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1 REASONS FOR THE CHOICE OF SUBJECT 

 
The globalisation that has changed the development of the world is one of the 
megatrends of the past three decades. The process of globalisation, thus the 
transformation from self-contained and largely independent national economies to an 
economic system extending to the whole world has resulted in significant changes. 
These profound changes have and have had a huge impact on society, politics, people’s 
social situation, the economy and tourism, with tourism now being the leading sector 
within the economy.   
Jeffrey G. Williamson (2002)11 in his study “Winners and Losers in Two Centuries of 
Globalization” considers the start of globalisation to be the beginning of the 19th 
century.  
 
After the “anti-globalisation step backwards” between 1913 and 1950 that followed a 
century of development, the second century of globalisation has been taking place since 
the 1950s up to the present day.  
The strong penetration of globalisation began in the years of the 1970-80s starting with 
the development of transnational companies and the network of their subsidiaries. This 
continued with a strong concentration of capital resulting from mergers and 
acquisitions. Individual countries pursued economic policies to attract as much working 
capital into the country as possible, as foreign capital involvement resulted in a rapid 
growth of GDP. Interdependence developed and transnational as well as global 
companies were established between countries as a direct consequence of this process.  
 
Práger (2008)22 rightly states: “The global economy has selected, increased enormously 
and then shaped to its own image the key areas, which provide the broadest 
opportunities for expanding the economy as well as repeatedly increasing its power and 
profitability. The resources for maintaining this global world are the people; the 
producer and the consumer, who within the economy and in the world beyond it, insist 
on their values and the worthy purposes of their existence, as well as on the enforcement 
of their interests. In order to ensure this they accept, as well as demand in their country 
a sensible and reasonably liveable order.”  
 
Globalisation virtually includes all aspects of life. Therefore it is essential to have a 
clear interpretation and well defined concept for understanding, analysing, critically 
evaluating and concluding from this chain of events that started in the past, shapes our 
present and has a decisive influence on the long-term development of the world.   
 
One of the key concepts of the end as well as that of the new millennium is the complex 
meaning of globalisation, with its effect on tourism being the subject of this study.    
The author describes the findings of the research connected with the developments in 
globalisation and tourism and discusses each of the relationships taking tourism as the 
standpoint in questions associated with globalism. 
 
The significance of globalisation is that it has enabled the worldwide economic 
integration of production, offering immense opportunities. Significant structural 
transformation has taken place in the world economy and even in world politics by 

                                           
1 Jeffrey G. Wilamson (2002) 
2  Práger Lászó (2008) 
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national enterprises crossing their national borders and the possibility to produce in each 
others countries. As a result of these newly forming relationships, interdependence has 
developed between the states.  
 
According to J. Naisbitt3 (1982) the globalisation of national economies has caused a 
strengthening of cultural awareness in the societies; however this new situation also 
presumes a global strategic approach.  
 
Práger4 (2008) characterises globalisation as “The global world is both fully interlinked 
and  at the same time a set of islands, which on the one hand refers to a global network 
covering the entire world, therefore without restrictions or technical obstacles for 
services and  products, on the other, the many islands  through the displacement of 
hundreds of billions of working capital provide the opportunity for the establishment of 
development centres, from where increasingly more of the wealth and culture achieved 
locally can flow into other environments.  
 
According to the statements of T. Rifai5 (2009) globalisation can also be interpreted as 
a tool, which improves economic cooperation and international understanding but not at 
the expense of weakening the cultural differences of societies or regions. In this respect 
tourism plays a key role. The social responsibility of the tourism sector, which is the 
motor for as well as one of the greatest achievements of globalisation, is to enforce the 
positive aspects of globalisation as well as to control global networks for ensuring 
sustainable development.  
 
Globalisation has substantially transformed travelling and thus tourism, the most 
dynamic business of the past decade. Due to faster and more efficient communication 
systems and the explosive development in transportation, distance has narrowed even 
further; this together with an increase in discretionary income has facilitated an increase 
in mobility and the willingness to travel. By today, tourism in both the industrialised 
and the developing countries has become one of the key sectors of the economy and the 
largest employer.   
 
According to the data from the World Tourism Organisation6, the specialised agency of 
the UN, as regards the value of exports and the number of employees, tourism is 
currently the largest economic sector in the world.  The World Tourism &Travel 
Council (WTTC) 2008 calculates that tourism today provides employment to 
approximately 238 million people (thus every 12th employee is working in this sector) 
and provides 9.9% of the world’s GDP. Although in 2009 there was a 4 percent fall in 
tourist traffic, based on positive signs we expect international tourism, inclusive of 
leisure, business and other travel, to reach the psychological milestone of one billion 
arrivals in 2010. The strength of tourism is represented by the fact that even during the 
deepest crisis and recession experienced since World War II; tourism in the world is in a 
better shape than exports, which decreased in 20097 by 9 percent. It could also provide 
grounds for optimism that the long-term prognosis8 by the UNWTO, the specialised 

                                           
3 J. Naisbitt (1982) 
4 Práger László (2008) 
5 T.Rifai (2009) 
6 UNWTO World Tourism Barometer Jan.2010. 
7 WTO (2010) 
8 UNWTO World Tourism Barometer Jan.2010. 
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agency of the UN, confirms the forecast given in the document “Tourism 2020 Vision”, 
published prior to the start of the crisis, according to which the number of international 
tourist arrivals in 2020 is expected to reach a figure around 1.6 billion. 
The extremely dynamic development of the tourism industry is demonstrated by that in 
the twenty five years period between 1995 and 2020, calculating with a 4.1 percent 
average growth, international tourism is expected to triple. 
 

 BASE 
YEAR 1995 

FORECASTS MARKET SHARE (%) AVERAGE ANNUAL  
growth rate (%)  

1995-2020 2010 2020 

Million 1995 2020 

World 565 1006 1561 100 100 4,1 

Africa 20 47 77 3,6 5,0 5,5 

Americas 110 190 282 19,3 18,1 3,8 

East Asia and the 
Pacific 

81 195 397 14,4 25,4 6,5 

Europe 336 527 717 59,8 45,9 3,1 

Middle East 14 36 69 2,2 4,4 6,7 

South Asia 4 11 19 0,7 1,2 6,2 

 
Table 1   International Tourism Arrivel 

Source: UWTO Tourism Barometer 
 
The changed economic and social circumstances, especially following the crisis, 
represent new challenges in all areas of tourism and for all those concerned. The 
different global processes cannot be ignored and their spontaneous development cannot 
be simply observed if we were to ensure that globalisation would result in further 
developments in all areas of tourism. The key to success is not in ensuring that national 
or regional economies as well as the economic sector including tourism, carefully match 
globalisation trends, rather in enforcing the special interests of national, local and 
economic sectors in the global economy. In this respect the advice of J. Naisbitt9 (1982) 
could be inspirational, according to which we should think global and act local. Tourism 
that consists of thousands of independent enterprises covers a wide variety of activities 
in both the private and public sectors. It is interwoven with the economy to such an 
extent degree that its significance often goes unnoticed. The growing number of large 
companies, despite the increasingly greater investment is a decentralised industry made 
up of many small enterprises that is able to extend the profile of regional economies. 
Globalisation and liberalisation represent new opportunities and challenges both for 
small hotels as well as internationalising hotel chains and tourist destinations.  
The multinational hotel chains have to adjust their globalisation strategy to the local 
markets with both cooperation and a full understanding of the specific local market 
being required for success within the increasing competition. Tourism in addition also 
has a major role in protecting national values and defending national interests in the 
interest of successful operations.  
 
Tourist enterprises are significant players of the Hungarian economy, with tourism 
considerably contributing to the gross domestic product (GDP) and also actively 
participating in creating employment. In 2008 the direct contribution of tourism to the 

                                           
9 J. Naisbitt (1982) 
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Hungarian GDP was 5.2%, and with the multiplier effects, 8.8%. Based on the satellite 
account of the Hungarian Central Statistical Office, 320,000 were directly employed in 
tourism, rising to 512,000 when the multiplying factor is included. This represents 8.1 
and 13.1% respectively of those in work in Hungary. These figures clearly demonstrate 
the economic significance of tourism. A considerable part of the tourism infrastructure 
is made up of hotels. There is no competitive tourism without a developed and modern 
hotel industry. The analysis of the conditions influencing the sustainable operation of 
the hotels is decisive for their development and service standards.  
 
Hungary is also connected to the global world by several threads. This connection is 
amplified by tourism and the hotel industry. For Hungary the international frameworks 
that have developed in the global system, received capital and European Union aid can 
represent opportunities for further external penetration and a stronger economy. 
Tourism, if it successfully utilises these opportunities, could become a permanent motor 
of economic development.  
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2 THE AIMS OF THE THESIS 

 
The general aims of this thesis are; a critical analysis of the impacts of globalisation 
trends on tourism and the hotel industry, furthermore drawing conclusions, proving 
hypotheses and making recommendations based on the analysis of the consequences of 
tourism and globalisation, also taking the requirements for the sustainable development 
of tourism into consideration, primarily in the interests of increasing the 
competitiveness of the hotel industry.  
In order to achieve the main objectives the author defined the following research tasks 
and questions:  

• To establish, based on analysing the effects of tourism and globalisation on each 
other, including the hotel industry whether individual industries of the tourism 
sector have promoted the acceleration of globalisation and if tourism 
experiences the benefits or the potential drawbacks of this.  

• To carry out research in order to evaluate debates associated with the results and 
negative phenomena of globalisation, whether these are well-founded from the 
perspective of tourism?  

• To research and provide proof that sustainability is a key criterion for the 
development of tourism and the protection of the environment is the 
responsibility of those involved in tourism, furthermore the hotel industry should 
also focus more on reducing the damaging impacts that result from their 
operations.  

• To promote the competitiveness of the Hungarian hotel industry through critical 
analysis of the performance of Hungarian tourism and the hotel industry as well 
as by applying the Porter competitive advantage analysis to the hotel industry.  

• To analyse and draw conclusions through the case study of the ACCOR hotel 
chain the strategy and operation of a global hotel chain that is also present in 
Hungary. 
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3 METHODOLOGY OF THE RESEARCH 

 
In this chapter the author describes the methodological approach and process of research 
carried out in order to achieve the objectives of the study. Zikmund defines research as 
"the systematic and objective collection and analysis of data for business decision".10 
Sekaran defines research as „process of systematic and organized efforts in order to 
study a specific problem with the objective of solution”.11 The research should be done 
critically, diligently and objectively to discover new facts in order to handle the 
problematic situation and to solve the tasks.  
 
Particular attention should be paid to objectivity as globalization has many supporters 
and opponents. The research is influenced by the researcher's values, ideology. This 
particular aspect should be kept in mind at the research of globalization as drawing 
appropriate conclusions depends on the quality of research and bias shall lead to 
distorted conclusions. From a methodological point of view both qualitative and 
quantitative research is used. Using qualitative research methods, the effects of the 
globalized economy were projected on the markets of tourism and hotel and we 
searched for the answers of how and why. The quantitative method aims for numerical 
results.  At the research of the literature of globalization, facts and figures were 
carefully used to setup conclusions.  
 
In order to give a complete picture of the subject and make recommendations, the 
author has used both research techniques, namely primary and secondary data 
collection. The thesis is mainly the result of applied research. Following the traditional 
research practice, the aim of the secondary research is to overview the literature related 
to international globalization and tourism, its selection, the definition and redefinition of 
the elements related to the subject. Selection was done from the regards of tourism and 
hotel industry. In these regards the literature is regretfully rather poor.   
The author combines the descriptive, analyzing and explanatory methods in the thesis. 
By using the descriptive research methods, the author reports on the facts without 
analyzing them, whilst the explanatory research method aims to find the causes of the 
described situation.   
 
The study examines the effects of globalization on the one hand, critically analyzing and 
describing its position by comparing the different positions. On the other hand the 
author seeks the correlation of globalization and tourism, analyzing both the positive 
and negative effects of globalization in the field of the latter. The sources of data and 
information related to international economy and tourism are publications of 
international institutions, such as the IMF, UNWTO, the Hungarian Central Statistical 
Office and Hungarian National Tourism Office.  
In the framework of primary research, consultation was done with leading figures of 
tourism and hotel industry. Discussion of theoretical questions was done through 
interviewing experts of the given field.  
This research method (i.e. interviews done with the leading experts of the hotel 
industry) was regarded as the most efficient way for achieving the aims, as not only 
direct information could have been derived by such a method but individual opinions 
could have been compared. Fifteen such interviews were conducted. During the process 

                                           
10 Zikmund (1991) 
11 Sekaran (1992) 
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of data gathering and processing competitive analysis was done as well, in line with the 
strategy of the research. The application of the model of Porter in the field of hotel 
industry gives us the opportunity of determining the current competitiveness and 
success of the industry.  Due to the implication of the financial crisis, the author did 
analyze data of the year of 2009 as well. The primary research greatly helped in the 
creation of the case study and the drawing up of recommendations.    
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4 THE STRUCTURE OF THE THESIS 

 
The thesis is divided into five chapters. The author built up the chapters in a structure to 
be described below, in line with the scientific methodology.  
 
In the Introduction, the importance and actuality of the subject was presented. It can be 
stated that globalization has been the strongest tendency of world economy for decades.  
The presentation of the main aim and aims of the research and thesis hopefully 
convinces the reader that the author seeks to achieve results that can lead to the future 
success of the Hungarian tourism and hotel industry.  
 
In the second chapter the author presented the forces and tendencies behind 
globalization. It was stated that besides globalization other world and regional mega 
trends exist that have effect on tourism industry on the global, regional and local scale. 
Taking into account the development of the stages of globalization of tourism and its 
main characteristics, globalization can be summarized in six keywords: 
 

 Information 
 Openness 
 Change 
 Diversity 
 Adaptation 
 Sustainability. 

 
These notions make the basis of the strategic decisions and applied strategies on the 
global scale. The mentioned categories are of universal validity and do not only 
characterize world or national economy on the macroeconomic level but are valid in 
every segment of the economy, including tourism and hotel industry.  
 
The third chapter discusses the relationship between global economy and the 
development of tourism, concluding that tourism is a sensitive segment of the economy. 
The author presented and evaluated that the dynamic growth of world economy and 
international tourism between the years of 2003-08 is a proof of the positive effects of 
globalization from the point of view of growth. Besides reviewing the criteria used for 
measuring the extent of globalization I presented both the arguments of those opposing 
globalization and the perils of protectionism – arising mainly due to economic crisis.  
 
In the fourth chapter, by looking at the correlations of globalization and hotel industry, 
the author presents how global hotel industry trends as brands, human factor, 
technology and the markets of developing countries affect hotel industry on a world-
wide scale. Globalization in hotel business has drastically modified ownership 
structures, operating methods and growth opportunities. In order to deal with the 
question in depth it was necessary to analyze the characteristics of multinational 
companies - particularly those operating in the field of hotel industry –, the 
transformation of competition due to the growing dominancy of American multinational 
companies in Europe, the question of competitiveness and developments related to hotel 
investments. The effects of the economic crisis on the international hotel industry were 
dealt with in a separate subchapter.   
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The fifth chapter deals with the effects of globalization on Hungarian tourism and hotel 
industry. It analyses and draws conclusions from global and regional correlations. 
Moreover, it reviews the effects and consequences of global economic crisis on the 
Hungarian hotel industry. In the summary, the author makes recommendations for the 
further development of Hungarian tourism and hotel business. Data on global tourism 
trends were available until 2008, whilst detailed sub regional data and sub data derived 
from the Hungarian satellite account were often available until 2007. However, due to 
the effects of economic crisis, analysis of not definitive but projected data for 2009 was 
inevitable.  
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5 MAIN FINDINGS OF THE PAPER, NEW AND INNOVATIVE 
SCIENTIFIC RESULTS OF THE STUDY  
 

My conclusions and statements are detailed through the following the logical structure 
of the paper. The scientific originality of the thesis is that the topic has not yet been 
researched in this context. 
 
 
THESIS ONE: With regard to the relationship between tourism and globalisation, 
tourism can be considered as a diversity from the perspective of globalisation, as a 
quasi-prototype of the activities of the information society. Travel decisions and 
the choice of destination are strongly influenced by the real-time flow of 
information regarding tourism. 
 
During the examination of the connections between global megatrends and tourism, I 
used the various existing interpretations of tourism as a base. On the one hand I have 
associated tourism with the service industry drawing conclusions from the increasing 
significance of latter.  On the other hand I have drawn parallels between information 
technology and tourism since both are practical applications of communication in a 
broader sense and functions of the loosely interpreted levels of communication, thus 
including transportation, of a given period.  
These statements are supported by the following: Services, therefore activities requiring 
special labour make up half the GDP in less-developed countries and nearly two-thirds 
in developed countries. Consequently more diversified and more mobile activities are 
emphasised, primarily the “production” of knowledge and information. 
I have established that information technologies and tourism are similar in many 
respects, both representing communication between the population of the destination 
and tourists and their interaction with the environment through different information 
modules. The key sectors of the US economy are also connected with the global 
information society and in many aspects are identical in nature, namely information 
technologies and telecommunication (multimedia), distance and air transport, film 
industry and tourism. Europe slightly lags behind as regards the first three, and that is 
exactly where comparative advantages can be gained. 
I have pointed out that without opening up and diversity, tourism would be a 
meaningless phenomenon. Diversity within the field of tourism has four preconditions: 
development, promotion, availability and choice amongst the diversity provided by 
the instantly available mass of information. 
Tourism therefore is diversity and information, or at least a tool for transmitting 
biological and cultural diversities. Tourism is based on mobility, communication and 
concepts such as motivation; it is the source for the appearance and perception of 
diversities, the integration of global into local and the entry of innovation into the 
traditional. Primary focus is given to the professional competence, quality, refinement 
and acceptability of human resources, as well as the strategy of cohabitation. The 
value of free time, the striving for globalism and temporal (seasonal) diversity of 
activities in addition to functional and spatial diversity has special significance. Tourism 
can revive abandoned agricultural and natural areas, promoting the significance of the 
environment as a service. 
The drive for tourism, considered as the dialogue of cultures, is understanding the 
realities and diversities on-site. Tourism therefore is one of the key factors of the 
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worldwide transformations and integrations, in the form of a voluntary adaptation not 
only an observer but also an active player of globalisation. 
Diversity and globalisation this way are in a reciprocal relationship with one another: 
globalisation enables a broader understanding and the experiencing of diversities, at the 
same time it is exactly globalisation, which due to its efforts to standardise, shows less 
sensitivity toward diversities. Tourism, as diversity in an increasingly globalising world, 
according to my research in support of my hypothesis will be exactly to destinations 
that can be considered as less globalised, however, as a peculiar paradox it is the global 
services, at least within the hotel industry, that the global consumer will want. 
 
 
 
 
THESIS TWO: Although unfavourable political and geographical conditions do 
not result in a permanent decrease in demand on the global market of tourism, 
however they do modify the main characteristics of demand. 
 
The globalisation of the economy cannot be separated from global trends of a political 
nature. As political events have always had an impact on tourism, I have examined the 
relationship between geopolitics and the global tourism market. During my research I 
have concluded that the globalisation of politics and the development of a single polar 
world also have an influence on the tourist market and travelling habits.  
Simultaneously with the real-time realisation of political and economic decisions, 
certain acceleration was also observed as regards tourism.  
The developments in communication devices, including transportation and the Internet, 
have brought the destinations closer to the sender countries i.e. the country originating 
the tourist. This, from a mobility aspect, represented an increase in the volume of air 
transport associated with tourism, and regarding the information flow it has resulted in a 
change, influenced by events, in the nature of the destination and the tourist motivations 
of the sender country. 
These statements are partially supported by the impact of the events of 11 September 
2001. In the last third of 2001 the number of arrivals decreased by 11 % worldwide and 
this reduction was observed in every region to some degree. The period between 
September and November brought a catastrophic reduction, but from December on a 
slight growth was registered. This fear also further transformed travel habits, the 
indicators of domestic tourism or that to closer destinations considerably increased in 
the last quarter. 
In 2001 the number of arrivals to Europe decreased by 0.7%. New and rising 
destinations appeared on the market, including Bulgaria (+14%), Estonia (+9%) and 
Slovakia (+13%). 
Although tourism at a world level is slowly recovering, the crisis almost permanently 
changed air transport. Due to the rapid and drastic fall in demand and the anomalies in 
the prices, some older airlines, Swissair, Sabena, Air Afrique and Ansett, came to the 
verge of bankruptcy. Their place in Europe was taken by new airlines operating with 
lower prices, who used new globalised technologies to set their rates. Changes in the 
cost of fuel also had a considerable impact on air transport.  
The latest research also supports these statements. The public opinion poll I carried out, 
based on a sample of 500, showed that real-time information significantly influences the 
selection of a given destination.  
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The safety of a destination was considered as important by 73.2 % of those interviewed. 
In addition to public safety and potential emergencies (e.g. riots, war scenarios) this also 
referred to public health and the epidemic scares (SARS, H1N1) of recent years 
considerably influenced the perception of destinations. As epidemics in developed 
countries, due to globalisation and globalised tourism, spread extraordinarily rapidly, 
potential travellers themselves might experience this first hand. 
All these have been worsened by the economic crises. As a result of globalisation local 
or regional crises can only be referred to in a very narrow sense, with a global crisis 
naturally having an impact on global tourism.   
 
 
 
THESIS THREE: Some enterprises within the hotel industry, under the influence 
of changes in their environment, even though led by different motivations, have 
entered into the global space to expand their activities. Internationalisation has 
taken place and continues to do so in line with motivations along orientations. 
 
During the exploration of the general relationships between globalisation and the hotel 
industry I have drawn attention primarily to the dual nature of this phenomenon: the 
changing of circumstances and adapting to these changes. The transformation of an 
enterprise entering into global space, dependent on the given orientation, may take 
several stages. In this sense we can talk about:  
 

 ethnocentric; 
 polycentric; 
 region-centric; 
 geocentric or global orientation and strategy, the definition of which are 

included in the paper. 
 
According to the trends described so far, for the moment global orientation seems 
successful over the long-term. The global approach in tourism however requires a slight 
correction, as the industry is especially sensitive to the social-cultural medium and 
customs that are different for each nation. The solution is that the effect of 
standardisation can be moderated and thus made easier to accept by the strategic 
integration of local customs and cultures.   
The main characters in global expansion in the hotel industry are undoubtedly the 
international or multinational companies. Considering that there are several companies 
present on the global market, expansion in itself does not represent a competitive 
advantage, expansion needs to be applied together with an appropriate strategy.   
I have interpreted it as the other side of the phenomenon that it is primarily international 
companies who are responsible for the changes in the environment of independent 
hotel enterprises who are not participating in the global expansion; global competition 
also infringes the local market and forces companies excluded by the competition to 
reconfigure their strategies.   
In addition to competition observed within the hotel industry, it is also present in regard 
to destinations, especially those  becoming more and more popular through the 
spreading of alternative tourism born under the aegis of sustainable tourism, 
consequently also in other accommodation defined here as alternative. 
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All tourist destination countries pass through these phases, thus demonstrating the dual 
nature of globalisation: the hotel company carries out the expansion by extending in the 
global space, with the destination joining the global space by providing a scene for the 
expansion.  
During the analysis of the motivations, it has been concluded that all start out from an 
economic basis, as hotel industry enterprises are profit oriented. A model already 
operable in a local or regional space is the one to be expanded and adequately 
transformed in line with the corresponding characteristics. The hotel group (Accor) 
described in the case study is a good example for illustrating what other motivations 
accompany basic motivations in the global space,  for example environmental protection 
and employment, or the integration of local characteristics into the global space.  
The lack of adapting capability to globality however does not necessarily mean the 
failure of the given companies, and consequently not every hotel industry enterprise will 
follow a path for globalisation. This statement especially stands for SMEs in the hotel 
industry, where, primarily in the territory of the European Union, regional strategy will 
remain dominant in the years to come in the form of voluntary associations.   
Internationalisation in the above sense therefore commences with a polycentric strategy, 
as the point when the company exits local space. This could be justified by different 
reasons: the contraction of local space, over fragmentation of the market or simply a 
long-term strategic decision that is founded on analysis and is in support of expansion.    
Region-centric orientation creates a kind of transition prior to entering global space, in 
this phase a company, if it considers its strategy as successful, either remains in the 
regional space, or, in most cases as a response to circumstances, progresses into the 
global space.  
 
 
 
THESIS FOUR: According to the least complicated approach, globalisation in the 
hotel industry means the world-wide expansion of the organisational structure of 
the enterprise concerned and its services already provided in the domestic 
environment, and together with this, the standardisation of the products involved. 
Within the context of this framework, transnational enterprises have introduced 
and are still introducing brand-marketing technology in the course of the 
expansion of their activities abroad, and this is realised through their global sales 
system. 
 
Global corporate strategy appeared in tourism in the 1970s and 80s. In particular this 
meant the competitive strategies of Holiday Inn, ACCOR and Hilton International 
becoming dominant at global level.  
At the end of the seventies and in the eighties the activities of global companies were 
characterised by regional integration and geographical diversification. According to the 
geocentric strategy the operations of global companies were managed by a common 
goal coordinated by a central plan. 
At the beginning of the nineties however, it was clear that global companies, especially 
those operating within the hotel industry, also had to take into consideration that their 
strategy needed to be adapted to the varying social-cultural, economic and 
environmental conditions and requirements of the different countries. In the given 
period therefore one of the central questions of transnational companies operating in the 
hotel industry was how to organise, integrate and manage their operations to meet the 
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requirements of a global strategy and at the same time that of local conditions that 
differed from country to country.    
The globalisation of the hotel industry concerns not only the large international 
companies and chains. Their appearance in the domestic market of the given countries 
also forced the smaller independent hotels to rethink and reconfigure their strategies.  
The competitive advantage of the “domestic” providers initially was a more profound 
understanding of the local environment. Since the strategy changes of the 90s, the 
transnational companies have been forcing these companies to provide services that 
approximate global standards. 
The majority of the hotel accommodation supply in Europe operates as small and 
medium enterprises. The independent units may be part of loosely cooperating systems, 
as for example in the case of Logis de France or Best Western, however most of the 
hotels have maintained full ownership and operational independence, as in many cases 
this form was the most suitable for the clientele with traditional and sophisticated 
requirements. In recent years however the European market has also had to face the new 
globalisation challenges, primarily technological developments, a new type of 
marketing, international involvement and increasing competition. Accordingly, the 
characteristic technologies of global information flow and exchange also appeared in 
these primarily regional and voluntary based associations, for example booking through 
intermediaries has become increasingly widespread. Being part of an intermediary 
system also creates a kind of association between independent hotels. At the same time 
in the European market the advancing of the American typology characterised by the 
“branded” product is now inevitable.  
 
In North-America independent ownership only occurs in the case of servicing 
particular requirements; consumers are strongly attached to standards hall-marked by a 
brand name. The hotel industry operates in the form of management contracts, 
franchising and hotel-motel chains. Independent ownership is found where it is 
recognised that identifiable products need to be supplied within the subsegment of 
tourism industry.  
 
As regards ownership structure, the consumer is interested in what quality of service is 
supplied by a given hotel or brand name, the consistency of this quality and how much 
they have to pay for it. The consumer at the same time expects the hotel, as a section of 
the whole of tourist service, to be available, at least at the level of travel agents, together 
with other tourist services.   
 
On the Asian-Pacific market  growth and development is taking place in an explosive 
manner and is concentrated precisely on the most organised side of the tourist industry. 
With the exception of the traditional Japanese ryokan-system there is no tradition of 
small and medium sized tourism enterprises in the region. The trend for joining regional 
or global chains and networks can also be said to be equally uniform for hotels located 
in city centres and beach areas.  
 
Examples supporting the thesis can be found exactly in the case of Accor which was 
analysed and more specifically studied. Expanding into the global space can take place 
by extending and diversifying the portfolio, covering as many market segments as 
possible, and, as an entrance strategy, through territorial expansion. At a global level 
therefore the supply of brands belonging to a group can cover the various sections of a 
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given product market, as well as even an expanded brand covering the sections of a 
given geographical market.  
 
In conclusion it can be established that from the global space the strategy leads to local 
space, at a certain level, the common denominator for global and local in the hotel 
industry is provided by the deliberate building of a brand that is supported by local 
elements. Behind this are the global standards that are demanded by the consumers and 
are considered as reliable, by placing the emphasis on services, as these are the easiest 
to adapt to meet requirements on-site.   
At the same time with these, the enterprise gains a global competitive advantage, as 
global strategy has been successfully injected into local space, which in addition to 
maintaining its local “colouring” will undoubtedly form a section of the globalised 
space. 
 

 
 

 
THESIS FIVE: From the aspects of ownership and operation, the hotel industry is 
becoming increasingly complex and differentiated. The more and more 
complicated ownership and operational constructions provide specific answers to 
the following challenges: 
- intensifying competition and professional characteristics; 
- globalisation and sustainability; 
- compatibility of global and local elements.  
 
The analysis of the strategy is based on possible ownership operating constructions.  
The following table shows in a global strategy what was and is becoming more 
dominant.  
The number of self run hotels follows a downward trend on the global market with a 
significant increase in the number of hotel chains and companies operating in a 
franchising-system.  
 
This is explained, beyond the evidence that an expansion can only be successfully 
performed by a hotel industry company larger than a certain size, by the following four 
reasons: 

 Increased role of services 
 Increased demand for quality and standardisation, at the same time this 

form better adapts to local changes 
 The value of self employment and avoidance of unemployment have 

increased for small and medium sized enterprises and companies with 
smaller capital requirements  

 Available financing. 
 
The voluntary consortiums and strategic alliances operate as compensation for 
extended operational contracts. This is most characteristic of the European Union, 
where the development of SMEs also has a paramount role in the hotel industry. The 
starting point for studying the global strategic potential of a hotel company was the 
setting up of a globalisation matrix. 
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Figure 1 Globalisation in the hotel industry 

 

 LOKAL LEVEL GLOBÁL LEVEL 

 
 

INDEPENDENT 
HOTELS (NOT 

AFFILIATED TO A 
CHAIN) 

1 
Hotels run by small and 

medium family run 
enterprises 

2 
Best Western Hotels run 

in the form of a 
consortium 

 
 

HOTEL CHAINS 

3 
Local chains 

4 
Multinacional chains 
(Hilton International, 

Nikko Hotels) 

Source: Own material 
 
Independent hotels operate in field 1 with global companies in field 4. The trend is for 
companies operating in field 1 to move towards field 2 or 3, provided that they want to 
maintain their independence in the global competitive environment.  
However as a result of global market pressure, companies operating in field 3 strive 
towards field 4. Independent companies are being pushed out by the tightening of 
domestic opportunities, with global companies being attracted by external market 
opportunities. 
As regards the strategy, the activities of global hotel companies takes place in a multi-
regional or global environment. Naturally both environments require a different 
strategy and the following main activity-models are available accordingly: 

 Concentrates on one business 
In this case the company in the regional market specialises in a particular 
business. Four Seasons, is one of the leading companies of medium sized high 
standard hotels and within this business very successful not only in Europe but 
also in Japan and Mexico. La Quinta Inns however exhibits similar success in its 
domestic market. 

 Integrates neighbouring businesses 
Produces the inputs of the integrated companies as its own supply (backward 
integration), and/or controls their own outputs (forward integration). 
E.g.:Corinthia Hotel Group 

 Diversify new businesses. 
Within the hotel industry, diversification has been promoted by the following: 

- the range of products have increased by the fragmentation of the 
market with companies needing to re-define their products to satisfy 
demand arising on specific markets. 

- the saturation of certain segments, the question of replacement, e.g. 
ACCOR Group 

- due to the new entrants the old ones are forced into price reductions or 
for redefining of services 

The globalisation of industry generally and the hotel industry specifically, can be 
considered as a paradox process, as a given country looses its role in the international 
success of its own company, the leading companies of certain businesses and segments 
however are concentrated in some areas.  
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The globalisation of the hotel industry is rooted in several key variables: the hotels are 
an integral part of the transnational infrastructure, and as such their establishment is 
due to direct capital investment, international financing and the employment of a 
foreign workforce, which is especially true for the franchising systems that are 
increasingly coming to the fore in global companies.  
 
This restructuring can be observed in the case of the Accor group described in the case 
study, where the redefinition according to the requirements of the global space took 
place as follows: 
 

PREVIOUS MODEL PREFERRED OWNERSHIP STRUCTURE 

Ownership/leasing Management contracts 

Ownership/leasing Management contracts/franchising 

Ownership/leasing Changing rental-leasing contracts/management 
contracts/franchising 

Ownership/leasing/franchising Changing rental-leasing contracts/management 
contracts/franchising 

Table 2 Comparison of ownership structures 
Source: Own material 

 
The change is also supported by data: while in 2001 the ratio of hotels operated in the 
form of a management contract, variable leasing contract and franchising was 36%, in 
2008 this ratio increased to 56%. In support of the thesis I have set, the hotel group 
selected as an example fitted and is fitting into the referred matrix on entering the global 
space.  
 
The strategy I have described provides successful answers to the globalisation 
challenges.  
The chosen forms of operating/operation reflected the selected strategy in all cases.  
 
The increasing dominance of management contracts indicate a change in the global-
local relationship, as in this case the global company provides the standards represented 
by the brand, with the local element becoming considerably more prominent at the same 
time.    
 
As regards the relationship of globalisation and forms of operation, it has to be pointed 
out that the previous structures that are founded almost entirely on ownership, are 
inflexible, and with the gradual growth of the company are less and less maintainable.  
 
In a legal aspect a clear situation cannot always be created with consideration to the 
regulations of countries with differing cultures concerning ownership.  
The franchising/management most successfully meets the globalisation challenges: it is 
easy to implement, flexible and therefore continuously adaptable.  
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THESIS SIX: In tourism and the hotel industry, both leading enterprises and 
small and medium sized hotels place great emphasis on the environmental aspects 
of sustainability, as they are to a growing extent obliged to do so by their legal 
environment. Apart from environmental sustainability, the presence of local 
elements in hotel industry strategies is becoming more and more accentuated.  
 
Consequently, tourism cannot fall victim to its success.  
Environment protection plays an important role in achieving sustainable tourism and 
therefore there is a growing need for hotels to also make efforts for reducing the 
damaging effects originating from their operation. This not only supports sustainability 
but also results in direct material and financial savings.  
The issue of sustainability in the hotel industry can be divided into three segments, 
representing three aspects; environment protection, consumers and the economy. All 
players on the global market consider the material and social aspects of environmental 
protection as important; at the same time the independent hotels are yet to activate 
themselves and their management at the level of specific actions. 
Consumer attitude toward sustainability is also similar; however from this angle the 
social responsibility of a given brand name already appears as a criteria. 
Research into the social aspects of the globalisation of the hotel industry is especially 
current. It has been pointed out that a negative externality of globalisation is the 
disappearance of local, primarily cultural-traditional diversities. A global enterprise 
therefore should place special emphasis on the local factors, as the determining 
elements of the environment of its operation. Local production can be a source for 
conflicts even when only looked at from a purely economic perspective. In my opinion 
there are several options for solving the conflict. 
 
Local tactics, as an element of global strategy include:  
 

 production (generating and providing the service) 
 profit 
 localisation of the management. 

 
Essentially, increasing the local content of the production and/or increasing the value 
added to local production can provide a solution for and to avoid the conflict. This 
could take place in several ways. 
The question of the “neuralgic point”, of the profit seems harder to solve. Since today’s 
hotel industry is characterised by ownership having been separated from operations, 
local partners have a lesser role to play in financing however their interest lies with 
localising as large a section of the profit as possible. 
As regards management, the best solution is represented by a management that 
operates as an interface between the global clientele, the global network and the local 
human resources.   Continuous and adequate communication between “centre” and 
“periphery” play a key role in the strategy. 
In this respect I have emphasised in the case study that tourism, and within this the hotel 
industry, is considered to be a significant factor in the economy of a given country, 
amongst others, in employment. The advance of the franchising-system is partially 
meeting this global requirement, as in this system greater emphasis is placed on the 
employment of a local workforce. 
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I consider the role of the state and of the regulators to be important from the hotel 
industry aspect of sustainability, as sustainability is already a codified category and is 
also to be further codified. Hotel industry enterprises are forced by law to operate and to 
develop in a sustainable way, both within the territory of the European Union and in 
other economically developed countries. 
In connection with sustainability I have also included an analysis of alternative 
tourism, establishing that alternative tourism was born from the issues of sustainability, 
as a compensation for it as well as for mass tourism. Alternative tourism may present a 
challenge for the hotel industry, and at the same time create the division of global 
consumers on the demand side, which requires new strategic configurations. 
In connection with sustainability I have also concluded that in the open world, tourism 
over and above emitting negative externalities also carries the ability and possibility for 
self-destruction. The essence of sustainability regarding tourism is outlined by the 
diversity itself, and the uniforming nature of globalisation at this point is a paradox with 
world tourism.   
Within the sector of tourism, analysis of the environmental impact of tourist 
accommodation and hotels deserves special attention together with research on the 
negative effects that result from their operation as well as ways to reduce them. 
Environmentally friendly operation is laid down by numerous international institutes, 
among them also the European Union. The primary fields where the reduction of 
detrimental environmental impacts need to be reduced as well as the options for 
reduction need to be researched and include; energy consumption, water consumption, 
air and water pollution, use of harmful substances and selective waste collection. 
Environmental protection measures in hotels in my findings relate to the following: 
improving energy efficiency, improving water management by water saving, reducing 
waste production, reducing the emission of air pollutants and reducing the overall 
accommodation energy usage. 
In order to popularise environmentally friendly activity, “eco-labels” were introduced in 
tourism and the hotel industry. The use of the environmental labels is being popularised 
in several countries, with the certification of the environmental control system possible 
through the European Union’s EMSAS Eco- Management and Audit Scheme. Since 
2001 this certification is also available to hotels. 
 Hotels will benefit considerably by choosing an environmentally friendly strategy, 
including the potential for: a reduction in costs, receiving national or European Union 
aid, more committed employees, utilising being “green” in promotional and 
communication activities and most of all becoming more profitable as a result of the 
saving measures. 
Furthermore I have established that a certain reciprocal effect can be shown between 
consumers and hotels that integrate sustainability into their strategy. Today an 
environmentally conscious consumer layer has been established, which prefer hotels 
following similar principles. Environmentally conscious enterprises at the same time 
can also develop and strengthen this awareness in the consumer.  
The eco-hotels were established in this spirit. Currently there are approximately four 
thousand such hotels operating in the world; for example the Earth Guest programme 
considers different objectives to be environmentally important in different parts of the 
world. In Hungary for example the focus is on energy management and selective waste 
collection. 
Although according to my research no unified worldwide control and standard exists in 
respect of the “green hotels”, there are numerous related tourist classifications that are 
also influencing consumers in their choices.   
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It is the conviction of the author based on research that there are several untapped areas 
of the hotel industry regarding environmental protection activity. The author considers 
increasing the commitment of employees to environmentally friendly activities by better 
informing, training and incentives to be important. The involvement of the guests in 
preventing pollution of the environment also seems necessary. It can be observed as 
well as being supported by the survey I carried out that many of the guests are sensitive 
to issues connected with the environment. The factor of what hotel is environmentally 
friendly and to what degree also have a role to play when selecting a hotel. Therefore, as 
it has been referred to before, the environmentally conscious activities of hotels may 
result in direct financial gains. 
In connection with sustainability, the recommendation of the author is that any 
development to hotel services should be carried out sustainably. At a strategic level the 
frequently experienced short-term thinking and the aim for a quick return has to be 
eliminated.  
 
 
 
THESIS SEVEN: Enterprises that can be considered as being global entered the 
Hungarian hotel industry market primarily through privatisation, and then 
started to expand in the near 10 year period afterwards. As of today, it is the top 
category hotels that are directly concerned by the principal global trend.  
 
The motivational composition of tourism is a decisive factor from the perspective of the 
hotel industry.  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

 

 

Holiday Trips
24%

Shopping
27%VFR

18%

Business Trips
10%

Other Traveler
21%

Figure 2 Foreigners visiting Hungary broken down by motive 
Source: GFK Hungária Piackutató Intézet (the data are approximated averages) 

 
 
By examining the clientele of hotels in Hungary and the motives of the guests, I have 
established that the segmentation of the Hungarian tourist market by motivation is 
unfavourable for the hotel industry. As can be seen in Figure 2 only one third of those 
arriving to Hungary can be considered as potential hotel guests. 
As regards the general position of tourism in Hungary I have established that the key 
characteristic is large volume with a relatively modest economic yield. Expressed 
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numerically; Hungary has approximately a 3-4% share of the global tourist traffic and 
from international tourist revenues barely 0.5%.  
The characteristics of tourism in Hungary defies in many cases the global trends 
experienced in countries with well developed tourism. Worldwide almost 70% of the 
tourist turnover is provided by domestic tourism, while this ratio in Hungary is closer to 
40%. Due to the low level of discretionary income the services of multi-national 
tourism enterprises are only used by rather a few people.  
The number of domestic guests remains below the ratio experienced in the EU and 
worldwide. Domestic guests make up over one-third of those staying in hotels, but with 
only one-quarter of the revenue from accommodation coming from this segment. 
Overall I have established that the global tourism phenomena can now be observed in 
Hungary, however not to a very significant level, especially in domestic guest turnover.  
What can be considered as a global tourism phenomena in this respect? During the 
research into the globalisation impacts as well as characteristics experienced in the 
Hungarian hotel industry and market I examined the question by dividing it into two 
components, the demand and supply sides.  
As regards the demand side I have established that the majority of those staying in 
hotels arrive from Europe with only a smaller portion from Asia and America. In 
connection with this I have concluded that if from the demand side we take the distance 
of the sender country as one of the measures of globalisation, the Hungarian hotel 
market cannot yet be considered as global. 
However the Hungarian tourism and hotel market is affected by worldwide trends 
I have also studied the demand side based on consumer behaviour and the presence and 
requirements of the global consumer preferring international standards. According to 
my hypothesis, global consumers come primarily from “globalised” countries and their 
decisions are made accordingly. In Hungary global standards are only supplied by 
hotels in the premium and middle categories, as a result the global consumers are 
primarily captured by this segment. Accordingly premium category hotels are used by 
those arriving from North-America, Great-Britain and Germany. The degree of 
utilisation of their capacity, as proven by the feverish investment demonstrated in this 
field, shows that the standardised demand is present and gradually increasing.  
The booking method was also classified to the consumer side. I have established that 
global booking systems are accessible in Hungary; although the use of these is not yet 
significant. Online booking makes up only an insignificant section of the total number 
of bookings, with the travel agents and tour-operators maintaining a considerable role. 
During the examination of the supply side I have established that in line with 
international trends, the role and market share of international (multinational and global) 
hotel chains continues to increase in Hungary. In addition large travel agencies and 
transportation companies are also already present.  
In the five-star category all hotels are connected to a foreign hotel chain with currently 
seven hotel chains being present in the Hungarian market in this category. 
As regards the four-star market such clear dominance is not present, with ACCOR and 
Danubius only controlling 29% of the market. There are also hotels on the market that 
are part of other chains or groups, but with an insignificant market share. 
During the analysis of the impact of foreign hotel chains on the domestic market I have 
established that in the market more closely connected with the globalised world, thus in 
the five-star category for now an oversupply is developing, despite the luxury hotel 
investments actually being considered  as remedying deficiencies. Consequently the 
price competition is further increasing and price reduction can be forecasted. 
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I have pointed out that brand names already introduced in the global market increase 
the international competitiveness of Hungarian tourism, considering that a well-
functioning “brand” can be an attraction in itself. 
My research has verified that the global corporate strategies can also be found and 
followed in the case of Hungarian hotel chains. 
I have established that in the field of standardisation, in addition to the Standard 
Operational Procedure the Local Standard Operational Procedure that has a stronger 
focus on the local market has also appeared, which develops the standards with 
consideration to local characteristics.  
The strategic use of the control-feedback systems that were previously not common 
together with other management tools (Guest Satisfaction, Associate Opinion Survey, 
Yearly Review, Revenue Management System etc) are included amongst the standards 
referred to.  
In the examination of the strategic roles of IT systems as regards to  know how, I 
principally consider joining the Global Distribution System and the Central Reservation 
System as globalisation effects, as belonging to global communication systems is a 
fundamental issue for the survival of a hotel entering into international space. 
As regards corporate culture I have established that initially the foreign hotel chains 
tried to introduce their own corporate culture, without any consideration to local 
characteristics. Change can be detected in this area in recent years, primarily due to the 
strategy of introducing the spread of the franchising-system. 
It has been established that in Hungary the international hotel chains have just started to 
exploit the opportunities provided by outsourcing that are widespread in other places.  
The main reason for this is inexpensive labour. 
 
I have established that a global company can be characterised by a striving for 
continuous expansion and dilatation, even at the expense of a given local enterprise. In 
my view, on the Hungarian hotel and accommodation market the phenomenon is far 
from being threatening, the market of small and medium sized enterprises are not yet 
endangered by the international hotels that are only present in a few places and mainly 
focusing on Budapest.  
 
Hungary has become part of the global hotel market through the appearance of the 
international hotel chains, for which the starting point was the appearance of 
international hotel chains in Hungary (Intercontinental, Hyatt). 
Understanding the global hotel companies in my view is an important issue, despite the 
majority of Hungarian hotels not being members of international chains.  
 
It is the responsibility of the Hungarian hotel industry operating in traditional European 
style, thus in the form of small and medium sized enterprises, to cover all of the market 
gaps that the global enterprises cannot or do not want to cover, with the saturation of 
these however the strategy will also have to focus on substitution. 
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THESIS EIGHT: The growth strategy of the Accor group – which is the biggest 
global enterprise in Hungary – is based on the following: 
- widespread diversification of activities and products; 
- spreading risks; 
- sales opportunities under one brand for the different elements of tourism 
activities. 
 
For the case study of a global hotel company I selected the ACCOR Group. This group 
actually entered the global market in 1990 and currently is present in over 132 countries 
in the world 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

Figure 3 The number of hotels of the more significant brands 
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The main reasons for the successful global expansion of the Accor group can be 
summarised as follows: 
The first reason lies in its strategy; the company directed its activities toward the 
growing market segments and thus was able to harmonise supply with demand. The 
company has a broad portfolio and mix of services and it entered into almost all of the 
businesses associated with tourism and catering, operating six divisions in the global 
market. 
Considering the hotel market, it currently has the most hotels with a strong market 
segmentation and supply portfolio. 
One of the key aspects of the strategy is defining global consumer requirements and the 
diversification of the portfolio adjusted to this. The group, by developing budget and 
premium-middle category hotels targeted a young clientele with relatively low 
discretionary income, as well as those who will use a service if the price is right. 
The second reason is the “extraordinarily strict” management of Accor. The key 
principle is “value for money”, thus the basis for customer satisfaction is the appropriate 
and standard quality service provided for the price. This includes the pronounced 
presence of sustainability in the strategy, which not only represents a distinctively 
defined environmentally friendly policy, but also the sustainability of the increase in 
employment. 
The third reason is the dynamism of Accor, the key factor of which is first of all the 
dynamism of the employees resulting from the continuous and appropriate 
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6 UTILISATION OF THE RESULTS OF THE RESEARCH, FURTHER 

AREAS OF RESEARCH 
 
My aim was to examine the structure of the hotel industry as the most globalised 
segment of the Hungarian tourist market, by analysing the globalisation processes from 
this perspective in order to define the key drivers and relevance of the changes. Since 
accession to the EU in 2004, Hungary has become an integral part of the tourism and 
hotel industry market of the EU, both as a sender and receiver area. The currently 
dominant trends theoretically are favourable for Hungary as a target destination; 
however it is not possible to tell whether it will become a peripheral area in respect of 
tourism. Even now there is no consistency between national and community level 
actions, which arises from an understandable conflict of interests. 

a. Globalisation does not extend equally to all tourist enterprises and the benefits 
are not divided evenly, moreover the business enterprises and companies only 
recognise and utilise the benefits as well as acting to prevent the disadvantages 
with considerable delays. Globalisation divides the participants based on the 
degree to which they are able to ensure and utilise the conditions of the 
information society. As regards the European and Hungarian tourism market, 
99% is made up of small and medium sized enterprises. Organising access to 
supported information is essential in this field for the SMEs. I see a potential 
further development area for my paper in analysing the possible strategies for 
the accommodation SMEs in order to compensate for the globalisation impacts 
and how they could integrate the global strategies that also include local 
elements.  

b. Tourism is a tool for demonstrating differences and local diversities. The drive 
for tourism is the desire to understand the different cultures in their setting, it is 
an exceptional and active interpreter for the local economy and culture. The 
transnational companies present in the hotel market introduce their own 
standards, sales and management systems everywhere in the world 
demonstrating a serious technological arsenal. Following the examination of 
the hotel industry it can be seen that as a result of globalisation the franchise 
system is further expanding. The spreading of the franchise however further 
unifies the products through defined standards and norms and leads to a 
“McDonaldisation” of the hotel industry. The lifestyle and comfort level of the 
home of the global tourist has to be created and provided at the accommodation 
facility. An obvious consequence of this is the use of such impersonal solutions 
to provide comfort as air conditioning, sterile rooms, unified decor, separation 
of external and internal space etc. In the case of many tourist destinations it can 
be difficult to identify where our holiday is taking place by relying on the 
characteristics of the hotel. What will a future hotel be like? What 
opportunities are provided as regards architecture, human resources, education 
and in other areas for the values of the local environment and culture to be 
presented in the hotel product? 

c. From the aspect of the topic the two important consequences of the changes 
resulting from globalisation are on the one hand: the triggering of the economy 
by the regulatory interventions, and on the other the international capital 
concentration, the expansion of the markets and as a consequence of the 
allocation strategy of companies, the worldwide increasing competition has an 
impact on the region. Countries outside of the region are becoming more and 
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more subordinate to the philosophy of the transnational company. The 
increased territorial competition has an effect on the regions as it contributes to 
these to differ globally and in an integrated as well as separate manner from 
one another, in order for internal disparities to develop according to the degree 
of the globalisation dependency of the businesses and companies. The aim of 
further research is to explore the potential for regional self-regulation for the 
globalisation that is taking place in tourism. 

d. A further ramification of the previous research area is the analysis of 
glocalisation (global and local), as a strategic opportunity, in tourism and the 
hotel industry. From the analysis of globalisation as regards the hotel industry, 
the importance of the attachment to a certain area is apparent. The ability for 
competition at global level also depends on the quality of local development 
levels. Economically and socially developed local systems enable transnational 
companies and tourism enterprises to increase their competitive capacity. 
Globalisation and local development are therefore the two inseparable sides of 
the same phenomenon. Global tourism in this aspect may present a solution, 
provided that it connects global resources and tools with local players and their 
networks, forcing global tourism into the framework of sustainability. 

e. The primary aim for my research was to help facilitate the further 
development of higher education in the field of tourism.  In the training of 
young professionals entering tourism and specifically into the hotel industry, 
the analysis of innovative processes and the introduction of these results into 
education are indispensible. 
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