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Pesquisa cientifica em turismo: revisdo da literatura entre 2005 e 2009

Este artigo apresenta os resultados de uma revisdo da literatura sobre o turismo de
2005 a 2009. Precisamente, 1.648 artigos foram revistos e classificados em oito ma-
crolinhas de pesquisa. O contetdo da linha de macroestratégia foi analisado em maior
profundidade, ja que era um “guarda-chuva” para as outras dimensoes pertinentes
ao turismo. A literatura, portanto, forneceu elementos significativos confirmando
a pertinéncia da perspectiva de redes estratégicas de investigacdo sobre a gestéo
do turismo sustentavel, e isso também ajudou a identificar os atores que sdo mais
criticos para liderar o desenvolvimento de um destino turistico.

1. Introduction

Over the past six decades, tourism has been one of the world economy’s fas-
test growing sectors. This trend was, however, interrupted in 2009 due to
the financial crisis and the Influenza A/HIN1 epidemic. For the first time in
many years, the numbers showed a decline in the sector’s growth, with inter-
national disembarkations expected to have fallen by 6% in relation to 2008
(UNWTO, 2009).

Although this prospect in no way reduces the economic importance of a
sector that generates revenues of around US$900 billion a year and accounts
for approximately 7% of global direct and indirect jobs (UNWTO, 2009), the
growing social and environmental pressures that have come to the fore during
the past decade, have increased the complexity of the challenges faced by the
tourism industry’s public and private managers.

In the academic sphere, complexity constitutes a powerful stimulus for
investigation. The area’s researchers have been seeking to develop a more
robust theoretical foundation for tourism in order to firmly establish it as an
academic discipline. For Cooper et al. (2001), tourism as a field of study still
requires a more solid conceptual basis, the lack of which may be attributed to
the fact that academic research in the area mirrors the industry’s fragmenta-
tion and absence of defined structures.

In order to, at least partly, fill the gap identified above, a literature re-
view was undertaken of the articles published on tourism over the past five
years. This article presents the most important results of this investigation, the
aim of which was to (1) identify and classify macro-lines of research in the
tourism area; (2) present the main trends revealed; and (3) perform an in-
depth analysis of academic output in the tourism area that focuses on strategic
issues using a network approach.

Tourism, despite being one of the world economy’s most important sec-
tors, has rarely been studied from a strategic network viewpoint (Donaire,

RAP —RIO DE JANEIRO 44(5):1225-240, SET./OUT. 2010



SCIENTIFIC RESEARCH IN TOURISM 1227

Silva and Gaspar, 2009). A network approach to the subject is justified by the
industry’s notoriously multi-sectoral nature, with its series of distinct yet inter-
dependent actors and activities (Tremblay, 1998; Cooper et al., 2001; Barbosa
and Zamot, 2004). Thus, the objective of this literature review was not solely
to contribute to a greater structuring of scientific research in the field of tou-
rism, but also to the development of the strategy literature in this area.

This article is divided into four sections, including this introduction. The
second part explains the methodology adopted for the literature review. The
third part presents the review s main results and the fourth part concludes
this study and provides suggestions for future research.

2. Methodology

The literature review followed the method proposed by Villas, Macedo-Soares
and Russo (2008). The authors recommend initiating bibliographical investi-
gations by way of an analysis of scientific journal rankings. Briefly, the method
involves three key stages: (1) a survey of the initial sources to be analyzed,
based on scientific publication rankings; (2) selection and analysis of articles,
listing authors and keywords; (3) selection of new articles based on an analy-
sis of the previously selected documents’ bibliographical references.

Increasing the number of steps in relation to the method proposed by
Villas, Macedo-Soares and Russo (2008), the present literature review used a
five stage procedure detailed below.

Selection of periodicals

Two rankings of academic periodicals were adopted for the selection of scien-
tific magazines and journals: the Institute for Scientific Information (ISI) sys-
tem and the so-called “Qualis” ranking system of the Brazilian research fun-
ding body, Capes. The review also included journals that are not classified by
the ISI and Qualis systems, but which are often cited in the bibliographical
references of the articles analyzed.

The research selected 139 journals, as well as six proceedings of con-
gresses that were considered to be an important source regarding the area’s
research in progress, totaling 145 publications. However, when it was found
that articles published in conference proceedings had also been published in
scientific journals, they were removed from the literature review to avoid dou-
ble counting in its database.

RAP — RIO DE JANEIRO 44(5):1225-240, SET./OUT. 2010



1228 MARIANA DE QUEIROZ BRUNELLI « ET AL.

Identification of articles

Having decided which scientific journals to include, the following step
was to select articles that were pertinent to a literature review in the field of
tourism. Each selected publication was investigated in virtual databases avai-
lable through the internet. The research used the keyword “tourism” in the
search engines and adopted a “2005-2009” time frame.

1,648 articles were chosen from 56 different journals. A data base lis-
ting the articles was created in order to better structure the analysis of the
material under investigation.

Classification of articles

In the data base, each article was classified according to title, author,
name of journal, year of publication and related key words. With a view to car-
rying out an analysis of these articles, it was decided to further classify them
according to macro-lines of research using keywords, in accordance with the
method proposed by Villas, Macedo-Soares and Russo (2008). The following
criteria were adopted for classification purposes:

v After reading each article’s abstract, a single word that best represented it
was chosen from the complete list of the article’s keywords;

v The articles that did not present keywords (a minority) were classified by
reading their abstracts;

v The keywords selected were grouped according to the criterion of concep-
tual proximity, thus establishing thematic axes.

Data bank analysis
The data bank was analyzed through the use of the simple univariate statisti-
cal tool of frequency analysis, identifying the main macro research lines in the

tourism area, as well as the main publication trends where academic literature
was concerned.

In-depth analysis

It is important to recall that this article is limited to the results of the in-depth
analysis of articles pertinent to the Strategy macro-line of research that adop-
ted a network perspective.
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The research decided to focus on the Strategy macro-line because it was
considered to be an “umbrella” that encompasses all the other macro-lines of
research identified. Indeed, well formulated strategies will provide a basis for
addressing most of the tourism industry’s critical issues. In the scope of our
research, it was thus contended that the Strategy macro-line of research could
provide support for all other dimensions of tourism.

The reason for choosing a network perspective was related to the cha-
racteristics of the tourism industry, which depends for its existence on the
articulation of a network of actors and businesses for supplying the tourist
product.

3. Results

Macro-lines of research

The adoption of the method explained in the previous section resulted in eight
macro-lines of research, as shown in figure 1.

Figure 1
Macro-lines of research in tourism and related keywords

Competitive advantage Management Consumer Local development
Competitiveness Human Resources Image/Brand Communities
Strategic alliances and . Market analisys Economic impacts
Tourism Management . o
networks . Shopping Globalization
. Outsourcing . . . ]
Stakeholder analisys Identity/Perception Social exclusion
Performance
\, J \\ J \\ J \\ J
Sustainability Public Policy Niche Research
Sustainable development Governance Historical and cult heritage Epistemology
Sustainable tourism Public authority Cultural tourism Methodologies
Impacts of tourism Policy making Religious tourism Taxonomy
Environment Economic policy Adventure tourism Critical studies
Social responsibility Senior citizen tourism Interdisciplinary research
\, S\ 7\ 7\, S

Source: Prepared by the authors.
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The macro-line of research named Strategy was identified from the
group of words related to the concept of competitiveness. The Management
macro-line resulted from grouping the words that referred to the management
of tourist firms and institutions. Marketing was defined as one of the ma-
cro-lines to classify research dealing with issues related to consumer (tourist)
behavior and destination branding. In the case of the Development macro-line,
the grouped keywords were drawn from articles that focused on tourism’s im-
pact on the development of host localities. Sustainability was the macro-line
of research that congregated the greatest number of articles exploring themes
related to the environment and sustainable development. The Public Policies
line of research included the articles in which keywords referred to issues
related to public sector policies towards tourism. The Niche macro-line was
established due to the identification of a large number of articles that dealt
with specific tourism segments such as religion and adventure. The Research
macro-line emerged from the keywords related to research methodologies and
academic research methods in the tourism field.

It should be noted that some of the articles’ content may overlap in ter-
ms of the macro-lines of research identified, given that some articles employ
more than one conceptual approach. For example, some articles classified in
Marketing deal with the issue of brand image from a strategic viewpoint and
articles can be found in the Sustainability macro-line of research that examine
issues related to the development of host communities or mention aspects of
public policy.

These examples confirm tourism’s status as a multidisciplinary area of
study. However, for the purposes of the literature review, it was decided to
classify each article under only one macro-line of research. Thus, the classifi-
cation of articles was based on the choice of a single keyword, in accordance
with the criteria mentioned above.

Data bank results

Based on the analysis of the variables listed in the data bank that were ge-
nerated from the articles” survey, it was possible to identify the first trends
of tourism research undertaken over the past five years. Before presenting
them, it should be observed that 16 journals concentrated 95% of the articles
published in the tourism field (table 1). Moreover, only a very small number
of articles on tourism were published in traditional scientific administration
journals. This may be due to the fact that there are a large number of publica-
tions specialized in tourism.
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Table 1
List of the 16 periodicals that published 95% of the articles surveyed

Journal Ranking  Brazil/int. Tour./bus. Qty papers %
Tourism Management ISI International Tourism 460 28
Journal of Travel Research ISI International Tourism 219 13
Annals of Tourism Research B1 International Tourism 215 13
Journal of Vacation Marketing ISI International Tourism 98 6
Turismo. Visdo e Acdo (ltajal) B3 Brazil Tourism 93 6
Estudios y Perspectivas en Turismo B2 International Tourism 80 5
Revista Académica Observatdrio de B4 Brazil Tourism 65 4

Inovacdo do Turismo

Caderno Virtual do Turismo B4 Brazil Tourism 61 4
Tourism Studies ISI International Tourism 55 3
Revista Global Tourism B5 Brazil Tourism 53 2
International Journal of Contemporary A2 International Tourism 35 2
Hospitality Management
EnAnpad Congress n/a Brazil Business 34 2
Revista Eletronica de Turismo Cultural B5 Brazil Tourism 33 2
Patrimonio, Lazer & Turismo B5 Brazil Tourism 31 2
(Unisantos)
Journal of Business Research ISI International Business 18 1
Revista Cientifica Eletronica de B5 Brazil Tourism 17 1
Turismo

1,567 95

Although the latter could be considered an indication that tourism as a
scientific field is expanding, on the basis of the yearly distribution of articles
published it was not possible to affirm that this was the case. Indeed, the
analysis of the articles on tourism published per year (figure 2) showed a rela-
tively stable trend in the number published during the period surveyed.

The analysis shows that the Marketing research line possessed the gre-
atest number of articles published (table 2). The Strategy line of research oc-
cupied the second position but with less than half the articles classified. It is
probable that the large number of articles concentrated in these two lines of
research reflect a concern in tourism studies with how to assure touristic de-
mand over time, as this is strategic for the development of tourist destinations
and has implications for their marketing.
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Figure 2
Number of articles-year
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* The examination of the articles in this bibliographical survey ended in July 2009, with 176 articles analyzed during
this year. The number presented in the graph is a projection.

Table 2
Number of articles per macro-line of research

Thematic group 2005 2006 2007 2008 2009 Total Total (%)
Marketing 86 136 147 128 73 569 345
Strategy 50 54 57 50 23 234 14.2
Niche 46 51 61 48 23 229 13.9
Development 43 52 43 46 18 202 12.3
Sustainability 32 38 31 37 7 145 8.8
Management 19 40 25 32 18 135 8.2
Research 31 15 17 19 11 93 5.6
Public policies 5 16 9 7 4 41 2.5
Total 312 402 391 367 176 1,648 100.0

The Marketing and Strategy research lines were followed by the Niche
macro-line, indicating that tourism is suited to segmented research. The Deve-
lopment and Sustainability lines of research revealed a growing concern with
the issue of how to manage tourism’s growth faced with the need to satisfy
social and environmental demands. The line classified as Research suggested
that methodological questions pertinent to tourism research were as yet not a
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priority. This appeared also to be the case where Public Policies were concer-
ned, as only 2.5% of the articles focused on this topic.

In-depth analysis results: strategic approach & network perspective
in tourism

Tremblay (1998) sees the cooperation network perspective as the new organi-
zational paradigm for tourism management. His view is based on an analysis
of the characteristics of the tourism industry, which is considered a dynamic
system constituted by heterogeneous, interdependent and mostly complimen-
tary activities.

Given tourism’s complexity, reflected in the countless gamut of rela-
tionships generated by its various stakeholders, we argue here that a linear
structure analysis model such as a value chain, for example, can hardly pro-
vide the necessary inputs to fully understand the tourist industry. This idea is
corroborated by Garrido (2001) when she affirms that the production chain
model, with its industrial sector assembly line characteristics, could not be
further from the reality of tourism.

Despite the importance attributed by certain authors to the network
perspective, the latter approach is still largely ignored by researchers. The
literature review at issue here identified only 13 articles which adopted this
approach (0.8% of the 1,648 articles on tourism analyzed).

The lack of publications pertinent to the network perspective led us to
undertake an in-depth analysis of the content of those articles that adopted
this perspective. This analysis was carried out according to their contributions
regarding (1) their confirmation of the appropriateness of a network pers-
pective for tourism research, and (2) the identification of the tourism macro-
network’s main actors.

Appropriateness of the Network Perspective for Tourism

March and Wilkinson (2009) contend that, in tourism, value is created for
customers (tourists) through a complex network of interactions between in-
terdependent actors. Scott, Cooper and Baggio (2008) complement this idea
by defining that a tourist destination is composed of a group of independent
suppliers who are articulated spontaneously to deliver the tourist product.
In this context, the tourist destination’s products are produced by adding di-
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fferent elements at the moment of their consumption in order to provide the
customer’s total experience (Wang and Krakover, 2008).

In sharp contrast to manufacturing industry, which delivers finished
products to markets, tourism distributes customers to places where services
are produced (Grangsjo and Gummerson, 2006). For Grangsjo and Gummer-
son (2006), this basic prerequisite affects a destination’s marketing strategies
and competitor network, as the services are partly delivered in an interaction
with customers. This characteristic of tourism makes it necessary to develop
cooperative relations between firms and organizations to join resources and
develop a mutual commitment, with the common objective of attracting more
visitors to the destination (Wang and Krakover, 2008). In a similar vein, Scott
et al. (2008) argue that tourism, more than other economic sectors, depends
on the formal and informal development of collaborative relations, partner-
ships and networks.

The motivations behind collaborative relationships in tourism can vary
substantially and their objectives can be economic, strategic and social or lear-
ning related (Wang and Fesenmaier, 2007). When these relationships form a
cooperative network, firms obtain competitive advantages through sharing kno-
wledge, resources, markets and technologies (Novelli, Schimitz and Spencer,
2006; Scott et al., 2008; Timur and Getz, 2008; Guimarées et al., 2008; March
and Wilkinson, 2009). Another important role of these networks is to minimize
transaction costs and exploit scale and scope economies, sharing risks and pro-
viding access to complementary resources (Erkus-Ozturk, 2009).

Grangsjo and Gummerson (2006) similarly argue that the creation of a
network of local competitors may contribute to improving each firm’s individual
situation when the collective actions undertaken lead to an improvement in the
destination’s competitive position in the market. Following this approach, Wang
and Krakover (2009) affirm that three different types of relationships coexist
between tourism’s stakeholders: cooperation, competition and co-opetition — a
concept originally proposed by Brandenburger and Nalebuff in 1996.

Cooperation, according to Wang and Krakover (2009), is important to
assure the most efficient use of a destination’s limited resources. Competition,
on the other hand, is important to motivate each separate business. Co-opeti-
tion may constitute an efficient way of dealing with both the cooperation and
competition necessary for the development of tourist sector business. Thus the
creation of a network is facilitated when local competitors build their social
capital through trust and commitment and observe certain basic principles,
such as acting in accordance with a collectively drawn up code of conduct
(Grangsjo and Gummerson, 2006).
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A cooperation network’s success may lead firms to develop more for-
mal relationships such as strategic alliances in order to share or co-develop
products and services (Novelli et al., 2006). Among the strategic alliances
that are most pertinent to tourism, Pansiri (2008) highlights joint ventures,
asset sharing, brand, franchise and license sharing, marketing and distribution
agreements, joint sales and distribution, information and technology sharing,
joint purchasing agreements and equipment sharing. For Novelli et al. (2006),
strategic alliances generate an improvement in service quality, increase the vi-
sibility of destinations and open up opportunities for cross marketing activities
with other groups of firms.

Wang and Krakover (2009) contend that the fragmentation and com-
plexity of the tourism industry make a collaborative approach for this sector
an imperative. Scott et al. (2008) also argue that the analysis of tourism’s
relationship network structures reveals important information regarding the
competitiveness of tourist destinations, by providing significant insights that
contribute to a destination’s communication, planning and decision-making
process. This argument is echoed by Shih (2006:1038) when he declares that
“the analysis of networks is an appropriate tool for investigating the structural
characteristics of a tourist destination”. Moreover, Timur and Getz (2008) de-
fend the use of a network perspective in the tourism industry, recognizing that
a tourist destination is a system that consists of relations that can influence the
opportunities, restrictions, behavior and values of the actors involved in it.

The views of the authors presented in this section strongly suggest that
the network perspective is particularly appropriate for conducting research in
a multidisciplinary sector such as tourism. By enabling the analysis of not only
its structure but also its interconnections, this perspective contributes to a de-
eper understanding of the sector (Scott et al., 2008). Indeed, it can reveal rela-
tional opportunities and threats, as well as a shed new light on a destination’s
strengths and weaknesses. The gaining of new insights that are pertinent to
tourism s network of relationships can also help increase the effectiveness of
the sector’s actors/firms in terms of contributing to the sustainable develop-
ment of tourist destinations.

Main actors of the tourism macro-network
The network perspective has been used in tourism research to identify the

network’s main stakeholders, examine the interactions between them or the func-
tion of the network as a whole (Timur and Getz, 2008). Following the first line
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of research identified by Timur and Getz (2008), this article sought, amongst
other objectives, to confirm which are the tourism network’s most important
actors, according to the literature review undertaken.

The tourism network’s main actors are those identified as occupying a
more central position in the group of touristic firms and organizations. A high
level of centrality in the network enables the actors to manage information flo-
ws and influence other actors, thus endowing them with a strategic advantage
(Timur and Getz, 2008). Moreover, in the light of the concepts of stakeholder
theory, Timur and Getz (2008) show that the identification of actors that are
critical to tourism’s development is related to the analysis of two fundamental
attributes: the power and legitimacy exercised by them in relation to other
tourism network actors.

According to Scott et al. (2008), the tourism network’s main actors are
those with a wider interest in the issues affecting a particular destination.
They are the largest firms with revenues from various sectors of the market
and are involved in more than one community of interest in the destination,
such as big hotels and airlines.

The following occupy an especially important place among the tourism
network’s main actors: Destination Management Organizations (DMOs, such
as the Convention & Visitors Offices), hotels, tourist transportation firms, tra-
vel agencies, government agencies, tourist operators and event organizers, as
well as tourist attractions (Timur and Getz, 2008; Donaire et al., 2009; March
and Wilkinson, 2009). The special place attributed to several of these actors is
partly confirmed by the data presented in the World Tourism Organization’s
annual report (UNWTO, 2009) indicating that tourists’ expenditures on lod-
ging, food and drink, local transportation/transport, entertainment and pur-
chases are the most important sources of revenue for the economy and deve-
lopment of many tourist destinations.

It is important to highlight the tourism network’s main actors because of
the responsibility attributed to these agents. These include the communication
of the destination’s development planning, the mediation to facilitate collabo-
ration between stakeholders, the growing need to create awareness among
network members regarding socio-environmental issues and the coordination
of efforts to attain the tourist industry’s collective targets (Timur and Getz,
2008). Thus, in order to understand how the tourism network as a whole
functions, it appears to be fundamental to investigate the relationship network
from each actor’s viewpoint, analyzing how each of them manages it.

With respect to the latter, it is noteworthy that the research identified
only one article whose proposal was to analyze the relationship network of
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each tourist system actor. Silva and Teixeira’s (2007) study analyzes the case
of a hotel in the city of Curitiba in the south of Brazil. As it is a unique case
study of an exploratory nature, it is not possible to generalize its results. Ho-
wever the finding regarding the fact that the managers of this particular hotel
did not possess a strategic view of inter-organizational relationships indicated
a lack of awareness regarding the advantages they could derive from this pers-
pective.

4. Conclusions

In summary, the study at issue in this article was motivated by the identifica-
tion of a lack of solid theoretical bases in academic research on tourism (Coo-
per et al., 2001). Its objective was to at least partly fill this gap by carrying out
a literature review of scientific articles on tourism published between 2005
and 2009. Its aims were three-fold: (1) to identify and classify macro-lines of
research in the field of tourism; (2) present the main trends encountered; (3)
undertake an in-depth analysis of the academic production on tourism focused
on strategic issues with a network approach.

As also already mentioned, in accordance with the methodology adop-
ted, 1,648 articles from 56 different scientific journals were examined, and
based on the grouping of their keywords eight macro-lines of research in tou-
rism were identified: Marketing, Strategy, Niche, Development, Sustainability,
Management, Research and Public Policies.

In keeping with the contention that the Strategy macro-line of research
was an “umbrella” for the other dimensions of tourism, the research under-
took an in-depth analysis of the articles classified in this macro-line. Due to
limitations of time and space, priority was given to articles which adopted
a network perspective. This choice was justified by the fact that the tourism
sector’s very existence depends on the articulation of a network of actors and
businesses aimed at supplying the tourist product. These articles’ content was
analyzed in order to assess the contribution of the network perspective in tou-
rism and identify the tourism network’s main actors.

In terms of achieving its objectives, the literature review provided sig-
nificant elements confirming the appropriateness of a network perspective for
research in the tourism area, namely the fact that this perspective enables a
deeper understanding of this sector by offering a framework for an analysis
of its structure and interconnections. By the same token, it suggested that the
insights gleaned from this perspective could contribute to a more effective per-
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formance on the part of this sector’s actors/firms, in terms of levering tourist
destination s sustainable development.

However, on the whole, the literature review confirmed that there was a
dearth of studies on the advantages that tourism sector managers could obtain
by using a strategic network perspective.

We thus recommend further investigations in the strategy macro line of
research from this perspective, for example, on how each actor / stakeholder
in the network can add value to effective tourism destination management
oriented towards sustainable socioeconomic development.

We also suggest that in-depth analyses be conducted of the literature
pertinent to the other relevant macro-lines of tourism research identified in
our study, considering the strategy macro-line as an umbrella for the other
lines, with a view to deepening the understanding of this increasingly impor-
tant industry within a systemic strategic network perspective.
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