIYy G2«
Zeeland duringlow seasof and so on For me,low seasondefines the time fromthe months of

November until Mach.

The interview can takeip to 30 minutes.All your answers willeman confidential, though | would like to
record theinterview for myselffor avoidingmisinterpreting or not memorizing certain answers. If you
prefer, | can also take notes onlywould like you totalk as a representative for your German clients,
stating what would mirror them best and which interesting outliers you have experienésdnot all
tourists are the same of course, ymay describe several types of tourists. Please, jueste clear during
our interview, which type of tourist (e.g. people agéfsit) you are referringp in that moment

(Dutch)L1 aGdzZRSSNJ a¢28NNVAABSSgPa£AhEriyyARSAGE | yADBSNBAGS
afstudeeonderzoek over duitse nietioelgroepen die kwalitetistoerismm Zeelandmogelijk maken en

voor het laagseizoen angeworven kunnen wordals u al wek zal toerisme verdein seizoeenworden

gespreid voordeligzowelvoor gastenalsvoor de inwoners van Zeeland zijn en Zeelansl ahntrekkelijke

en authentieke vakantiebestemming ondersteunen.

Om deze reden zou ik u als experte vdauitse toeristen in het laagseizoen graag vraged: | & R2 Sy
5dzA iasS 3ILadSy Ay %SSttryR (GA2RSya KS{ fdnbiediagém | 2 Sy K
f SdAKéa2 1 G 1LYy SN OSNRSN) 62NRSY OSNbSUGSNRvedl RS 0
5dZA A4S 3AFa0SyKeéd +SNRSNI KSo A1 Sy1StS F2N¥SES ONI:
KSG f 1 3aSAl 2y Kéa SSyii2233/72¢a mitumieatSsen hiMernbler®n maart.

Het interview kan wel tot 30 minuten duren. Al wantwoorden worden vertrouwelijk behandeltVel

zou ik het interviewmogenopnemen, alleen voor mijzelf om later nog een keer te controleren oliék a

goed heb begrepen erof ik ook niets heb vergetenAnders kan ik ook alleen notities makedmdat

natuurlijk niet alle toeristen gelijk zijn, kunt u graayer verschillende typen toeristenijdens het

interview praten. Voor mij zal het dan behulppaaijn alsu verduidelijktwelke specifieke typ toerige

juist bedoelt.
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Phase 1 and 4 Whichdemographic, geographic, anlgehavioural features characterize the niche markets?

1 | With who do German tourists travéb Zeeland in low seas@n
2 | In whichstage offamily life.cycle arethe tourists (always referring tdow seasortourists)?
3 | What is the agehe tourists (and the age of their travel company?)
4 | How frequently dahe touristsspend holidays in Zeeland?
5 | How long dahe touristsstay hee in Zeeland for holidays?
6 | Inwhich villages ortowrd T X 0 iyiuni¥iglity® Xo the tourists stay?
7 | Where in Germany dthe tourists come from?
1 Whatismore or lesghe size of cikesor townsthat the tourists come from?
8 | Now | would like task you, why Germdow seasonourists decide to spend their holidays in Zeeland. Which benefits does Zeelantbdffertouristsas a
holiday destination duringpw seasof?
Phase 2.2: Which interests/hobbies, family commitments, health purposes or ot
motivations seem to provide intangible travel benefits?
Opinion and values questions
9 |1 What dothe touristsdo here in Zeeland? f 2K& R2 (UKS {2dzNRA &iuid@ponkoringgX k f A1S X
1 What dothe touristslike about this province? 1 Which hobbies or interests cdhe touristsconnect with their holidagin
1 Which kind of event offers or other types of offers ttie Zeelan®
touristsusein Zeelan@ 9 Are holidays connected to wellness or health for somtheftourists?
0 2KAOK 2F GKSasS FINB (KS o Inhow far?
for the tourist?(in case too many tourism products are mentioned | 1 Whenthe touristsii NI @S ¢ I € (ﬁck}ﬁngansﬂ(er froth &X] ifC hov far did this
tourist type) L influence their decision to come to Zeeland?
0 Do you mean, thaii K S @sed tusm productX Dut they o In how far is Zeeland aattractive or also not attractive destination, when
did not cqmg_specifically for this to Zeeland? N} OSttAYy3 FHE2yS k SAGK XK
0 Repeat significant words o 2KAOK 2F (GKS&S I NB GKS GKNBS w2:
0 What do they do exactly? case toomany intangible benefits are mentioned)
o Do they have any specific preferences there? 0 Repeat significant words
0 52 @&2dz YSIYy XK k 52S8Sa (KIF&G YSIy
11 | 1 Forwhat reasons ddhe tourists travel to Zeeland specifically durilogy seasof?
1 In how far doGerman tourists differ depending on timeonth in whichthey travelto Zeelandduring low seasoh
12 | § Which niche markets have you eventually come across among Géomagasortourists?
13 | Looking at these pictures, which of these represent the holidaygeofanlow seasortourists?

Which photos dg/ou miss?

Which photos do you think are abundeen they are irrelevant fotow seasos in Zeeland

Phase 3: Improvements

14

What would you say could still be improved about Zeeland as a holiday destinakion $easof?
1 Which offers or facilities dGermanlow seasortourists miss or could be improved?
1 Which services dGermanow seasortourists miss or could be improved?

15

At the end of our talk si therestill anythingleft that you would likdo sayabout Germarow seasoriouriststhat youhavenot beenable to say yet?

Table6. Four research phases with the belonging English interview questions for employees of the VVV Inspiration Points asthtimédoustion in Middelburg
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Phases 1 and 4: Which demographic, gemphic, and behavioural features characterize the niche markets?

1 | Met wie reizenduitsegastennaar Zeelandh het laagseizoen?
2 | In welkegezinsituatiezijn de toeristenalways referring to low season tourists)
3 | Hoe oud zijn de toeristen (dmun reisgenoten)?
4 | Hoe vaak komen de toeristen naar Zeeland voor hun vakantie?
5 | Hoe lang is het verbliffande toeristenin Zeelan@
6 | In welkedorpen of steden van. (naam gemeente).verblijven de toeristen?
7 | WaarpreciesvanuitDuitslandkomen detoeristenvandaar?
1 Hoe groot zijn de steden of dorpen waduitsegasten komen vandaan?
8 | Ik zou je nugraagvragen, waaronuuitsegasten beslissen, hun vakantie in het laagseizoen in Zedtzorde brengen. Welke voordelen biede
bestemmingZeelandaan toeristen tijdens het laagseizoefinsition to Phase 2)
Phase 2.2: Which interests/hobbies, family commitments, health purposes or ot
motivations seem to provide intandgile travel benefits?
9 | Watdoende toeristen hier in Zeelarid 109 2FFNRY R2Sy G2SNRAGSY X k GAYRSY |
1 Wat vinden de toeristen leuk aate provincie? 1 28t 1S sofnte@ssdkunnen de toeristen met hun verblijf in Zeeland
1 Welke evenementen eaanbiedingergebruikende combinerer?
toeristen? 1 Zijn de vakantisvan enkele toeristewerbonden met wellness of gezondheid?
0 Welke an deze ... (activiteiten / aanbidingen)zijn de o Inhoeverre?
drie belangrijkstesoor de toeristen?  tfa (2SNRAaG Safbwerlrofh §1)SiBizen, in hoevgrile heeft dit hun
0 Bedoel je, da.. (used tourism productX Xnaar dat ze niet beslissingom naar £eland te komen beinvioéd
speciaal voodezereden/hiervoor naar Zeeland reizen 0 In hoeverre is Zeeland eaantrekkelijkeof onaantrekkelijkebestemming
0 Repeat significant words als je alleen / met ... reist?
0 Wat doen j er precies? Waarkijken ze preciesaar? 0 Welke van deze. (voordelen).. Zijn de drie belangrijkstévoor de toeristen?
0 Hebben zij eventuele voorkeur@n 0 Repeat significant words
0 Bedoel jeX K Dat betekenk K
11| § Voor welke pre@z reden reten de toeristen naar Zeeland in het laagseizoen?
1 In hoeverreverschillenduitse toeristernten opzichtevan de maad in welkezijtijdens het laagseizoen naar Zeelawizen?
12 | 1 Welke nichenarktenzijn jullie eventuel opgevallen?
13 | Als u op deze fotos kijkiyelke van deze representeren de vakantie van duitse toerisjgenshet laagseizoen?

Welkeonderwerpenontbreken?
Welke fotos, denku, zijnoverbodig omdat ze niet relevant zijn voor een vakantie in Zeeland tijdetlaagseizoen?

Phase 3: Improvements

14

Wat denkt u laner nog verder worden verbetert op Zeeland als vakantiebestemming tijdetiaagseizen?
1 Welketoeristische producterf faciliteiten ontbrekenvoor duitse toeristerof kunnenverderworden verbetert?
1 Welke diensterontbreken voor duitse toeristen ofuanenverder worden verbetert?

15

Aan het einde &n ons gesprek, is er nog iets, dagnaagwil toevoegen over duitse gasten in het laagseizoen, maar dat u nog niet heeft kurggam2e

Table7. Four research phases with the belonging Dutch interview questions for employees of the VVV Inspiration Points aisthtiréotonation in Middelburg
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Photo Elicitation

Content removed in published versionreasors of privacyrights.
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ChangedPhoto Cards

New or repositionedphotos for photo elicitationin February

\ Unselectedor repositionedphotos for photo elicitationin February

First hhanges before tourist interviews

Fig. 12 Goes harbourg Employee from Goes (IP.A/G) recommend
representation of a harbour (preferably harbour in Goes) among photos

Fig. 32 Boat Touy Better representation of the topic boating

Fig. 48 Fish; Employes (also from Domburg in an informal conversati
mentioned fish being a preferred dish among German guests

A photo of the Badhuis in Dombucggrwice representation of Domburg G
the citycard, Fig. 5 showing Domburg more in total

A photo of tourists ira moored boat; Direct visibility of the topic boatin
doubtful

A photo of a cheese retailey Cheese does not belong to primary spec
local dishes of Zeeland

Second changes beforet@rviews in Februarysee changes in Table 10)

Cities & architectue

Fig. 121 Terneuzeh ¢ Preparation for interviews ideeuwsVlaanderenmore
representation of Zeeuw¥laanderen in generagelection of a city with
maritime topic andlyingfar from the coast; Recommendation of IP.H/S to cho
Breskens or Cadzasitkd instead of Terneuzen as they are visited more

Fig. 131 Zierikzed ¢! G KARRSY LISINI ¢ | Y2y3 %S

interests such as culture, Dutch architecture, and shopping

Fig. 16.1Sluig ¢ Preparation for interviews inZeeuwsVlaanderen, more
representation of Zeeuw¥laanderen in generagelection of a city with a VV|
Inspiration Point that addresses interestschuas culture and shopping and th
does not lie the coast

Wellness & health
Fig. 23.1 Sauriag Saunas are part and parcel of the German wellness culture
got mentioned by someaspondents

Events
Fig. 59.1 Stra§ Shifted from thetradition to the event ard as itrevealed to be a
well-visited event to which some people adapt the time planning of their holig
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Fig. 12Goesharbour¢ Twice representation of the city @oesand ofa
harbouron the card(due to the newphoto 13.). Also, churches were
sporadically mentioned among sights or plaoémterest

Fig. 13Catacombg, Location was aréquent point of discussiobut photo
got neverchosen or connected with any inests

Fig. 16Castle Westhove Nnever chosen except diy one couple because
they connected it romantically to their ralanship

Fig. 23 LoungersNo very special wellness facility, also mostly connectt
with rest andrelaxationwhich respondents mentioned to achieve when
coming to Zeeland in general

Fig. 59 ectures & Presentatitss¢ Never chosen bguests, presumably
more relevant for business guests




Fig. 63.1Sinterklaas ¢ Interestwas shown among thgoung andhe older
guests and was confirmed by employees

Culture (merged category of culture drtradition)
Fig. 421 Mill ¢ Shifted from the tradition card to the culture card since the topic
of the tradition card sometimes appeared to be unclear for respondents

Fig. 43.1Brochures; Shifted from the tradition card to the culture card since th
topic of the traditioncard sometimes appeared to be unclear for respondents

Fig.47.1 Girl in traditional clotlt More modern representation of culturand
traditions; Replaced Fig. 82 that gshifted from the tradition card since the
topic of the traditon cardsometimes appeared to be unclear for respondents

Watersports

Fig. 81. Windsurfing ¢ Discovered specific intest with nichepotential in
interviews withlP.F/RG40 and G4 (IP.H/S was not sure nationality of
windsurfer)

Fig. 84.Divers ¢ Discovered specific interest with nicipetential in interviews
with G22 and G23

Fig.85.1 Kitesurfiny ¢ Discovered spefit interest with nichepotential in
interviews with IP.D/Z, IP.F/R, G42 and G45

Families with @ildren (new categorf NB LJX | OAy 3 aDS&aSft f
Fig. 74.1 Stoomtreig Shifted from culture card into the mecard category abou
families and children as it is especiallyhéld attraction

Fig. 75.1Het Arsenaalk; Shifted from culture card into the new card category
about families and children as it is a child attrastio

Social roles
CAI® Todm GDSASE f A It S Bhifted frong® cald abB
aDSasSttAI|ISAGE G2 OFNR Fo2dzi a2 O0Al

also covers the social roles in friehdss

Fig. 63 Onderstroorfestival¢ Summer eventConcert at Seeemained in
Fig. 62 as also the discussion about not existent offers was valuable

Fig. 42Painting¢ Making room for mill photo, the topic of art still remaing
represented by Fig. 55

Fig. 43 Het ArsenaqlChild attraction that got shifted to the new card
about families with clidren

Fig. 82 Old woman in traditional clotiNever chosen card, assumption
that the photo could be connected with culture being something for old
and maybe also conservativerggration

Fig. 81 Paddling Never chosen by guests

Fig. 84icesurfingg Never chosen by guests and too much dependence
very long and cold weather conditions that happen less less

Fig. 85Yacht harbar ¢ Double representation of yachts whereby Fig. 80
shows morethe active sports activitgf sailng

CA3I® 1n &DSa & biffeferd t8Rigi % sekenfed hot vdible f
respondents, also was Fig. 74 never explicitely chosen

CAad T1p GDS&Stt AA] SAShited frony cald atBR
GDSaSttAI]TSAGE (26 OFNR o DSBEAIPlhHE2
role andalso coverghe social roles ifriendships

Fig. 73Friendship; Never chosen by guests, maybe also associated tog
much with the topic of eating

Table9. Explanation for reasons to replace or shift aedategorize photos for the photelicitation method for interviews in February (and, as first planned, also March) 2020; New photo:

were not represented in the first photo selection, are indicated by *.
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APPENDIX¢Places of Interview Conduction

ContactedPartners of VVV Zeeland for Requesting Interview

Walcheren

Bedrijf

Plaats

Contactpersoon

Tel. Mail

Contacteerd Reactie

Geslote / Andere informatie

BOMONT

Hotel Brasserie De Leugenaar

Hotel Zomerlust

Hotel Kijkduin Domburg

Domburg

Vlissingen

Zoutelande

Domburg

Sandy

Lianne Boone

Lia Vader

Erik van Bommel

domburg@bomont nl

info@hoteldeleugenaar.nl.
| info@hotel-duinoord.nl

_ info@duinhotelzomerlust nl

I oG hotelkijkduin.nl

d& (te vele gasten uit
X Domburg)
X (+ gebeld,
nooit aanwezig) Geen reactie

d& (geen gast wilde
X deelnemen)
X (door d& (te vele gasten uit
relatiemanager) Domburg)

21/22 febr.

tot 27 december, geopend tijdens
nieuwjaar, dann alweer elke
weekend vanaf 14 januari en
dagelilks vanaf eind januari

; afgezegd door interviewer (te
veel inteniews)

januari - april; geen afspraak
gemaakt

Zeeuws maritiem muZEEum
Van der Valk Hotel Middelburg
ApartHotel Waepen van Middelburg

Zorgstroom
B&B 't Poorthuys

Villa Hotel Vlissingen
Bonawenture

Vlissingen

Middelburg

Middelburg

Middelburg
Middelburg

Niet opgevraagd
Geac hte heer Akerboom
Mewouw Romijn

Niet opgewaagd
De heer P. Blom (Peter)

Aréke en Jos Schipper
De heer Hu

I i ouzecum.nl

I oG acpenvanmiddelburg nl

I i ilahoteivissingen nl

X Geen reactie

X Geen reactie
Nee. ondhandig
(werknemers,

X (+ gebeld) appartementen)

Geen zorghotel meer in

gebeld Zeeland

X (+ gebeld} Geen reactie

Nee, geen duitse gasten
of alleen zakelijke
X (+ gebeld) gasten

X Geen reactie

dinsdag - zondag 10:00 - 17:00;
Marjan Smit

Tablell. Contacted partner organisations of VVV Zeeland for conducting interviews with guests on site; lighCgnéiemation; dull
green: Confirmation but no interview due to unsuitablee conditions
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