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Introduction  

 

The motivation for writing a textbook about destination management in health, wine 

and equestrian tourism was the increasing importance of the topic in tourism, not only 

in Hungary but in the tourism destinations worldwide. Therefore destination 

management should be discussed in higher education programmes not only for 

tourism students, but also for students of rural and regional development.  The present 

textbook was published within the framework of the project EFOP-3.4.3-16-2016- 

00009 ’Improving the quality and accessibility of higher education at University of 

Pannonia’, in line with the above tendencies. The book was written in English, with 

the aim of providing a text for teaching international students. The secondary aim was 

that Hungarian students and young tourism experts may enhance their English 

language skills in this important area of the tourism profession. 

 Starting with the general concepts of managing tourism destinations, the book 

continues with the discussion of health tourism, wine tourism and equestrian tourism, 

and the specialities of destination management for these tourism motivations. Besides 

traditional mass leisure tourism destinations an increasing demand has been 

experienced for destinations that have special tourism appeals, offering specific 

activities and services for visitors. The search for authentic experiences, the increasing 

appeal of local traditions and lifestyles, immersion into an unusual and refreshing 

environment highlight the significance of unique local environments, sights and 

attractions. The exploration of such unique local resources respond to the tourists’ 

individual needs, and offer them opportunites for recreation, rejuvenation and a 

conscious way of self-fulfillment.  

Health tourism is one of these special tourism types, and by now it has become one of 

the most popular tourist motivations, in line with the rising trend of health 

consciousness. Equestrian tourism offers an active, physical way of recreation in 

enchanting natural landscapes, and thus it is a major area of sustainable tourism. Wine 

tourism brings together the knowledge of authentic, traditional grape growing and 

wine production culture with the enjoyment of exquisite wines and local gastronomy, 

therefore it may be an important factor in supporting the sustainable development of 

local, mainly rural economies and societies. This form of tourism successfully links 

agricultural activities and the tourism experience economy. 

The book relies on many excellent textbooks, research papers and websites, and on the 

authors’ own research results. Hopefully the reader will find the material useful and 

gains inspiration from it to engage with this exciting topic.    

Keszthely, 10th September 2020          The authors 



 

 

 

 

7

1. Basic Terms and Concepts 
 

 

1.1 The tourism destination  

 

The concept of tourism destination is a basic concept of tourism research. As the 

definition of the system of tourism specifies, the system, as outlined in the model by 

Márton Lengyel (Lengyel, 1994/2004) is made up of the demand side (i.e. the visitors) 

and the supply side of tourism. This latter includes the tourism product, the appeal 

and endowments supporting the product, the transport and infrastructural network, 

accommodation, food and beverage services, entertainments and other services, as 

well as the security and safety, hygiene and hospitality and friendly attitude of locals 

towards tourists.   The destination itself is the place that receives visitors,  being able 

to offer a complex tourism product. Therefore it is able to attract the visitors, and to 

provide all the necessary services required by them (possessing the facitilites of 

accommodation, food and beverage services, and other components of tourism 

superstructure), to provide access to the attractions of the area (transport, 

infrastructure) and to apply the marketing methods to promote the tourism product 

(Lengyel, 2008).   

Putting it in another way, the destination is a geographic area, which is delimited by 

the cluster of existing tourism resources, and not by the actual political-administrative 

borders. The „cluster” here means the sum of all tourism resources and endowments, 

infrastructures, equipments, service providers and other supporting sectors, as well as 

administrative bodies, which, by their integration and concerted action, will provide 

the experience for tourists, that they expect, when visiting the destination (Rubies, 

2001, p. 39  cited by Pike, 2008).  

As Aubert et al. (2011) define, the destination is a target area that the tourist chooses 

to visit, and, at the same time, it is a host area, that possesses the necessary 

infrastructure, the services for the tourist, and the image and appeal of the place.  The 

destination integrates the providers of infrastructure, superstructure, and service 

providers, while their successful cooperation is maintained by an efficient tourism 

governance and management organisation. Vígh (2010b) gives a similar definition of 

the destination, emphasising the appeal of the area and its ability to offer a complex 

visitor experience, relying on the tourism product created from the components of the 

appeal. 
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Tőzsér, A. (2010) and Panyor et al. (2011) declare, that the destination is chosen by the 

tourist as the area to visit. The destination is a geographic area having historical 

traditions, and is capable of offering a complex experience, i.e. services in the quality 

and quantity that is enough for spending there at least one day. The area possesses an 

image, the whole destination is perceived as an overall experience, therefore the area 

should be sold at the market under the same brand identity. A key component of the 

success of a destination is the proper positioning, that is, the destination should be 

clearly distinguished from other destinations. 

The tourism area is characterised by the cooperation between the local population, the 

tourism service providers working in the area, and the local or regional government. 

It is crucial to coordinate the interests of all the stakeholders. The key to long-term 

success is to look for reasonable compromises instead of rivalry and confrontation. 

The local population cannot be left out in the process of harmonising stakeholder 

interests, because they will feel the impacts of tourism activities even if they are not 

directly involved in the sector. The activities of the tourism sector will influence the 

local living conditions, as well as the inhabitants’ attachment to the area, their regional 

identity, and this will be reflected in the development of the region (Tőzsér, 2010).  

The destination, within the tourism system, may best be defined as a „package” of 

tourism products, and is not equal to one tourism product. The tourism product may 

be a single product, or a mix of several products, or a supply system of these products. 

The tourism destination is, however, primarily the complexity of product, e.g. tourism 

attractions, tourism infrastructure, and other, important components of the 

destination. 

It is important to mention among the special features of a destination, that all the 

tourists perceive the destination through the filter of their own personalities, in a 

subjective way, therefore the same physical environment may mean a different 

tourism experience for different tourists (Tőzsér, 2010). Thus, in identifying the 

characteristics of the destination, the primary aspect is to identify the experience 

perceived by tourists. 

The same idea is emphasised by Papp (2012). The visitors arrive at the destination 

having very different, varied motivations, demands and expectations. This way, the 

experience for every visitor is unique, the same destination will offer varied tourism 

experiences to individual tourists (Papp, 2012). For this reason the destination should 

be analysed as the place of pleasurable experience, which carries subjective elements, 

and reflects the visitors’ different perceptions. 
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An important task of destinations is to develop the unique, identifyable image of their 

supply, the „branding” of their tourism product, that makes the destination 

recognisable, transmitting the proper marketing message for the targeted segments of 

tourists. Destination marketing is the complexity of activities that a destination 

performs in order to influence the  targeted „demand segment” (Panyor et al., 2011).  

The task of destination marketing is to formulate a marketing message and to transmit 

this message towards the potential tourists. An important step in this process 

(Könyves, ed., 2011) is research that identifies the consumer behaviour of the tourists 

visiting the destination, applying the methods of marketing surveys and revealing the 

traits of the external and internal environment relying on the methodology of SWOT 

analysis. The following step is to set up a marketing plan, the definition of marketing 

objectives, the selection of strategies, the segmentation of the market, and the 

positioning of the tourist product.  

The physical limits and geographical extent of a destination are not easy to define. The 

relevant literature offers four main approaches to the exact definition of destinations  

(Papp, 2012): 

 The most obvious possibility is to outline the destination according to an 

administrative or geographical border (a town or a city, a microregion, a region) 

although it is not certain at all, that an administrative or geographical territorial 

unit, on its own, is capable of supplying the full range of services required by 

tourists. 

 Another approach considers a tourist destination as a territorial unit which contains 

the full range of services demanded or expected by the tourists. Now the problem with 

this approach is, that different tourists may have considerably different expectations 

and demands.  

 The third approach defines the destination from the aspect of demand, and a 

territorial unit is defined a destination, if it is considered a destination by the tourists. 

This definition is not really useful for defining the borders of actual destinations, as 

it gives no guidance for comparing destinations to each other. 

 The fourth approach outlines tourism destinations from the viewpoint of 

management: a destination is any territorial unit that has a proper management 

organisation, so that the management organisation coordinates the supply 

components of the destination. 

 

Nyírádi and Semsei (2007) point out, that defining a destination by its political or 

administrative borders is a serious mistake, because these borders are never, or rarely 
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perceived by tourists. The outlining of a destination should rather be done with the 

purpose of reflecting the regional supply or tourism potential of the area. 

When specifying the concept of a destination the central idea is related to the service 

providers and institutions: the destination is basically the same as the complex tourism 

product, which, from the tourists’ viewpoint, is a chain of services, the components of 

which are localised in the same territory (Nyírádi-Semsei, 2007). A destination, 

therefore, comprises the following core components:  

– the readiness of service providers and establishments of the area to cooperate, 

– the existence of service networks focusing on the properly chosen target groups, 

– management and marketing competencies, and the related destination strategy, 

– marketing tools, including an online electronic information and booking 

system, which is an absolutely necessary component,  

– professional staff, i.e. an operational unit, capable of carrying out, at high 

professional standards, the management tasks emerging at the destination 

level,  

– the visitors’ perspective – the destination area should be perceived by the 

tourists as one unit of the same image,  

– branding, brand name – every destination should possess a brand style, which 

is a unique feature of the destination, and  undoubtedly identifies it. 

 

As a synthesis of the above, the  definition given by the  UNWTO (2007, p.1) follows 

here: „A  local  tourism  destination  is  a  physical  space  in  which  a  tourist  spends  

at  least  one  overnight.  It includes tourism products such as support services and 

attractions, and tourist resources within one day’s return travel time. It has physical 

and administrative boundaries defining its management, and images and perceptions 

defining its market competitiveness.  Local destinations incorporate various 

stakeholders often including a host community, and can nest and network to form 

larger destinations.”  

 

1.2  The concept of destination management 

 

Sustainability and competitiveness requires the cooperation of many stakeholders 

with conflicting interests, as well as the thorough knowledge of the governance of 

tourism. Therefore, it is necessary to establish an organisation which will manage and 

coordinate the relevant tasks and involves all the stakeholders in the activities. This 

organisation will make its decisions involving all the stakeholders, and it has the 
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freedom and independence, resources and instruments to implement these decisions. 

Therefore, a bottom-up approach (starting from the stakeholders), professionalism, 

partnership, and financial resources for independent action are all needed (Lengyel, 

2008). Permanent success cannot be hoped for without professional skills and 

knowledge, so a destination management (DM) organisation can include all the 

stakeholders as members of the organisation. However, for managing the day-to-day 

practical work, an operational working body of staff led by a professional manager is 

needed, and this would deal with the implementation of the organisation’s decisions.  

The bottom-up approach is justified by the fact, that it is only the local level, where all 

the actors and stakeholders of the tourism sector are present.The aspects of sustainable 

competitiveness are handled at the local level in practice, by the conscious activities of 

local stakeholders: accommodation providers, restaurants and pubs, providers of 

entertainments and programmes, and the local population. Therefore the key to 

successful DM systems is to involve all these local stakeholders, and establish their 

cooperation. This is the reason why organisation of a DM system should start from 

below, with direct participation of local actors. The process of building a DM 

organisation should, however, be supported and encouraged from above, providing 

support by the national government (Lengyel, 2008). 

Ritchie and Crouch (2003) stress the multidimensional character of tourism policy, and 

underline the issues of competitiveness and sustainability as central ideas. They 

describe in detail the various types of tourism destinations, explaining the relevant 

aspects of tourism policy for each one. The positioning and branding of destinations 

are mentioned as core aspects, together with destination development, monitoring and 

assessment, situation analysis, demand-orientation and destination marketing. The 

authors consider destination management to be the key to sustainable competitiveness 

of a destination. While summarising the organisational issues and functions of 

destination management, the authors state, that marketing, the identification of target 

markets, and the building of the destination image are the most important 

components, together with the process of monitoring, the branding of the destination, 

the evalulation of brand efficiency, the positioning of the destination, market 

segmentation, the design of logos and promotional material, search for information 

and research, human resource management, the attraction of private capital to 

financing tourism-related developments,  visitor management and the responsible 

stewardship over natural resources.  

One of the most important functions of DM organisations is planning the development 

strategy of the destination, the process of strategic thinking, strategy building, which 

is closely related to the concept of destination marketing  (Könyves ed., 2011).  
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Lengyel (2008) underlines the importance of running an efficient tourism information 

system  which is absolutely necessary for the successful implementation of all the other 

tasks. 

The tools of information technology are of outstanding importance among the 

instruments of destination marketing, but there are many other innovative 

instruments to promote the destinations (tourism cards, tourism ambassador 

programmes, innovative solutions to communicate information for tourists, utilisation 

of available project funds, construction of a website for the DM organisation (Könyves, 

ed., 2011).  

For efficient destination management the cyclical flow of a series of steps should be 

followed, which lead to permanent sustainable development in the destination. The 

process is divided into 8 separate steps, which are complementary and are closely 

related to each other (Nyírádi-Semsei, 2007):  

 Searching for attractions (values of the area),  

 Development of attractions towards creating tourism products, 

 Building tourism products and product groups, 

 Embedding the developed tourism products into the destination, 

 Taking  the destinations and the embedded tourism products to the market,  

 Selling the products, 

 Providing perfect experience for visitors, 

 Retaining the satisfied customers as visitors for the future. 

  

The success of the tourism sector in the destination depends mainly on the careful 

planning of the process of efficient management,  and on managing its individual steps 

according to the plans. For this the following should be done: 

 The social framework should be established in the area, which ensures the long-

term cooperation of the stakeholders, and makes available for them the whole set of 

instruments of local, regional and higher level cooperation, that has been 

successfully used in Western Europe for decades;   

 A suitable information and knowledge base should be constructed, which facilitates 

the professional planning and implementation of the destination management 

process;    

 Financial resources should be raised for the needs of managing the whole process, 

and a system of motivators and incentives should be established, that can mobilise 

the local entrepreneurial and sponsoral capital as well as the financial resources 

available at the higher, regional level, at the national government and the European 

Union. 
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 Destination management is actually nothing else, than planning and guiding the 

implementation of these steps (Nyírádi-Semsei, 2007). 

 

 

Figure 1.1. The operation of destination management organisations 

Source: Panyor et al,. 2011 (page 15). 

 

The destination management system should rely on the ’self-organisation’ of the 

stakeholders, but this process should not be a one-time campaign, and it should not be 

oriented solely to raising financial support. It should rather be based on professional 

principles and ideas, and should be implemented as a well established, efficient 

development process (Panyor et al., 2011). 

The basic units of the system are the DM organisations, and these should carry out 

varied functions: maintaining partnerships, research, planning, development, project 

management, attraction management, quality assurance, monitoring, destination 

marketing, preparing project proposals, project evaluation, administration, 

coordination, professional training, advisory assistance. To manage all these tasks in 

an efficient way –relying on the general European experience – a three-level bottom-
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up organisational system, i.e. a network of DM organisations seems to be the best 

choice. The organisations working at various levels of this structure are responsible for 

managing their own destinations, but the emphasis of their tasks should hopefully 

differ according to the different functions of the various levels in the organisational 

structure (Nyírádi-Semsei, 2007). 

 

1.3 The competitiveness of destinations  

 

Tourism industry is determined by the strong competition among destinations. A 

destination may expect permanent success if it is capable of maintaining or improving 

its competitive edge. Destination competitiveness is one of the major issues in tourism 

research. 

A destination is competitive if tourists regularly choose it as a place to visit, and 

recommend it to other tourists, and return to it. Pike (2008) sums up various 

approaches to destination competitiveness, and highlights its multidimensional 

nature, characterized by the following components:  

 sustainable competitiveness (Ritchie & Crouch, 2000b), 

 price competitiveness (Dwyer et al., 2000),  

 managed destinations (d’Hauteserre, 2000),  

 responding to competition (Kim et al., 2000),  

 the destination product and its impact on traveller perceptions (Murphy 

et al., 2000),  

 the role of public transport in destination development (Prideaux, 2000), 

 environmental management (Mihali, 2000),  

 integrated quality management (Go & Govers, 2000),  

 regional positioning (Uysal et al., 2000),  

 marketing the competitive destination of the future (Buhalis, 2000). 

 

Based on the above Pike (2008) states that currently there is no generally accepted 

causal model for tourism destination competitiveness, but there is general agreement 

among professionals, that such a model should undoubtedly include economic, social, 

cultural and environmental dimensions. Papp (2012) also agrees with this statement, 

highlighting the fact that currently there is no general system of criteria for 

distinguishing competitive destinations from less competitive ones. To make such 



 

 

 

 

15 

comparisons a set of indicators should be defined for measuring destination 

competitiveness.  

Ritchie and Crouch (2003) define the competitive tourism destination as one with the 

ability:  

 to increase tourism expenditure,  

 to increasingly attract visitors,  

 to provide them with satisfying, memorable experiences,   

 to do so in a profitable way, and  

 to enhance the well-being of residents int he destination, and  

 to preserve the natural capital of the destination for future generations. 
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Figure 1.2. Components of destinationcompetitiveness 

Source: Ritchie-Crouch (2003) 
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Many attempts have been done to create models and define indicators to measure 

tourism competitiveness. The majority of general models (Papp, 2012; Enright-

Newton, 2006) are based on the model by Ritchie and Crouch (2003). Ritchie and 

Crouch based their model on Porter’s diamond model of competitiveness (Porter, 

1990), grouping 36 components of the destinations to define five major components. 

These components are:  (i) core resources and attractions, (ii)  supporting factors and 

resoures, (iii) destination management, (iv)  destination policy, planning and 

development, (v) qualifying and amplifying determinants. Figure 1.2 summarises 

these components. 

Besides the general purpose models, other approaches focus on specific aspects of 

competitiveness. The model by Dwyer and Kim (2004) is aimed at measuring the price 

competition among destinations, underlines aspects less emphasised by the Ritchie 

and Crouch model: the distinction between primary natural, environmental 

endowments, and purpose-built tourism facilities and developments, as well as the 

importance of demand in destination competitiveness (the latter is not even mentioned 

in the Ritchie-Crouch model). 

 

 
Sustainable competitiveness 

 

Sustainability is crucial for the competitiveness of a destination, because a destination 

cannot be successful in the long run if the current success is based on the exploitation 

of its endowments. Recent tourism developments are rich in examples when the rapid 

growth of visitor numbers overloaded the capacities of the area, destroying the 

attractions of the destination within a short time. And this is true not only for the 

ecologically sensitive destinations. Overcrowding, mass tourism and the overuse of 

infrastructural capacities may decrease the attractiveness of the place in the near 

future.  

 

Sustainability assumes competitiveness, but improving the latter should not lead to 

destroying the former, because unsustainable developments will lead to the decline of 

the appeal and then to the failure of the tourism sector in the long run (Lengyel, 2008). 

The core principle of sustainable tourism is to keep the visitors’ impact on the 

destination within reasonable limits, including impacts on the local economy, 

community (society), and natural environment, so that it serves the true present and 

future interests of all stakeholders including local population and tourists (Climpson, 

2008).  
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Climpson (2008) summarises the aspects of sustainable development of tourism 

destinations in the well-known VICE model, as is shown in Figure 1.3. 

The model contains four components: V is the visitors of the area, I stands for the 

service providers and businesses involved in the tourism industry providing services 

for visitors coming to the destination.  C (community) represents the local community, 

the population of the area, who may, or may not be directly involved in tourism, but 

living in the area, experience the benefits or harms caused by tourism developments, 

and by their lifestyles influence the tourism experience offered to visitors. E 

(environment) includes the natural and the built environment that surround the 

visitors, the industry and the local community, and this environment keeps changing 

in response to the activities of the mentioned three groups (Climpson, 2008). 

 

 

Figure 1.3: The  VICE model 

 Source: Climpson, 2008. 

 

Tourism is sustainable only if its interests do not conflict with the interests of any of 

the above four components. To guarantee this, the management of tourism should 

make efforts to keep visitor flows beneficial to the present and future state of the 

destination community, economy, and environment (Lengyel, 2008). This means (i) 

satisfaction and fulfilling experience for the tourist; (ii) growing economy and 

prospering tourism-related businesses; (iii) enrichment of the community and its 

culture; (iv) protection for the natural and built environment. 
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As a summary the concept of a destination can be described in the following way. The 

destination:  

 

 is a target area which is chosen by the tourist to visit, and is primarily 

identifiable for the tourist;  

 as a host area, it offers services for the tourist and for the local population; 

 it is a physically,  geographically bounded  place;  

 it is a place, that can provide tourism attractions and services sufficient to 

entertain a visitor for at least one day, therefore being able to provide 

complex experience to visitors;  

 has an image, and the resources of the destination are offered for sale under 

the same brand name; 

 it is identified by perception  (i.e. all visitors will form an opinion about the 

destination according to their perceptions, in a subjective way);  

 it incorporates many stakeholders, actors, who cooperate with each other, 

and for whom the destination provides a suitable quality of life;  

 it is a complex and integrated system, in which a modern tourism governance 

and management system is run, which is built by a bottom-up approach and 

is supported by top-down processes.  
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2. The Organisational Structure of Destination Manangement 

 

As it was emphasised in the previous chapter, the competitiveness of a destination 

depends essentially on the integration of its various components, the cooperation of 

the stakeholders, and the harmonisation of the planning and development process. 

Destination management and marketing organisations are the bodies that coordinate 

the above tasks. The duality of the name is due to the fact, that the marketing of 

destinations is one of the major tasks of such organisations. 

 

2.1 The concept, activities and structure of DM organisations 

 

Tourism destination management (DM) is the complexity of activities needed for a 

tourism destination, to make it capable of attracting and receiving visitors, and of 

providing a perfect tourism experience, while the short-term and long-term economic 

and environmental impacts of tourism are beneficial for the local community living in 

the destination. The main aim of DM is to establish and manage a sustainable and 

competitive tourism system in the destination (Lengyel, 2008).  

The concept of destination management was born in North America. Int he USA the 

everyday practice of managing holiday resorts is basically the same as the 

management of a business organisation, because the resort services are usually run by 

one company or a holding, the largest hotels, sports stadiums and recreation centres 

are usually owned by one company. The various service providers are run as the 

affiliates of the holding, and the management of the holding decides about the business 

strategy, monitors its application, and coordinates the ’production’ and selling of the 

services supplied, as is typical for holdings (Bieger, 2000, cited by Aubert et al., 2011). 

The adaptation of a model similar to the North-American one is typical in Switzerland 

and in Austria, though the original American model of destination management 

cannot be automatically adapted to the European conditions and circumstances. Due 

to its historical development, tourism industry in Europe is characterised by the 

simultaneous presence of many small and medium size enterpises, therefore, instead 

of the strongly centralised model of the USA, a different management model should 

be developed, that is better suited  to the needs of incorporating and coordinating 

many organisations and businesses of varying sizes (Aubert et al., 2011). 
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The idea of tourism destination management emerged in Hungary around the end of 

the 20th century, and it was first included as a development priority in the National 

Tourism Development Strategy in 2005. The introduction of the  DM system and the 

establishment of local tourism destination management organisations was supported 

by the Regional Operational Programmes of the New Hungary Development Plan, and 

was financed by the European resources of the 2007-2013 period  (Vigh, 2010a). 

A major task of DM organisations is destination marketing. The destination marketing 

organisation is an organisation that is responsible for the  marketing activities of a well 

defined and identifiable destination (Pike, 2008) 

 

 

Figure 2.1. Relationships between tourism stakeholders 

Source: Buhalis (2000), page 7. 

 

Buhalis (2000) describes the process and instruments of destination marketing. Buhalis 

tries to merge several strategic marketing models with the concept of destination 

management, and underlines, that the viewpoints of all stakeholders should be taken 

into account in the marketing and strategic planning process. The sustainable 

utilisation of the natural resources is of crucial importance, because they are often the 

key attractions of the destination. 
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Buhalis also mentions the importance of online communication (Internet), as it 

facilitates cheaper and more efficient flows of business information. Figure 2.1 

illustrates the linkages between stakeholders, emphasising the dynamic character of 

the relationships. 

The general tasks of tourism management include planning, resource management 

and marketing. Resource management can further be divided to attraction 

management, development, financial and human resource management, everyday 

operational tasks and change management (Lengyel, 2008). 

The main task of tourism destination management (DM) therefore is the planning, 

development and marketing of tourism services, and their administration, so that the 

visitors find remarkable tourism experience, while the host community and tourism 

service providers gain economic, social and environmental benefits. The management 

tasks should be done by a tourism destination management organisation (DMO), so 

this organisation is responsible for the general management tasks, as well as the for 

specific tasks of a tourism destination (Lengyel, 2008). 

The existence of a tourism destination management organisation is a prerequisite for 

the success of destination management.  Thus, this organisation will create or 

rearrange the structures of communication and cooperation, while ensuring 

harmonised resource utilisation, governing the implementation of the measures 

agreed before, working out development strategies and assisting their 

implementation. It is not necessary to create a new organisation for this purpose. Many 

regions have already possessed an organisation or body (e.g. tourism bureau or 

agency) which is fully capable of adding the tasks of a „destination management 

organisation” to its former, usual activities (Aubert et al., 2011). 

Destination management is defined by Aubert et al. (2011) as „the development, 

management and selling of the tourism supply of a specific region, based on joint 

development and governance; its aim is to harmonise the often conflicting interests of 

the stakeholders and actors of tourism development in the area. It is characterised by 

an overall, general approach linking the various stakeholders and emphasising their 

cooperation in forming the tourism development processes of the region”. Vígh 

(2010b) gives the following definition: destination management „is the long-term, 

organised, voluntary cooperative action of the partners (municipalities, service 

providers, professional and non-profit organisations) involved in maintaining and 

providing the tourism products and other services of the destination as complex 

tourism services, with the aim of enhancing the tourist experience, and the benefits of 

tourism in a sustainable way”. 
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The role of destination management is similarly defined by Panyor et al. (2011). As 

they state, destination management should assist the marketing activities, 

competitiveness and successful business operation of companies and enterprises 

working in the tourism sector, while the destination enjoys the economic and social 

impacts of the tourism sector in a balanced and complex way, and the local residents 

experience better quality of life.  Successful destination management assumes an 

approach based on tourism demand and consumer expectations, overcoming the 

traditional target-area-based approach.  It focuses on a process-oriented cooperation, 

with competition and consumer demand as top priorities, defining the strategic 

business area with a suitable combination of product and market. Destination 

management, as Panyor et al. (2011) defines, is „the process of establishing the 

competitiveness and the selling of attractions available in the geographic area, by 

developing these attractions into modular, freely combined tourism products, creating 

networks, and embedding these products into a competitive destination market, with 

the aim of maintaining sustainability and ensuring market success, and ultimately the 

development of the destination”. 

The essential elements of destination management activities are (i) planning, and 

supporting the strategy and development; (ii) organising cooperation, coordinating 

stakeholders; (iii) provide marketing functions (research, product development 

support, sales, communication). Therefore the establishment of a destination 

management system is a fundamental issue of market competition, for which the 

government often provides financial support by development programmes and 

project calls. Another very important requirement is the readiness of stakeholders and 

actors in the tourism industry to cooperate,  and the availability of professional 

knowledge and skills to carry out efficiently the destination management tasks 

(Panyor et al., 2011). 

Summing up the above, the main tasks of destination management are: (i) create a 

vision for the future, and planning; (ii) reconciliation of conflicting interests, and 

interest representation (iii) development of tourism supply; (iv) marketing.  

The main challenges and opportunities that destination management organisations 

(DMOs) face are (Pike, 2008):  

 Profitable  consumer relationships– by creating brand loyalty. 

 Improving the efficiency of stakeholder connections.   

 Cross-functional processes.   

 Stimulating purposeful communication with customers – to inform, to  

convince, to remind  of past experiences. 

 Message synergies.  
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The evaluation of the efficiency and performance of the DM organisations should be 

based on measuring the destination’s success. However, the success of a destination 

depends on many factors which the DM organisation simply cannot influence in any 

way (weather, global economic situation, government decisions).  It is a serious 

problem in assessing the efficiency of destination management that currently no 

objective indicators or instruments exist for measuring success. Without such set of 

indicators the role of destination management in tourism development cannot be 

assessed in an objective way. Therefore setting up such a system of indicators is of 

crucial importance, and these indicators should be able to measure the value of the 

tourism product in the region, the level of satisfaction for the visitors and for the local 

population, the quality of the environment and the way of its utilisation, and the 

utilisation of other factors that ensure the sustainability of tourism development in the 

destination. Another key factor of success is the value of destination image, so that the 

destination is seen by various stakeholders as a common concept to identify with,  the 

local community is willing to cooperate in issues related to it, takeholders are ready to 

reconcile their conflicting approaches, and experience the feeling of belonging to the 

destination. All these create a solid foundation for cooperation   (Aubert et al., 2011). 

 

The structures and forms of a destination management organisation  

 

Destination management organisations may be created by the public sector or solely 

by private actors, or they may be established as the result of joint action of public and 

private partners. As the approach, goal structure and operation logic of the public 

sector considerably differs from the private sector, it is recommended to include both 

sectors in destination management. However, careful consideration is needed to 

decide about the most suitable organisational forms and involved actors at various 

destination management levels,  to ensure the most efficient operation in the interests 

of the destination community (Panyor et al., 2011). 

According to the current legislation in Hungary the most suitable organisational form 

for the purpose is the non-profit company, or possibly the association. At the local level 

the association seems to be the best form, because of the large number of potentially 

involved local actors. Moving to higher levels, the need for professional expertise 

becomes increasingly important in managing professionally and economically sound 

decisions, and this makes the running of the organisation more similar to a business 

company, so the choice of the company structure seems reasonable. The company form 
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is also better suited for destinations where the economic size and weight of the 

involved actors is very different from each other (Panyor et al., 2011). 

At the same time, to achieve their operational goals, and to improve their access to 

financial support and also for the best utilisation of their revenues, it seems reasonable 

to run these DM organisations as non-profit organisations for public benefit. In this 

case they can enjoy exemption from corporate tax, or, if they also carry out profit-

oriented activities, they are entitled to corporate tax relief, local tax relief, and several 

other advantages related to customs and fees.  Another such advantage is, that their 

services are exempt from personal income tax for the customers, while providers of 

financial support for the main activities of such organisations will enjoy personal or 

corporate tax relief for the amount of financial support offered. 

The most suitable form of a non-profit organisation established for specific purposes 

is the association. The associaton is a social organisation established by individuals 

and legal entities, which can be created for any purpose, with the only limitation, that 

the primary activity and purpose of the association cannot be an economic activity 

(Nyírádi-Semsei, 2007). 

To implement the required principles of the DM model two organisations should be 

established at the same time. The principle of partnership is best implemented in an 

association based on democratic principles. The professional approach, however, 

requires a professional operational body, which should be established by the 

association, and should work according to the instructions of the association. There 

are several suitable legal forms for this professional operational body. The tourism 

destination management organisation (DMO) incorporates both the decision maker 

and the operational working body (Lengyel, 2008).  The operational body of the DM 

organisation may be established in two ways:  

 The local tourist bureau (or e.g. an entrepreneurs’ information bureau) may turn 

into an operational unit of the local DM organisation, and take over its tasks and 

functions, by a contract between the owner of the bureau and the DM 

association. In this case the head of the bureau becomes the secretary of the 

association and the leader of the operational unit of the association, i.e. the 

manager of the destination management organisation.  

 The association creates an independent operational unit in the form of a non-

profit limited company.  

Lengyel (2008) recommends the first option at the local, and microregional level (see 

section 2.2)  and the second one at regional level.  
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The financing of destination management organisations 

 

The financial resources needed for the independence and smooth running of the 

tourism destination management organisation should be raised by the members of the 

organisation. This means in practice that members should pay a membership fee that 

is high enough to cover the running costs of the operational unit (overheads, salaries 

of the manager and staff, and the costs of the basic professional functions as marketing, 

maintenance of a website, provision of own resources needed for project proposals, 

etc.). Membership fees should be paid by all members of the association, as is legally 

required, but the exact amount  may differ according to the interests and abilities of 

the members. The decision about membership fees should be made at the constituent 

assembly of the association. Besides membership fees, the budget of the association 

may include support from the central government, funding from sponsors, project 

funding, and business incomes. 

 

Financing the operations of the association should also take the bottom up approach: 

the fees paid by local organisations provide the financial resources for the budget of 

the microregional and regional organisation, and these may be accompanied by the 

additional resources mentioned above (Lengyel, 2008). 

 

2.2  Examples and territorial levels of DM organisations 

 

Destinations may be understood as territorial units of local, regional, macroregional 

and national levels, and the destination marketing and management functions should 

be coordinated at all these levels. Accordingly, the national tourism bureau of a 

country is responsible for the overall marketing of the whole country as a tourism 

destination, while the macroregional tourism bureau manages the marketing tasks of 

the federal, macroregional territorial unit as a destination (see the example of the USA, 

Canada or Germany).  The regional tourism organisation is responsible for the tourism 

destination marketing functions of a concentrated tourist region, while the local  level 

(the town or village level) deals with the harmonisation and coordination of tourism 

development and tourism marketing in the town or the village (Pike, 2008). 

Therefore the DM organisational system has three levels, corresponding to the 

territorial levels: local, i.e. town or village level, middle i.e. microregional level, and 
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regional i.e. the level of the regions. The basic unit is the tourism destination 

management organisation (Lengyel, 2008). 

Nyírádi and Semsei (2007) describe the territorial levels and functions of the DM 

organisational model below the national level (local, microregional, regional levels).   

As they explain, the core function of the local DMO is to assess the environmental 

resources, components of tourism supply and tourism demand, and, in addition, 

knowing these components and the market trends they initiate the planning, 

development and management of the whole system of local tourism in order to 

provide a perfect travel experience for the tourist.  It is only the local DMO that has 

direct contact to visitors, therefore a primary function of local DM organisations is to 

provide information to tourists, satisfy their demands, and handle their complaints. 

 

 

 
Figure 2.3.  The territorial levels of the DM system 

Source: Lengyel (2008), page 16. 

 

Microregional DM organisations are formed as the natural grouping of local DM 

organisations.The role of these microregional DM organisations is to coordinate the 

research, planning, and development activities of local DMO-s, and assist them in 



 

 

 

 

27 

establishing the unique, specific image of the microregion, integrating the components 

of tourism supply, and marketing the tourism products of the microregion (primarily 

at the home market).   

The local and microregional DM organisations form, as members, the regional DM 

organisation, together with other regional bodies, non-profit organisations, whose 

activities have an impact on the tourism of the whole region (e.g. national nature 

reserves, public transport companies, forestry organisations).  The main task of the 

regional DMO is to improve the image and visibility of the region, to assist the 

promotion and selling of the tourism product in the domestic and the international 

market, to coordinate the marketing activities, to ensure the complex supply 

management of the region, and to provide the necessary ICT background. Altogether 

this level is responsible for the complex management of the tourism destination, for 

the cooperation between its members, for supporting the professional work of the 

stakeholders by organising trainings, by transferring know-hows, and for representing 

stakeholder interests.  

The main function of destination marketing organisations is to enhance the 

competitiveness of the destinations at every level, and due to the multidimensional 

character of competitiveness there is no chance of success without such organisations. 

It must be remembered, however, that support from the national government is an 

absolute necessity for the successful functioning of destination management 

organisations (Pike, 2008). 

 

3. Regional DMO 

Product development at the regional level, creation of 

a legitimate regional image, development of a regional 

brand, establishment of a regional knowledge base, 

training, interest representation 

2. Microregional DMO 

Coordination, joint development of attractions, 

creation of a specific image, market access and sales 

1. Local tourism associations, local DMO 

Organise the services into a system,”the place as a 

tourism product”, information, customer 

management, IT content development 

 

 

Figure 2.4: The tasks of the various levels of the tourism destination management network     

Source: Nyírádi-Semsei (2007), p. 17. 
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Pike (2008) summarises the functions and tasks of regional destination marketing 

organisations, describing the experiences of British and North American 

organisations. He highlights the fact, that all these tasks are based on the mission, the 

objectives, and the definition of short-term aims, which are derived from very similar 

principles in all tourism destinations of the world. He identifies the main function of 

destination management as:   

• Proactive interest in stewardship of the destination’s resources. 

• Distinction between the renewable and non-renewable resources. 

• An orientation that is broader than sales and marketing, to achieve destination 

competitiveness. 

• Societal marketing orientation, a broad destination  management approach. 

 

The broad destination management approach includes 8 attributes, as Ritchie and 

Crouch (2003) specify.  The 8 attributes are the following: resource stewardship, 

marketing, finance and venture capital, organisation, human resource development, 

information and research, quality of services, visitor management – the latter may 

require the application of de-marketing occassionally. 

These attributes support the DMO’s role of balancing the following components: 

profitable  tourism businesses,  an  effective market  position,  an attractive 

environment, positive visitor experiences, and  supportive  local residents. 
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3. The Main Features of Health Tourism Destinations 
 

To describe the main features of health tourism destinations first an overview is given 

about the core concepts and terminology of health tourism. Then the components of 

the supply and demand sides are considered. In the demand side the traits and types 

of tourists visiting health tourism destinations will be identified, while the main 

components of the supply side, i.e. the major natural and built attractions, the structure 

of services offered, and resources and institutional structures will be described.   

 

3.1 The concept and meaning of health tourism 

 

The concepts and terminology of health tourism are far from being unified. The 

practical usage of terms and concepts have been considerably changed in the past 10-

20 years. The most important terms: health tourism, medical tourism, wellness-

tourism, spa-tourism, etc. are used in several forms, with often overlapping meanings 

in the relevant literature. The section below will briefly overview the related terms and 

concepts, and specifies the meanings of them as are used in this text. 

Health tourism is a form of tourism, in which the tourist’s main motivation is to 

improve or preserve his/her health conditions. Within the health tourism product 

family we can distinguish traditional healing holidays and wellness travels (Laczkó – 

Rébék Nagy, 2007). 

Kovács et al. (2011) describe health tourism as an overall term comprising all travels 

with the aim of preserving or improving the traveller’s health conditions. Two types 

of health tourism can be distinguished: medicinal tourism and wellness tourism. 

Medicinal tourism means a temporary stay away from the permanent home or place 

of residence, at a health resort or in a medical institution, with the purpose of curing 

an existing disease, or for rehabilitation. Most forms of medicinal tourism are based on 

some natural healing resource, but it also includes the so-called ’medical tourism’, 

which covers specific medical treatments (surgery, eye, dental, plastic surgery) in 

ordinary medical institutions, that are not situated in health resorts, if the stay at these 

institutions is accompanied by the purchase of some tourism services.   Wellness 

tourism (of which sports and fitness are the active components, and massages and 

beautifying treatments are the passive component) is a temporary stay in a place 

different from the traveller’s permanent residence, with the aim of establishing 

physical, mental and spiritual balance and harmony, to achieve optimum health. 
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Kincses (2009) defines the concepts of health tourism in a slightly different form 

according to the categories of Figure 3.1. 

Medical tourism is divided into the groups of rehabilitation tourism and medical 

treatment-based tourism. Within the services of preventional-recreational health 

tourism  the dominant components are the tourism-related services, while in medical 

tourism the emphasis is on the high quality health care services. 

 

 

Figure 3.1. The structure of health tourism 

Source: Kincses (2009). 

 

Therefore the two main branches of health tourism are preventional-recreational 

tourism, with the purpose of preserving the healthy condition or prevent an illness, 

and the other branch is medical tourism, with the definite purpose of treating some 

illness or disease. The preventional-recreational branch is further divided into 
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wellness-fitness-selfness and medical wellness that contains medicinal treatments and 

services, too. 

A similar definition is given for medical and wellness tourism by the report of the 

Global Spa Summit (2011). According to this report the purpose of medical tourism is 

to receive treatment for a disease, an ailment, or a condition, or to undergo a cosmetic 

procedure, therefore the medical tourist is generally ill, or seeking  cosmetic/dental 

surgical procedures. Wellness tourism involves people who travel proactively to 

pursue activities that maintain or enhance their personal health and wellbeing, and are 

seeking unique, authentic or location-based experiences/therapies not available at 

home. The report states, that the terms of medical tourism, wellness tourism, health 

tourism are inconsistently used around the world and the establishment of a unified 

set of definitions is in the best interests of the health tourism sector. 

The report by the Global Spa Summit (2011) divides the health tourism market into the 

following segments (Figure 3.2): 

 

 

Figure 3.2: Market segments in health tourism 

Source: Global Spa Summit (2011), p. 34 
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3.2 The components of demand and supply in health tourism 

 

3.2.1 The characteristics of demand 

 

The profile of the health and wellness tourist was described by Smith and  Puczkó 

(2009). The traits of these visitors vary according to the specific character of the 

destination. 

• The typical visitors of traditional spas come to find treatments to specific diseases 

or complaints, wishing to enjoy sitting in mineral waters, taking massage, 

sauna, steam room services. They are typically older people suffering from 

some illness. 

• The visitors of hotels and day spas come for cosmetic treatments and  relaxation, 

they require beauty treatments, relaxing massage, aromatherapy, jacuzzi, they 

are typically high income visitors, often business tourists, the majority are 

women. 

• Visitors of purpose-built recreational spas look for relaxation and entertainments, 

spending their time in swimming pools, thermal, but not medicinal waters, 

themed saunas, steam rooms, jacuzzis and fitness activities. The typical visitors 

are skiers, hikers, couples and families with children.  

• The visitors of seaside resorts and thalassotherapy centres wish to find physical 

improvement, curative and cosmetic treatments, hydrotherapy, salt inhalation, 

salt scrubs, seaweed wraps, and tanning. They are typically high income hotel 

guests, and older visitors. 

• Holistic retreat centres receive visitors who look for physical, mental, 

psychological, social, creative and spiritual experiences, taking yoga, massage, 

spiritual and psychological workshops. They are more likely to be women, 

mainly of 35-55 years of age.   

• Yoga centres receive visitors looking for physical, mental and spiritual 

experiences, they take yoga, meditation and chanting, they are typically 

professional women aged over 40. 

• Meditation retreats receive visitors who look for physical and spiritual recreation, 

doing meditation, fasting and chanting. They mostly belong to the „baby-

boomer” generation, backpackers, „hippies”. 

• The typical visitor of pilgrimage centres require a physical and spiritual experience, 

visiting spiritual landscapes, religious buildings, pilgrimage trails. Any age 
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group may be involved, but 30 + visitors, not necessarily religious, are the 

largest group. 

• Medical centres  receive visitors coming for physical and cosmetic  treatments, 

using the following services: surgery, cosmetic surgery, dentistry, and special 

treatments. Most of the coming tourists are Western Europeans and Americans 

over 30, for whom treatment is cheaper abroad. 

 

Typical consumer research focuses on demographic factors (age, gender, income level, 

life stage, geography, religion, or education) and psychographic factors (lifestyle, 

values, occupation, personality, and hobbies) of tourists visiting a destination. 

Segmenting health tourists is based on segmenting health services. The example of 

American tourists shows, that these tourists are categorized into the following five 

groups: food-actives, well-beings, eat-drink-and-be-merrys, fence-sitters (they know 

they should do something for their health, but would do nothing), and magic-bullets 

(looking for the one pill, diet, procedure, that would in itself solve immediately their 

particular health problem). 

The characteristics of health tourism demand in Hungary are summarised by  Kovács 

et al. (2011) as follows. The demand for health tourism is much less characterised by 

seasonality than the demand for leisure tourism. The indoor facilities allow provision 

of tourism services all the year round. In contrast to the low level (30%) occupancy 

rates in hotels in January and February, the occupancy in spa hotels is rather high in 

these months, around  45-50%. Looking at the tourist segments, the guests of the two 

branches of health tourism differ in their motivations and in their ages, too. The 

customers for medical treatments are usually elderly people, while the typical 

customers of wellness services are middle-aged. A separate customer segment is those 

of the active young adults and middle-aged families who go to fun spas for pleasure, 

their stay in the destination may be lengthened if the destination can offer good quality 

entertainment in the spa. The 75% of customers of medical tourism in Hungary visit 

the service providers for treatment, 20% come for prevention, and 5% for relaxation. 

Regarding the clients of wellness services the main motivation is prevention for 70%, 

relaxation for 24%, and treating a disease for 6%.  In medical tourism the prescribed 

duration of the treatments necessitate a longer stay than in other forms of tourism. In 

wellness tourism the duration of stay is usually shorter, only 2.3 days on average, 

because visiting a wellness spa is a voluntary decision for the tourist, and the 

motivation is prevention (physical and mental alike). The typical feature of health 

tourism is the high proportion of foreign tourists, especially among those coming for 

medical tourism or medical wellness services (mainly from Austria, Germany, 

Slovakia, Poland, Romania, Croatia, Ukraine, Czech Republic).  Although in wellness 
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tourism the proportion of domestic tourists is higher, and the sales receipts do not 

generate considerable foreign currency revenues, due to the recent developments  the 

domestic wellness establishments have become a good alternative for foreign holidays 

(Kovács et al., 2011). 

 

3.2.2 The components of supply  

 

Natural endowments, appeals and services – a case study of Hungary 

The largest component of the tourism supply is usually a natural resource, landscape 

or sight. It is particularly true for health tourism, for which several natural healing 

factors are natural resources: medicinal muds, mofettas, healing waters, caves, healing 

climate are the most typical ones.  The locations of traditional medical tourism should 

possess such natural resources (Kovács et al., 2011).  While the natural healing factor 

is a necessary requirement for spa tourism, the core resource is the range of medical 

services in medical treatment-based tourism (cosmetic surgery, dental services, etc.). 

In wellness tourism the services of well-equipped wellness hotels provide the key 

attraction, therefore the presence of special natural resources is not necessary,  

although it may be useful.  

The same is stated by Aubert et al. (2012), who, assessing the situation of health 

tourism destinations in Hungary, declare, that the appeal and character of health 

destinations is primarily determined by the attraction, which is typically some natural 

endowment in Hungary, usually medicinal waters, medicinal caves, medicinal muds, 

or a microclimatic condition.  The wellness tourism destinations, on the contrary, do 

not require natural healing factors, but rely on wellness services.  

Smith and Puczkó (2009) list the most important health tourism resources as: thermal 

or medical water (for bathing or drinking), climatic conditions, medical caves, medical 

muds, religious shrines, spiritual sites. 

In order to exploit the natural resources an aesthetically pleasing, comfortable, and 

functional architectural design should be implemented, and a proper service portfolio 

created. The service portfolio should consider, that these services involve a certain 

amount of risk, because treatments and programmes are dealing with bodies, minds 

and spirits, therefore guests want services and staff, that look safe and are safe, but are 

also interesting, can enhance health and offer pleasing experiences. The range of 

offered services should include elements for those, who accompany a health-

motivated guest, but are themselves not motivated by that.  In constructing the service 
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portfolio, remote spa resorts on an island, mountain retreats or medical hotels are all 

facing the challenge of offering additional entertainments for guests when the official 

daily treatment programme is finished.  

Kincses (2009) presents the medical tourism endowments in Hungary, the directions 

and related tasks of future developments and the potential healing regions of the 

country. Altogether 8 potential healing regions are listed, all of them possess some 

natural healing resource, and offer healthcare services.  

The healing regions are listed below:  

• Budapest: the natural resource base is the medical water reservoir of Budapest 

with its spas, and the medical caves, the professional centres are the Semmelweis 

University of Medicine, the dental centres, the Cardiology Institute, the OORI 

(National Medical Rehabilitation Institute), ORFI (National Rheumatology and 

Physiotherapy Institute), and private clinics. 

• Hajdúság: natural resource bases are the medical waters of Hajdúszoboszló and 

Debrecen, the professional centre is the University of Medicine in Debrecen.   

• Mátra-Bükk: the natural resource bases are Egerszalók, Mátraderecske, Parád, 

Kékestető. The region does not have a professional centre, but a background 

institution may be the hospital in Eger, and future development may create such 

centres in Parád, or the Mátra Healing Institute, with the background services of 

the Debrecen University of Medicine.   

• Western Transdanubia: the natural resource bases are Balf, Bükk, Sárvár, the 

professional centres are Sopron and Győr.   

• Zala healing region: the natural resource bases are Hévíz, Keszthely, Zalakaros, 

etc., the professional centre of the area is the St Andrews Rheumatology Hospital 

in Hévíz and the County Zala Hospital.  

• Balaton healing region: the natural resource bases are the medical waters of  

Balatonfüred, Hévíz, Tapolca etc., the professional centre is the Cardiology 

Hospital in Balatonfüred, the County Hospital in Veszprém and the St Andrews 

Rheumatology Hospital in Hévíz.   

• The surroundings of Pécs: the natural resource base is the spa water in Harkány, 

the professional centre is the University of Medicine of Pécs (POTE).   

• Southern Great Plain: the natural resources and bases for medical tourism are the 

thermal waters of the area, the professional centre is Szeged. 

 

 

Jaksa-Belényi (2010) describe the findings of the survey of the International Wellness 

Institute (IWI) done in November 2010, in which 350 health tourism service provider 
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institutions were questioned, although the proportion of responses was very low, only 

9 % (32 institutions).  The questionnaires asked about the geographical and 

environmental endowments, human resources, physical characteristics, financial 

situation, operational efficiency of the respondent institutions, the range of their 

customers and target groups, and other business management aspects. Although the 

low rate of responses prevent us to draw general conclusions, it can be stated, that the 

region of Western Transdanubia – and especially counties Vas and Zala – represent 

high proportions of the health tourism supply, Vas and Zala together make up one 

third of the total supply of Hungary (Zala alone 15%).  The great majority of health 

and wellness hotels providing health tourism services are four-star hotels, and about 

half of the employed staff has special qualifications. 

Jaksa-Belényi (2010) also summarises the Spa&Wellness assessment made by the 

Hungarian Health Tourism Marketing Association in November 2010, which gives 

recommendations for the marketing strategy of health tourism development. The 

assessment outlines nine ways of utilising the thermal resources of Hungary: 

energetics, thermal-based health tourism, indoor organic horticulture, pharmacology, 

mineral water bottling, special construction industry, education about thermal water 

utilisation, and research&development. Describing the tourism resources and 

endowments the assessment states that about 80% of the region possess medicinal or 

thermal springs. 

Aubert et al. (2012) declare that for both branches of health tourism destinations the 

capital resources and the capital attracting capacities of the regions have a decisive 

impact on the development possibilities. To develop services capital-intensive 

investments are needed, and the service providers should continuously be able to 

renew their service facilities to attract their customers to repeated visits. 

The most important services are the services provided by hotels, including healthcare 

and wellness services, and the services provided by spas. All of these require material 

and technical facilities, which require capital-intensive investments. In addition, the 

availability of the properly trained staff is also necessary. Due to the complexity of 

health tourism services, specialisation is usual according to the complexity of the 

supplied services. Thus there are special medical tourism centres (e.g. Balf), medical 

tourism centres with wellness services (e.g. Bük, Sárvár, Hévíz, Harkány), spa centres 

offering medical and wellness services in the same proportions (e.g. Hajdúszoboszló), 

and wellness tourism centres (wellness spas all around Hungary).  

In reality the two extreme profiles (either only medical services or only wellness 

services) are rather rare, the typical structure is the presence of both services together. 

There are several settlements in Hungary, that possess outstanding health tourism 
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resources, but no other tourism services or tourism products are available locally. 

There are spas of local and regional appeal, whose only visitors are those coming for 

health-related reasons, while others offer more complex services, where health is only 

a side issue in the supply (Table 3.1). 

 

Table 3.1: Appeal and profile of spas in Hungary 

Spas of 
international 
or national 
appeal 

Specialised health tourism 
profile 

Hévíz, Zalakaros, Bükfürdő, Harkány, 
Hajdúszoboszló, Sárvár, Gyula, Mezőkövesd 

Health tourism as an 
accompanying service 

Sopron, Miskolc, Debrecen, Szeged, Eger 

Spas of 

regional or 

local appeal 

Specialised health tourism 

profile 

Kehidakustány, Lenti, Berekfürdő, 

Csokonyavisonta, Mórahalom, Nagyatád, Sikonda 

Health tourism as an 

accompanying service 

Visegrád, Győr, Zalaegerszeg, Komárom, 

Nyíregyháza, Pápa, Kaposvár, Siklós 

Source: Aubert et at., 2012 (p. 4.)  

 

The management and development of health tourism services 

 

Smith and Puczkó (2009), while listing the specific characteristics of health tourism 

destinations, underline the aspects of sustainability, profitability, and long life 

duration. The local tasks of planning strongly depend on the general objectives and 

visions of the local municipality, while the development of specific service sites should 

be distinguished from that. The key elements of development are the spatial location 

of the service and the available resources. The management tasks and the development 

activities strongly depend on the type and specific features of the spa. Spas can be 

classified as: 

• Destination (or resort) spas usually offer all-inclusive spa therapy or wellness 

services, therefore all elements of the holiday have a health dimension, including 

the food and drink offered. Spas in holiday resorts may not be so much health-

oriented, but will offer the chance to relax and unwind using some spa facilities, 

sports and leisure activities. In general, visitors of such spas come not so much for 

health-related reasons, but want to enjoy leisure facilities rather than curing specific 

medical conditions or health problems.  

• Wellness, or medical spa hotels: these establishments can follow two different 

strategies: (i) the whole facility serves a single purpose, that is, the better health of 

visitors; (ii) the establishment offers standard hotel services, and some facilities are 

added to provide wellness or spa services. 
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• Purpose-built recreational spas: these are often built in areas where there is a need 

to provide leisure services or fitness facilities for local residents. Therefore the 

ultimate objective of these spas is not so much the exploitation of health tourism 

endowments, but the satisfaction of local needs. 

• Medical spas: many spa-goers maintain unfavourable and inaccurate images of 

medical spas, which are seen as „last resorts” for attaining physical improvement 

that is seemingly unachievable through conventional treatments. Therefore these 

people often come with unrealistic expectations.  

• Historic spas, spa facilities of rich historical background: for these spas the 

management must consider problems of heritage management and conservation, 

because the buildings are often several hundreds of years old, and cannot 

accommodate large numbers of visitors at the same time. 

• Beauty centres, beauty spas: here the role of personalised, customised service 

should be emphasised, and the fact, that the whole experience, i.e. the whole 

atmosphere, service, quality, cleanliness and professionalism will be more 

important than individual treatments. 

• Holistic centres, spiritual retreats may be defined as purpose-built centres to 

accommodate guests for improving a body–mind–spirit condition (e.g. by yoga, 

meditation) and perhaps receiving complementary therapies or treatments whilst 

there. The challenges of running such a centre include the problem of seasonality, 

the high staff costs of trained experts, the location of the administration office being 

often outside the centre,  the limited capacity, the expense of marketing and the 

increasing competition. 

 

Smith and  Puczkó (2009) emphasise the need for an integrated approach to health and 

wellness tourism product development. In the past ten years spa development 

experienced  strong growth, therefore creating and maintaining a unique image has 

become a key issue of competitiveness.   The authors stress two main directions of 

developments: (i) to import and adopt a product or service that has been successful 

elsewhere, and introduce it in the local tourism market; or (ii) to offer unique 

treatments relying on local traditions and local resources. The authors highlight the 

fact, that marketing for health tourism services is very similar to marketing other 

services, but there is one major difference: the core component of the marketing 

message of health tourism is the health component, which is of a very personal 

character, therefore it has sensitive aspects. Health tourism, therefore, specifically 

builds on trust. 

The character of the local activities is determined by the physical environment, the cost 

structure, the service portfolio, quality assurance and the issue of seasonality. The 
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specifically trained staff has a crucial role, as well as the seasonality of demand, and 

the operational costs. Special attention should be paid to the guests having no previous 

health tourism experiences. As a result of all these the service provider should 

provvide memorable experience for the tourist, in which the quality control of services 

is an important element.   

 

3.3 Specific features of destination management  in health tourism 

 

3.3.1 Health tourism destinations in Hungary – Examples  

 

Aubert et al. (2012) describes specialities of DM organisatons in health tourism 

destinations, in Mezőkövesd, Hajdúszoboszló, Bük, Egerszalók, Gyula, Hévíz and 

Harkány. Most of the analysed local DM systems  cover only one settlement, because 

the health tourism centres could attract large numbers of visitors to be entitled on their 

own to receive  public project-based funding. The independence makes foundation 

and management of a DM organisation much easier, not having to cooperate with 

other settlements. 

These analysed destinations well represent the experiences of health tourism 

destination management in Hungary. Table 3. 2 lists their date of foundation and their 

legal form of operation. 

 

Table 3.2. Destination management organisations in health tourism destinations in Hungary 

Name of DM organisation (legal form) Location 
Year of 

foundation 
Matyóföldi Idegenforgalmi Egyesület (association) Mezőkövesd 1999 
Hajdúszoboszlói Turisztikai Közhasznú Nonprofit Kft (nonprofit 
limited company). 

Hajdúszoboszló 2009 

Bük, Bükfürdő Közhasznú Turisztikai Egyesület (association) Bük 2009 
Gyógyvizek Völgye Egerszalók-Demjén-Egerszólát TDM Egyesület 
(association) 

Egerszalók, 
Demjén, Egerszólát 

2009 

Gyulai Turisztikai Nonprofit Kft (nonprofit limited company). Gyula 2011 
Hévíz Turisztikai Desztinációs Menedzsment Egyesület (association) Hévíz 2006 
Harkányi Turisztikai Egyesület (association) Harkány 2005 
Móra-Tourist Nonprofit Kft. (nonprofit limited company) Mórahalom 2009 

Source: Aubert et al. (2012) 
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As Table 3.2 indicates, there are DM organisations of health tourism profiles in every 

tourism region of Hungary. The most significant usually employ 4 to 5 workers in the 

DM organisation.  

The legal form of the DM organisatons vary – really four options were found during 

the research (limited company, non-profit limited company, association, consortium), 

but the most frequently used forms are the association and the non-profit limited 

company. Health tourism centres usually apply the form of association.  

Among the members of the DM organisations the number of accommodation 

providers is the highest, while the number of other tourism stakeholders is usually 

low.  With the only exception of Hévíz, the proportion of accommodation providers is 

higher than 50%. The managers of sights and entertainments, however, are often 

completely missing from the organisations, suggesting the relative simplicity of 

tourism supply. 

The most popular service provided by DM organisations is the joint marketing 

services, the second is marketing communications (online promotion, online website 

presence, participation in fairs and exhibitions). Other important services are  on-line 

booking of accommodation, transferring or guiding visitors to service providers, 

sharing the findings  of  community surveys or statistical assessments. DM activities 

in health destinations rarely include the integration of services from different service 

providers. Important exceptions are the development of an information system and 

maintenance of a tourist information office, the development of the destination image, 

starting new services, a fitness park, children’s playground, sports animation, bike 

rental, or a tourism card offering discount on services of several providers. 

The issue of financing is a constant problem of running a DM system everywhere. 

Health tourism destinations, similarly to others, consider that the provision of at least 

20 % of the collected tourist tax (IPA), and related state support  are the long-term 

guarantee of feasibility.  Another general problem is the underdeveloped 

environment, and  the insufficient transport network for many health tourism 

destinations, especially in smaller towns and villages (Aubert et al., 2012). 

A questionnaire-based survey in 2010 in Harkány, Nagyatád and Hévíz identified the 

typical visitor to a health tourism destination (Kovács et al., 2011). The visitor profile 

for these three destinations is shown in Table 3.3. 
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Table 3.3. The profile of the typical spa visitor in three spa towns 

 Hévíz  Harkány Nagyatád 

Gender, age Female/ male, 61 ys  More females, 62 ys  Female, 58 ys  
Permanent residence Budapest+Pest (Zala, 

Fejér) 
County Baranya ( 
Tolna, Pest, Budapest) 

County Somogy,  Pest 
and Budapest 

Motivation Medical treatment Medical treatment Leisure 
Knowledge about healing 
character of the water 

Knows well Knows well Mostly knows 

Background for the travel 
decision 

Personal experience Personal experience Personal experience 
and travel agent 

Length of stay (nights-days)  11-12 12-13 4-8 
Returning visitor? Yes Yes Yes 
Type of travel, decision maker  Individual traveller 

by own decision or 
together with spouse 

Individual traveller by 
own decision or 
together with spouse 

Individual traveller, 
own decision or with 
spouse; or organised 
trip, group decision 

Size of travelling company 1-2 persons 1-2 persons 7 (or 1-2)  persons 
Mode of travel Car Car Coach or car 
Accommodation None /hotel / private 

accommodion 
None /hotel / private 
accommodion 

Hotel / campsite 

Satisfaction with 
accommodation 

(Very) satisfied (Very) satisfied (Very) satisfied 

Satisfaction with spa services Satisfied with bathing 
and treatments, less 
with fitness and food 

Satisfied with bathing 
and treatments, less 
with fitness and food  

(Very) satisfied with 
everything 

Assessment of value for 
money  

Bathing and wellness 
expensive, treatments 
and wellness  correct 

Bathing and wellness 
expensive, other 
services favourable  

All services at 
favourable prices 

Expected and experienced 
prices 

Correct Correct Favourable 

Daily spending (HUF/day) 2830 HUF/person 3220 HUF/person 1890 HUF/person 
Price of accommodation day 9200 HUF/person 2200 HUF/person 3300 HUF/person 
Image of the spa town by 
visitors 

Parking and 
information medium, 
others positive 

Parking medium, 
others positive 

Positive in every 
aspect 

Number of spas visited  2.35 2.57 2.79 

Source: Kovács et al., 2011 

The typical visitor in Hévíz is elderly, of about the pensioner age, and stays for nearly 

two weeks for a medical treatment, paying a high price for the accommodation,  and 

is not completely satisfied with the services offered by the spa and by the town. The 

typical visitor in Harkány is rather similar, but spends much less on accommodation. 

The visitor in Nagyatád, at the same time, is 3-4 years younger, spends little, often 

comes with an organised tour, stays about half as long as the visitors of the other two 

spas, but is completely satisfied with the services of the spa and the town. Those 

visiting Nagyatád, have already been to several other spas, being experienced spa 

visitors. Nagyatád has difficulties in converting the favourable opinions into revenues,  

the visitors stay only for a short time, and spend very little, and the town is obviously 
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capable to attract much less tourists than the other two – regionally or internationally 

renowned – spa resorts. The example of Nagyatád, with its annual 100 thousand 

visitors shows, that a small spa may be financially viable, if the capacities are well 

designed and the construction responds to the services demanded.  

An adequate spa town image would definitely be needed for the further development 

of spas. This refers to the architecture and the traffic and transport system, the 

infrastructure adequate for the services, and the positive attitude of the local 

community towards tourist. Other important requirements are the certified quality of 

the healing water, and the qualifications of the staff.  Spas situated in small settlements 

do not possess financial resources, nor creative trained staff for financing and 

implementing serious marketing actions. It would be very important to convince 

tourism stakeholders in the area to cooperate for carrying out the necessary strategic 

developments  (Kovács et al., 2011) 

 

3.3.2 Examples of health tourism destinations around the world 

 

Millions of tourists travel abroad each year motivated by a need for more affordable 

and better healing than is available in their home countries. The best 10 health 

destinations in 2019 include  five countries from Asia (Thailand, Malaysia, Singapore, 

India and Turkey), traditionally among the best health destinations. Two European 

countries (Germany and Hungary), two countries from Latin-America (Mexico and 

Brazil) are also among the top ten, and finally the USA, though relatively expensive, is 

also among the best destinations with its richly specialised medical treatments 

(2Traveling, 2019). 

 

 Thailand  

Thailand has been among the top health tourism destinations for many years. 

The main health-related attractions in this beautiful country are orthopedic, 

dental and oncological treatments, as well as plastic surgery and HIV/AIDS 

treatments. Over 2 million visitors/patients come from the USA, Canada, 

Europe, Vietnam and Laos for medical treatments (besides the millions of 

other tourists coming for pleasure and leisure). Thailand is extremely popular, 

because besides its gorgeous natural scenery and cultural heritage, it offers 

very affordable prices for medical treatments, that are  50 to 80% cheaper than 

in North America and Europe. It is also a great advantage for the medical 

tourism sector of the country that medicine is at a very advanced level and 

many medical centres have international accreditation. Another important 

feature that Western tourists appreciate is, that hospitals can accept foreign 



 

 

 

 

43 

people within a very short term. Most of the foreign health-motivated tourists 

come from North-America and Europe. 

 

 Malaysia 

Malaysia is unique among the top 10 medical destinations, because, contrary 

to the other listed countries, the majority of its medical tourists are not from 

Canada, USA or Europe, but from Indonesia. However, as the medical staff is 

highly qualitfied and fully fluent in English, medical centres are well-

equipped, the treatments are available at affordable prices, Western tourists 

may find excellent medical servides here. Kuala Lumpur, the capital, is a top 

destination for dental, vision, hearing and MRI scans, and many other types 

of screenings. 

 

 Singapore: 

This country in South East Asia is a rather expensive destination for medical 

tourists, yet it is still cheaper than the USA or some European countries. This 

small country, one of the most affluent ones of the world, boasts of its 

impeccable health care infrastructure (among the best of the world), and the 

excellent treatments it offers to patients.  

 
 India:  

India is a gorgeous travel destination regarding its natural beauties and 

cultural richness. It is also an excellent place for all kinds of people looking for 

medical assistance. Although public health care services may be usually 

overbooked, private clinics and hospitals offer abundant choices for foreign 

patients. Health care in India has an incredibly competent medical staff, fluent 

in English, and treatments are available at a low costs. It is very easy and fast 

for foreign patients to book their treatments, quickly and safely. Besides 

medical treatments, the country is an excellent destination for leisure or 

cultural enrichment which can complement the medical treatment during a 

longer stay. 

 
 Turkey 

Turkey is one of the most popular sun and sea destinations around the 

Mediterranean for leisure tourists. However, it is also an important 

international medical tourism destination, receiving around 700,000 health-

motivated tourists every year from all over the world.  In the last 10 years, the 

medical treatments in Turkey really reached the world-class level. Thanks to 

the billions of investments, over 300 hospitals in the country started affiliating 
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with medical giants like Mayo Clinic, Johns Hopkins and Memorial Sloan 

Kettering. Relying on these collaborations Turkish medical staff can gain the 

best experience and use cutting-edge procedures and equipment. Although 

treatments are of the very best standards, prices of medical treatments are still 

very low, despite all-inclusive service, state-of-the-art equipment and highly-

trained staff. Medical tourists coming to Turkey mainly come for neurological, 

oncological, ophthalmological and orthopedic treatments, or for organ 

transplant (especially kidney, pancreas and liver transplants), carried out here 

at a very high success rate of nearly  95%. 

 

 Germany  

One of the richest European countries, Germany is also one of the best medical 

tourism destinations in relation to oncology. The country possesses 

outstanding cancer experts and advanced treatment centers. All over the 

country, from major cities like Berlin, Munich and Hamburg to smaller towns 

like Heidelberg and Wiesbaden, patients, including medical tourists from 

abroad, can find hospitals providing top-level oncology treatment. Though 

not cheap, German clinics and medical centres have become top destinations 

for medical treatments for people from all over the world. 

 
  

 Hungary 

The abundance of mineral springs and thermal spas has been the major 

attraction for visitors coming to Hungary for healing. Spas offer perfect 

bathing experiences accompanied by various natural balms and treatments 

that aid the body and cure the soul. Some general features of spa destinations 

in Hungary were described in the former sections in more detail. Another, 

recently developed offer for medical tourists is dental medicine, the quality 

and price of which is an irresistible attraction for those having an issue with 

their teeth. Most of the dental tourists come from Germany and Switzerland, 

but the number of people from the UK and Russia are also increasing. 

Americans unable to find affordable and proper health care in their own 

country also frequently choose Hungary, for its European charm and high-

quality medical treatments.  

 
 Mexico 

The success of medical tourism in Mexico is partly explained by its geographic 

proximity to the USA and Canada. Another component of the country’s 

success is the relatively low costs of health care and medical treatments.  



 

 

 

 

45 

Hospitals and health centres serving foreign medical tourists provide top-

quality treatments, for instance, Monterrey is home to four first-class hospitals 

with American accreditation. Various treatments are provided for huge 

numbers of foreign patients. Dental care, for example, attracts over 50,000 

tourists every year. In addition to the quality of services provided, Mexico is a 

beautiful country blessed with natural beauties, so medical tourists, when 

recovered from treatment, can continue their vacation in Mexico. 

 

 Brazil 

Medical tourism in Brazil is about aesthetic and plastic surgery, of which the 

country is officially the market leader. More than 5500 plastic surgeons work 

in the country providing a solid basis for medical tourism. The appeals of 

medical tourism are enhanced by the gorgeous landscape, beaches, climate 

and culture which are general tourism attractions, not mentioning world-

famous events like the Carnival in Rio de Janeiro or sports events, which make 

the country a generally favoured international tourism destination.  

 
 USA 

Although the price of medical treatments is very high, the USA is still among 

the most popular health tourism destinations of the world. Wealthy foreigners 

come for top-end, expensive medical treatments that require highly 

specialised services and equipment. More than 800000 visitors come to 

treatments that are not available in the same quality elsewhere in t he world. 

As the key motivation is medical treatment, the key appeals of medical 

destinations are based on well-equipped hospitals, health centres, working 

with highly trained staff.  

 

 

3.3.3  Health tourism destinations and their management  

 

Successful health tourism destinations are characterised by the following facts:  

 The presence of some natural endowment, resource, most often 

medicinal and thermal water. 

 The main components of the attraction are hospitality and respect for 

tourists, the natural healing resource, and the well developed health 

services. 

 The other important components of tourism infrastructure and 

superstructure are high quality food service and accommodation 

facilities, and facilities of transport and parking. 
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 The main targeted segments of tourists are families, sick people coming 

for treatments, elderly people, and foreign visitors with medical 

conditions.  

 The main areas that require constant development are service 

availability in general,  the range of treatments and information about 

treatments, range of treatments available within the health insurance 

system, availability of accommodation. 

 The required non-health related facilities and opportunities are 

entertainment opportunities, marketing activities, information tools and 

information availability, transport and parking facilities, general 

infrastructure and townscape, water sports facilities, cycle tracks, and 

sports facilities. 
 

 

Development ideas correspond to the existing components of tourism supply and are 

based on the available resources and attraction items, or are aimed at complementing 

them. 

They should also be in agreement with the demands of targeted tourist segments, and 

they are usually focused on medical treatments. However, the aspects of families 

coming for recreation, relaxation and entertainments are not taken as top priorities, 

though these aspects could be considered as development opportunities, to 

complement the typical health-related facilities. 
 

Among the activities performed by DM organisations professional interest representation 

and trainings seem to be the most successful ones, followed by the complex tourism 

development activities of the local DMO, and the coordination and management of 

stakeholder cooperation. The least successful activity is often the ability to attract 

investors.  The marketing activities are generally considered to be the most important 

task for health tourism destination management organisations.  
 

Generally speaking, the indicators of tourism supply and demand relative to the size 

of the population are closely related to the residents’ opinion on health tourism 

endowments and supply – the towns and villages having more accommodation 

capacities and guest nights received higher scores for health tourism service 

availability, service quality and value-for-price. There is a general tendency among 

tourism stakeholders to cooperati within a DM system in less successful destinations, 

while the better performance of the tourism sector makes them less motivated to 

cooperate within the framework of such organisation. 
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To define the model of health tourism destinations the starting point is the well-known 

VICE-model (Climpson, 2008).  

This model sums up the components that a successful, sustainable and competitive 

destination should incorporate and coordinate. The four factors introduced in Chapter 

1, are the demand (V – visitors),  the service providers (I – tourism industry), the local 

people (C – Community), and the environment (E), as the basis for destination 

management. 

 

This model is specified for health tourism destination, identifying the actual content 

of each factor, as follows: 

 

 V: The targeted tourist segments. The primary target group is the sick 

people coming to the destination to receive treatments, and the secondary 

target segment is those coming for prevention. Besides, families coming for 

recreation, people looking for relaxation and for staying young and healthy, 

as well as young people who come for fun and exciting experiences are also 

among the targeted clients, domestic and foreign visitors alike. 

 I: The providers of special health tourism services, eg. spas, health hotels, 

wellness hotels, and fun spas, as well as the wide range of accommodation 

facilities, and all other entertainment facilities, restaurants (it would be 

important to include restaurants specialising in healthy food and health-

conscious gastronomy). Besides, the availability of general tourism services 

is also important, as providers of the cultural events, shopping 

opportunities, etc., as the visitor coming to the destination is simply unable 

to go for treatments 24 hours a day, but would require other entertainments 

and experiences. For providing the required services it is necessary to have 

facilities for cultural and other activities, e.g. gardens, parks, cafés, etc. As 

the most important tourism product is the treatment needed for prevention 

and cure, therefore it is crucial to involve not only tourism service 

providers, but health care institutions, too (hospital, spa hospital, other 

healthcare establishments and medical services). Health-related services 

require not only the human resources with relevant qualifications – i.e. 

physicians, therapists – but the availability of the relevant technology, too. 

The level of knowledge of medical staff should be outstanding by 

international standards. The marketability of health tourism may be 

improved by the increasing visibility of medical services, with greater 

emphasis given to knowledge-based services and products of greater value 
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added. Therefore, in the marketing of tourism products the medical efficacy 

of therapies should be communicated, supported by documentation and 

medical evidence.  

 C: The local community, public actors: the hospitality of local inhabitants, 

their positive attitude to tourists coming to the destination is a crucial 

requirement. Another crucial factor is the attitudes of public actors, decision 

makers in assisting health tourism developments. When making decisions 

about developments, the aspects important for health tourists and 

providers of health-related tourism services should be considered. The 

developments of public infrastructure should respond to the demands of 

local residents and the needs of health tourists, too. This does not 

necessarily mean conflicting interests, because development of healthcare 

services is beneficial for the local population, and the income-generating 

positive impacts of health tourism will also be felt by inhabitants not 

directly involved in the tourism sector. They will also enjoy the 

consequences of the increasing financial resources received by the local 

governments, the infrastructural improvements, the better transport 

facilities, and better general services. Some minor negative impact may be 

felt by crowding due to large volumes of tourists, the slight price increases 

due to increasing demand, although the positive impacts will usually 

compensate for these. The local population will face the challenge of 

servicing the increasing numbers of visitors, which is a serious 

responsibility on the one hand, and a substantial source of revenues on the 

other, for people working directly or indirectly in the tourism sector.   

Generally speaking, the quality of life is better than average in spa towns 

and villages, tourism destinations, and the multiplier effect of tourism is 

experienced everywhere. The continuous training programmes, 

consultations between the local population, the municipalities and the 

tourism stakeholders will lead to the general understanding of the tourism 

product as a commonly owned valuable asset of the destination, and local 

citizens will identify with it regardless of their actual employment area.  

 E: Among environmental features the first place is given to medicinal and 

thermal waters, but clear air, pleasant microclimatic conditions and rich 

natural vegetation are also important endowments. In health resorts the 

quiet, peaceful environment is also a compulsory requirement, and even 

flashing neon signs should be introduced with extra care. Regarding the 

built environment the renovation and maintenance of buildings, and of the 
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road network, and the economic environment, i.e. the favourable business 

cond 

 itions, good employment possibilities are important not only for health 

tourism, but for tourism in general. As the availability of qualified 

employees is also an important requirement, the educational system, the 

vocational trainings in the area should be strong in the healthcare and 

health tourism fields. Transport facilities, accessibility of buildings should 

be a priority, and the volume of motorised transport should be decreased 

or restricted zones with no car entrance should be established, to decrease 

pollution. For this purpose cycle tracks and walking paths should be 

developed and public transport improved. 

Figure 3.4 summarises the components of the destination management system of a 

successful health tourism destination.

 

Figure 3.4: The VICE model specified for health tourism  

Source: Authors’ own construction based on Climpson (2008) 
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The structure, members, role and functions of a DM organisation are drawn from the  

definition of classic DM tasks, but they are specialised for health tourism in the 

following way: 

 Searching for, and identifying the attractions, appeals, endowments, and 

developing them into a marketable product: Here the emphasis is put on the 

health tourism endowments of the area, and the task is the identification of 

therapies based on the healing resource on the one hand, and the formulation of 

the tourism service package on the other, including the necessary tourism 

superstructure (catering, entertainment, etc.). The aspects of sustainability are 

crucial in the utilisation of medicinal waters  and natural healing resources.  

 The developed tourism products should be embedded into the destination: The 

healing resource, and the therapy based on this resource, should be closely 

connected to the destination, having a unique image. Close cooperation 

between tourism specialists and experts, and the health care staff providing the 

health treatments, is an important aspect of destination development. 

 The marketing and selling of the destination and its health tourism products: 

This is a key component in this is the communication about the healing 

character of the healing resource, and its promotion throughout the marketing 

channels. If there is no reliable evidence about the efficacy of the healing 

resource, research should be initiated to find such evidence.  

 The perfect experience for visitors, guests: This requires the coordination of all 

service providers whose services are needed to provide a complex pleasing 

experience for the tourists coming to enjoy health tourism services.  Searching 

for complementary services in the destination that can be added to the health 

tourism package, and incorporating them to the tourism package, e.g. sports, 

entertainments, shopping, sights, events and programmes will also enhance the 

quality of the tourist experience. Besides the core product, all the supply 

components of the destination should be presented in the marketing mix. The 

widest possible range of supplied services should be provided, according to the 

marketing strategy of the area. The aim is to provide the services for the 

visitors/sick people in a complex service package, that includes relaxation, so 

the visitor purchases not only medical services and accommodation, but other 

tourism services, too. The health tourist is often accompanied by some relatives, 

or family members, and while the sick person receives treatments, the 

accompanying person can enjoy the tourism services offered by the health 

institution or its immediate surroundings. This is mainly true for the services 

based on natural healing factors, and for the treatments offered for not too 
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serious diseases. The DM system should pay particular attention to the leisure 

entertainments provided for the companions of the health tourists. 

 Preparing development programmes for improving the environment and the 

quality of physical and human factors of services provided, and finding 

financial resources needed to implement these programmes. This can be 

achieved by writing project proposals for support programmes financed by the 

EU or by the national government, and setting up a motivational/incentive and 

sponsorship system, that facilitates the involvement of local and regional 

capital resources.  In the case of health tourism destinations development 

funding available through the healthcare system may be considered, too. 

 Encouraging the cooperation of health tourism stakeholders, helping 

stakeholders’ awareness: The cooperation between tourism service providers, 

health care professionals and municipalities is strongly advisable. (In reality, in 

several destinations entrepreneurs and spa owners/managers have increasingly 

recognised the need for cooperation and the importance of clusters, but in many 

local DM organisations there is no member representing health care 

professionals, therefore the speciality of health tourism destinations is not 

represented in any way.) The communication and cooperation between the 

medical profession and the tourism sector certainly need improvement.  

 To establish, maintain and operate an informational and knowledge base 

system: This information system should contain the attractions of the area, as 

well as the possibilities of medical treatments and therapies, or characteristics, 

and the accessibility and availability of tourism services, keeping the 

information up-to-date. 

 

As a general conclusion we can state, that for health tourism destinations the 

development of the spa and surroundings will generate the development of the 

general infrastructure of the village/town, and this is quite visible in old spa towns, 

but less in new ones. Unfortunately in most spa destinations the segmenting of visitors 

and attractions has not been achieved in either space or time. Development plans 

should be based on preliminary impact analyses relying on actual market conditions. 

 

DM organisations have received considerable amounts of financial resources from 

project funding in the recent years. Regarding coordination activities and product 

development, however, their performance falls behind the expectations in many 

locations. If the DM organisation is not careful enough in its operations, and does not 

take into account the opinions of the tourism service providers, or does not even ask 

the opinions of these stakeholders, and professional standpoints are not discussed 
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thoroughly, then people easily become indifferent, and the whole DM system loses its 

significance, and it may be degraded to the level of a tourist agency. 

 

The developments generated by local DM organisations should be harmonised so that 

no parallel developments, or redundant duplications are planned, and implemented. 

This justifies the involvement of DM organisations from a higher level of hierarchy. 

All healthcare aspects of the healing factor should be present in health resorts and spas. 

Hévíz, in Hungary, for example, is an excellent destination to provide treatments for 

all kinds of locomotor disorders, and related preventive activities, therefore besides 

rheumatology the presence of other medical treatments (orthopaedics, neurology, 

spine surgery, sports medicine) is desirable. 

The three distinct professional areas of wellness/recreational tourism, the natural 

resource-based remedial and rehabilitation tourism, and the medical tourism based on 

high-tech facilities and highly qualified physicians and surgeons. These professional 

areas are not competitors to each other and to tourism, but should produce and utilise 

synergies, cooperating in their development plans and complementing each other.  

Supplying data about health tourism and establishing a health tourism database is also 

recommended for reliable planning. The EU-conform registration of neopathies 

should be introduced as a compulsory task. 

Finally, as a general recommendation, the health tourism destinations of a region 

should consider creating a union or a cluster on a joint  regional level, so that their 

developments  could be implemented in a harmonised, balanced way, while 

competing and cooperating with each other, and enhancing development for all. 
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4. The Specific Features of Wine Tourism Destinations 
 

 

4.1  Introduction to wine tourism 

Wine has always played a special role in the hospitality industry. Wines and spirits 

are cultic objects in gastronomy, connoisseurs and experts always put great emphasis 

on finding the right drinks to food. Wine and tourism can well complement each other. 

Hungary, for example, has a rich tradition in viticulture and wine-making, Hungarian 

wines are hardly known in the international market. As Tamás Várhelyi (2012) says, 

Hungary should use its position as a successful tourism destination, and promote its 

wines and wine regions to tourists visiting the country. 

 

The definition of wine tourism 

Wine tourism,  - also called enotourism, or oenotourism - as Várhelyi (2012) defines, is 

„ travel that is motivated by tasting, drinking and learning about wines, and  about 

wine-making”. The concept of wine tourism has multiple layers, from visiting wine 

cellars, to attending wine tasting events, to going to wine harvest festivals. Wine 

tourism is also a distribution channel for small-scale wine producers. 

Wine tourism is a direction in special interest tourism, which has shown dynamic 

growth in the recent years. Wine tourism is a distribution channel for wines, in which 

services are added to the product, therefore this higher added value is reflected by 

higher sales prices. 

 

Wine as a special product – Why? 

Wine is an important component of regional identity. Wine as a product is defined not 

only by the grape variety, but by the territory (terroir), the production technology, the 

year of the harvest with its characteristic weather, the producer, wine maker, the 

fermentation process, the bottling, the label, etc. The product itself requires 

explanation, because the same growing area will result in wines of different character 

and quality in different years. The product, therefore, is not uniform, the same quality 

cannot be always guaranteed. In addition to all these, the typical producers are often 

small-scale producers, producing craft-style wines, in quantities which are not enough 

for supermarket chains to purchase and distribute them. 
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What could be a better place for those interested in wines to learn about this special 

product, than the territory where grapes are grown and wines are made? A wine 

tasting event is not only a direct sale event, but also an occassion to promote local 

gastronomy and culture (Tóthné Igó 2012). Forman (2009) underlines the higher added 

value, and the opportunity to create new jobs due to the services required during a 

wine tasting event. 

Wine is a part of culture, not a simple consumer product. Its special identity is reflected 

by the fact, that literature and art often chooses wine as its topic. The Bible mentions it 

as a uniquely outstanding drink, connected strongly to the Christian religion. The 

Christian Church accepts wine drinking, using wine in mass is a part of the ceremony. 

Wine is a local product, the character of the terroir plays an essential role in the taste 

and character of the wine.  This feature explains why the oldest certificates of protected 

origin are linked to wines. Another feature is that wines can be bought in a wide range 

of prices, therefore people can choose according to their incomes (and purchasing 

power), so wines can reach a very wide range of consumers. 

 

4.2 The types and forms of wine tourism 

 

For the success of wine tourism it is not enough to have a good terroir (production 

area) with good wines and nice wineries. Service providers will have to cooperate to 

offer the conditions of civilised wine drinking, including wine tasting events, 

hospitality services, accommodation, additional programmes and entertainments, and 

maintenance of the traditions of grape growing and wine making. 

 

4.2.1 Wine tourism in Hungary –  a general description 

Wine tourism has been increasingly important in Hungary. It is fashionable to drink 

top quality wines and deal with wines. At the same time wine tourism is a new exciting 

feature in tourism supply, which is very popular, because an enjoyable wine tourism 

event can be coupled with many other leisure activities. This explains why wine 

tourism has become a dynamically growing area of tourism, in spite of the fact that in 

the 1990s, following a serious decline of viticulture in Hungary, the wine infrastructure 

and the whole of the industry had to be re-built anew. Looking back, this brought 

considerable development in technology and improvement in the quality of wines, 

adding to the competitiveness of the wine-making industry in Hungary. The objective 

of wine-making during the socialist era was to increase the quantity and not the quality 

of the produced wines. At the same time, besides large-scale wine producers, owners 
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of smallholdings of 0.25-0.5 hectares were allowed to produce their own grapes and 

wines – a possibility for getting some additional income, and maintaining the old 

peasant traditions and lifestyle. After the transition in 1990, the process of privatisation 

changed the farm sizes and production philosophy. The initiators of top quality wine 

making emerged in traditional wine regions, as Villány, and – contrary to the former 

quantity-focused approach – brought about a new practice, the limitation of quantity 

in order to enhance the quality of the product. 

A few years after 1990 new top wine makers emerged, whose devoted work and top 

quality wines made it fashionable to drink high quality wines. The custom of civilised 

wine drinking has revived, it became trendy to drink Hungarian wines, be 

knowledgable about wines and wineries, and to speak about wines adeptly (Kovács, 

2014). Wine possesses an image-generating quality (Kovács, 2014). The producers of 

top wines became famous, wine lovers want to listen to their stories, and to know 

them. At the same time top chefs,  media celebrities and events are also connected to 

wines, and mutually enhance the image of each other (Kovács, 2014). The increasing 

demand from consumers looking for good wines led to the increase of booklets, 

brochures, websites and events about wines and wineries, as well as to the growth of 

wine tourism services. Many types of wine tourism evolved, which are described 

below. 

 

Wine producing areas in Hungary 

 

Hungary has 22 acknowledged wine regions according to the Wine Act XVIII of 2004. 

The most famous wine regions in Hungary are the Tokaj region with its Aszú (a world-

famous sweet topaz-coloured wine) , the Villány region with its excellent red wines, 

Badacsony and its most famous white wine Szürkebarát (’Grey Monk’ , a descendant 

of Pinot gris from France),  the Eger region with its strong red Bull’s Blood, and the 

Sopron region and its excellent red wines . These wine regions and their wines are 

renowned in Europe, but cannot compete with the world famous wine producer 

countries.  

Wine tourism, as a part of the tourism industry, is based on the grape and wine 

production of a country. Hungary is located in the middle of Europe, its territory 

covers only 1% of the land area of the continent, but it contains 1.5% of the total grape 

producing area of Europe. The total amount of wines produced here represent 1.5-2% 

of the wines produced in Europe. Grape cultivation and wine production has a long 

history in Hungary, going back to the Roman times. The grape plantations producing 

white wines are the most significant in the country, and there are wine regions 
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producing only white wines. Other areas, like the Sopron wine region, are more 

favourable for red wines, with 80% of the grapes grown there used for red wines. 

Before World War II Hungary boasted of excellent, and famous wines (Copp, 2006; 

Hugh, 1974). The prominent wine makers in Hungary are devoted to bring back the 

fame and appreciation to Hungarian wines that they deserve.  

 

 

Figure 4.1. Wine regions is Hungary 

Source: https://budapestbikebreeze.com/hungarian-wine/hungarian-wine-regions.html 

 

4.2.2 Wine tourism events and activities 

Visits to wineries/ wine cellars and vineyards 

The grape plant - vitis vinifera in Latin – is one of the oldest cultivated plants. 

Vinegrape cultivation has a very old tradition. Wine tourists are motivated by a wish 

to learn where grapes are grown, and what procedure, what human work is needed to 

make wine. 
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Figure 4.2. Scattered wine cellars on the southern slope of Szent György Hill, Hungary 
Source: Győrffy Árpád (2017),  https://www.balatontipp.hu/balatoni_latnivalok/szent-gyorgy-hegyi-kirandulas-a-

bazaltorgonahoz-es-a-panorama-kilatokhoz/ 

 

 

 

Figure 4.3. A village of wine cellars in Hajós, Hungary – Aerial photo 
Source: wikipedia https://hu.wikipedia.org/wiki/F%C3%A1jl:Haj%C3%B3s,_pincefalu_a_magasb%C3%B3l.jpg 

 

This is the classic type of wine tourism: tourists visit the vineyard, then the cellar where 

the wine is made, and taste the wine in the most authentic place, where it was made. 

For the majority of wine tourists, being urban dwellers, the cellar, where wine-making 

and fermentation takes place, is a rarity. Tourists are curious to know how the cellar is 

constructed, why and how a stable temperature and special microclimate is 

maintained in it, and sometimes they are charmed by its ancient style, and the fables  
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and histories associated with an old cellar.  In addition, these cellars are usually located 

in quiet rural environments, and this is particularly attractive to urban people. The 

landscape of a wine region  is identified by these scattered or clustered underground 

cellars.  

The cellar represents the special infrastructure where the noble wines are made, 

fermented, and therefore it is an attraction for tourists. It is particularly true for display 

cellars. Another appeal for wine tourists is the renowned wine or the famous wine 

region, or a celebrated oenologist, and the charming neighbourhood, the natural 

beauties of the area, the well-kept vineyards, the terrace cultivation, and altogether a 

beautiful cultural landscape. 

 

Figure 

4.4. A row of wine cellars in Hajós, Hungary 
Source: Perei Dóra (2018),  https://femina.hu/utazas/hajosi-pincefalu/ 

Tourists interested in wines are curious about the human activity involved in wine 

making. They expect that an authentic, experienced grape grower or wine maker 

(oenologist) guide them in the vineyard and the cellar. The grape grower can introduce 

them to the challenges of grape cultivation, while the oenologist can explain the local 

technology of wine making, including the unique and special features typical for the 

area. Some say, that the ideal place for wine tasting is the cellar by the side of the wine 

barrels, but for larger groups of tourists most cellars provide a separate room where 

the visit to the cellar is continued by the wine tasting event. 

Wine tasting events 

Although wine can be tasted not only in the vineyard or the cellar, the original locality 

adds a lot to the authentic experience. Wine tasting means the presentation of a series  



 

 

 

 

59 

of wines of the winery in the premises, where the main attraction is the wine, 

accompanied by other delicacies of gastronomy.  Besides tasting the wine in the 

premises, bottled wines are also offered for sale.  

One of the goals of tasting is to provide sufficient information and opportunity to try 

out various wines before purchase. In other words, it is aimed at leading to direct sale, 

without the involvement of sales intermediaries. There are wine makers who sell all of 

their production in this way, directly to the customer. Selling directly will allow the 

wine producers to sell at the price and in the quantity that is most convenient for them, 

and do not have to comply with the often inconvenient (surreal) requirements by 

intermediaries in the distribution channels.   

It is particularly important in wine tasting to properly present the wines in a pleasant, 

friendly environment, where the oenologist and the customer establish a pleasant 

personal connection. This atmosphere will have a long lasting impact on how the 

tourist, the customer will relate to the wine region, the winery and the wines.  An 

exciting, pleasant wine tasting experience can establish a long lasting loyalty towards 

the wine or winery brand. Wine tasting has a traditional procedure, a „ritual”. The 

general rule is to start with white wines followed by rose and finish with red wines. 

Another rule is to start with light wines and progress towards the heavier types, and 

the sweetest wines are left to the end of the tasting. Besides, it is advisable to drink 

water, and snack cheese and walnut, or scones between the different wines, especially 

when not only 5 or 6, but 9 or even more varieties are tasted, otherwise the different 

special flavours may easily be lost on the customer. A basic requirement in wine 

tasting is the transparent glass, that allows us to see the colour of the wine. The wine 

glass should be held at its stem, or pinched by its base so that the wine is not warmed 

up by our hand. The size and the shape of the glass may vary depending on the types 

of the wines. The ritual starts with inspecting the colour of the wine, and then by 

swirling the liquid in the glass spreading it over the inside of the glass. This allows 

some oxygen into the wine, which will help its aromas to open up and reach our nose. 

Then take a a sip of wine and let it linger in your mouth. Pay attention to the texture 

and the initial flavours that stand out. It is not compulsory to drink all the wine in the 

glass.  

 

Wine trails 

A wine trail, or route is a touring route that links comprises several vineyards or 

wineries in the same neighbourhood or region, which are open for the public to visit 
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with the aim of  wine-tasting, purchasing wines, and learning about the grape farming 

and wine-making procedures in an authentic environment.  

The wine trail is an example of today’s very fashionable thematic trails, like the tourist 

trails designed around mansions and palaces, specific local products as champagne or 

congac, cheese, apple, plum, or around spas, or heritage and cultural appeals. 

Examples in Hungary include the Palóc trail, the Plum Trail in Szabolcs, the Palace 

Trail in Northern Hungary, the St. Martin Route, etc. The wine trail is a thematic trail 

based on a local product, the wine, accompanied by the local grape growing traditions 

and the vineyards, the wineries, cellars, bottling factories, and local restaurants or rural 

inns (Tóthné Igó, 2012). The wine trail is a complex tourism product arranged around 

wine, providing high quality services for visitors (Sarkadi – Szabó – Urbán, 2000). The 

trail, representing the supply side of wine tourism, connects the wineries, vineyards, 

cellars, restaurants and accommodation establishments of a geographically limited 

territory, linking the sights and locations related to the local wine-making traditions. 

The trail itself is a wine tasting tour linking several sites, that are communicated 

together towards the customer (Várhelyi, 2012).   

 

There are three main organisations dealing with wine tourism in Europe (Hall et al., 

2000):  

 the European Council of Wine Regions (Assemblia das Regioes Europeias 

Viticolas); 

 RECEVIN, a network of wine-producing towns (based on the Italian ‘Citta del 

Vino’ or Cities of Wine concept), which focuses on promoting wine culture and 

developing wine-based tourism with the aim to improve the standard of living 

of residents of wine-producing towns; and 

 the Dionysus multimedia network of European wine-producing regions (Hall 

and Macionis 1998). 

 

Besides, many of the wine routes and trails in Europe are being developed with the 

help of the Europaische Weinstrassen (European Council of Wine Roads) based in 

Bordeaux (Hall et al., 2000). 

The European Council of Wine Roads identifies three types of wine trails (Sarkadi – 

Szabó – Urbán, 2000).: 

 Open wine trail: a loose chain of wine tasting places, restaurants, in a region. 

 Thematic wine trail: a goup of wineries offering special programmes to visitors. 
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 The classic wine trail, following the example of the Alsace Wine Route, which 

is a physical trail, with an integrated structure of supply. Visitors are guided by 

boards and brochures to find their way around.  

 

Grape harvests and harvest promenades 

The most important event for any wine region is the traditional grape harvest. The 

grape harvest is a component in the wine making process, which is usually 

accompanied by traditional activities hundreds of years old. This is naturally 

appealing to tourists, so the harvest festivities are a major touristic event.  The 

traditions related to the harvest, the promenade, the traditional folk clothes, music and 

dances attract many visitors motivated by cultural tourism.  

Wine festivals 

Wine festivals are festivals organised in a vine-growing area, terroir, or other locations 

related to wine-making. These are traditional events presenting the local wineries. 

Wine festivals held in a location other than a terroir are artificial attractions, which 

attract visitors by presenting and selling wines. The wine festival may invite the best 

winerie 

s and top quality wines, or may serve the promotion of local wineries and offer a major 

opportunity to sell local wines.    

Some examples of wine festivals in Hungary are the Bikavér (Bull’s Blood) festival, the 

Wine Celebrations in Sopron as a part of the Sopron Blue Franc Summer, or the Wine 

Week in Badacsony. There are wine festivals or wine weeks away from wine regions, 

like the Budavár Wine Festival or the Budapest International Wine and Champagne 

Festival, and the Wine Carnival in Debrecen. 

These wine events offer wine tasting, presentation of wineries and sale of wines, and 

additional programmes lasting for several days. The wine festival may include a wine 

contest, tasting of Hungaricum food products, gastronomy events accompanying 

wines, folk dance shows, folk music, or even pop music, and the selection of the best 

wine or best oenologist of the year, etc. The wine festival in Sopron traditionally 

includes music performance by brass bands, while in Keszthely a 3-day music festival 

of jazz, rock and pop offers additional entertainment to those coming to taste the wide 

variety of local wines in the „wine street” of the event.    
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 Wine dinners, wine balls 

Wine feasts, wine dinners and wine balls are also popular wine events, in which the 

main features are the consumption of wine and food delicaties. Today many 

restaurants all over the world organise wine dinners where wine producers present 

their best wines, and the food is arranged to match with the presented wines.  

 

Wine restaurants 

A wine restaurant is a restaurant that focuses on recommending and offering quality 

wines that are best to match with the chosen food. Matching wines with food requires 

skill. Harmony between them requires matching lighter wines with light food, and 

offering a heavier, stronger wine with spicier and heavier dishes. 

 

As wines have played an outstanding role in hospitality, the matching of wines with 

food has always been an important activity in gastronomy. The cost of human labour 

involved in serving wines (i.e. the salary of a sommelier or a waiter/waitress serving 

wines) does not depend much on the value and price of the wine, therefore the markup 

applied to wine is usually very high, and selling wines can generate high profits. In a 

5-star restaurant the profit generated by selling wine is much higher than the profit 

achieved from the food (Várhelyi, 2012).    

 

4.3 The socio-economic impacts of wine tourism 

 

Wine tourism may have many positive impacts on the socio-economic conditions of a 

rural area.  

 

- Wine tourism provides an additional local revenue to wineries, cellars, wine 

producers. 

- Wine tourism, together with rural tourism, contributes to local economic 

recovery and development. 

- Wine tourism generates new job opportunities, and mitigate the out-

migration from rural regions. 

- Wine tourism is a good way of promoting and marketing the wines of the 

region. These local wines may be made in small quantities as craft wines, 
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and would never reach distant markets, but tourism can enhance their 

popularity. 

- Wine tourism helps to keep and maintain local traditional grape and wine 

varieties that are cultivated only in small areas, being unique products of the 

region.  

- Wine tourism also encourages the production of high quality wines, and by 

that increases the profitability of wine production due to the added value of 

the top quality. 

- Wine tourism increases the entrepreneurial inclination of the local 

population. 

- Wine tourism will be able to attract investment capital from outside the 

region. 

- Wine tourism increases the income of the local population, which, in 

exchange, increases local purchasing power. 

- The quality of service provided, and the service capacity of local restaurants 

will improve. Additional services will be offered, and thus the increased 

incomes will spread over a wide range of the local services sector. 

-  The infrastructures, the accessibility of the region will be developed, which 

is a benefit not only for the tourists, but for the local population, too. 

- The increasing demand for wine tourism services will initiate cooperation 

among the actors involved in wine production, in order to keep the visitors 

longer in the region. Therefore they (i.e. municipalities, business 

entrepreneurs, NGOs, local inhabitants) will cooperate to offer more 

complex services and more appealing experience to tourists. Cooperation 

may lead to the introduction of brands or trademarks, quality certifications, 

information services, community marketing - and thus enhance the image 

of the region and stop the out-migration of the local active population.   

- Altogether the final outcome is a liveable countryside, a good way of living, 

pleasant and prosperous lifestyle, that can provide resources to protect and 

preserve the natural and cultural heritage of the area.  

 

Wine tourism plays an essential role in preserving the often rather expensive ways of 

traditional wine production and cultivation of traditional grape varieties, because this 

tradition is the special attraction for which tourists come to the region. Tourists want 

to experience the authentic way of wine making, which so much differs from the 

uniform industrial wine production technology that produces the commercial wines 

sold in supermarkets.  
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Wine tourism is an interdisciplinary activity. It belongs to the category of soft, 

sustainable tourism, because it is not concentrated in a short high season, and does not 

attract large masses of tourists to the same place at the same time – except for wine 

festivals. The natural beauty of the grape growing terroir has a key role in the success 

of wine tourism. Many wine tourism offers involve activities in the natural 

environment, e.g. the grape harvest or a tour of the grape growing area. Wine tourism 

can also be considered a part of agritourism, too, because it involves the sale of a local 

agricultural product, wine. In any case wine tourism is a good way of improving and 

enhancing the image of the countryside, the rural region where the grapes and wines 

are produced. 

 

 

4.4 Wine tourism destinations in the world 

As wine tourism is an increasingly important segment of tourism, and thus a 

prospering economic activity, it is useful to have a look at the global situation. As wine 

tourism is based on top quality wine production and exquisite wines, the most 

important wine producing areas of the world are overviewed in this section. 

There are just 10 countries that produce 80% of the wines of the world: France, Italy, 

Spain, USA, Argentina, Australia, South Africa, China, Chile, and Germany.  The top 

three major wine regions of the world are France, Italy and Spain, and these countries 

produce almost half of the global wine production. The following sections describe 

briefly the main wine regions of the world, based on Hall et al. (2000), Carlsen et al. 

(2006), and the various websites mentioned with the presented maps. 

 

 

4.4.1  The Top Three: France, Italy and Spain 

France and Italy compete for the top wine production region of the world, but from 

year to year they have been reducing their wine production. Spain possesses the  

largest vineyard area  in the world, but it has much lower wine yields than France and 

Italy, therefore its total wine production is also less, than theirs.  
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Table 4.1: Top wine producing countries of the world, 2018  

Country Quantity produced 
(million hectolitres) 

Italy 54.8 

France 49.1 

Spain 44.4 

USA 23.9 

Argentina 14.5 

Source: https://www.tonymappedit.com 

The most famous wine regions in Italy are: Tuscany, Piedmont, Umbria and Sicily, but 

excellent wines are found in the Abruzzo, Lazio, and Veneto (Figure 4.5).  

The best wine regions in France are: Champagne, the Loire Valley, Bordeaux, 

Burgundy, Beaujolais, Provence, Cote du Rhone, Languedoc-Roussillon, and the 

South-West Region (Figure 4.6).  

The most famous wine-growing areas in Spain are the Green Spain in the North-West, 

the Ebro Valley, the Duero Valley, the Mediterranean Coast, the area of La Meseta, 

Andalusia, the Balearic Islands, and the Canary Islands (Figure 4.7). The most famous 

wine producing regions are the most favoured wine tourism  destinations, too. 

These countries are also famous for the special wine varieties they produce.  

 The most famous grape varieties in Italy are the  Sangiovese, Montepulciano, 

Merlot, Trebbiano Toscano, Nero d’Avola, Barbera, Pinot Grigio, Prosecco. 

 The major grapes in France are  the Merlot, Grenache, Syrah, Cabernet 

Sauvignon, Chardonnay, Cabernet Franc, Pinot Noir, Gamay, Sauvignon Blanc. 

 The most famous grapes grown in Spain are Tempranillo, Airén, Garnacha, 

Monastrell, Bobal. 
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Figure 4.5. Wine regions in Italy 
Source: https://www.oldfrascati.com/italian-wine-regions/ 
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Figure 4.6. Wine regions in France 
Source: https://about-france.com/wine-map.htm 

 

 

Figure 4.7. Spanish wine regions 
Source: https://shop.winefolly.com/products/spain-wine-regions-map-poster 
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4.4.2 Top wine regions outside Europe 

The United States of America 

Wine tourism in the United States is usually associated with the Napa Valley or the 

neighbouring Sonoma County, but wine is grown in each state of the USA (Figures 4.8 

and 4.9).  The finest wine regions in the USA are also favourite wine tourism 

destinations: 

i. Napa County, California: Napa Valley is the largest wine region in America and 

home to more highly rated wineries than anywhere else in the country. Wine 

tourism is exceptionally well developed here, with five star hotels, gourmet 

restaurants and luxury spas expecting visitors. 

ii. Sonoma County, California: Sonoma County lies west of Napa Valley towards 

the Pacific Ocean. It is often regarded as a more tranquil alternative to Napa 

County, with fewer crowds and more scenic views. Although several grape 

varieties are grown here, the region is renowned for California’s famous 

Cabernet Sauvignon. 

iii. Finger Lakes, New York: This wine region lies in the scenic rural New York state, 

known for its cliffs, gorges and stunning walking trails. Finger Lakes’ wineries 

can be explored as part of the oldest United States wine trail – the Cayuga Lake 

Wine Trail,  established in 1983. 

iv. Walla Walla, Washington: There are around 100 wineries spread out across the 

Walla Walla area, most of which are small boutique estates producing the 

country’s best Bordeaux-style grape varieties.  

v. Texas Hill Country, Texas: This Texas region, with its 46 distinct wineries is 

popular for wine tours, attracting more than five million visitors 

annually.  Covering almost 5 million hectares, it is one of the largest wine regions 

in the USA, with vineyards producing mostly Cabernet Sauvignon and 

Zinfandel. 

vi. Willamette Valley, Oregon: This area is settled on the same latitude as Bordeaux 

in France, and similarly to France, it also produces top quality Pinot Noir wines. 

vii. Charlottesville, Virginia: Charlottesville is regarded as the birthplace of 

American wine. Thomas Jefferson, the former US president planted the first 

grapes here, while in office. Today there are around 300 wineries in the region 

renowned for its old-style wines inspired by Jefferson’s vision of viticulture. 

viii. Pasa Robles, California: This Californian region has been a popular destination 

for wine tours in the USA, because of its close proximity to both San Francisco 
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and Los Angeles. Visitors are attracted not only by its excellent wines, but also 

by the outstanding beauty of the Santa Lucia foothills.  

ix. Snake River, Idaho: Snake River is one of the oldest American Viticultural Areas 

in Idaho. The region boasts panoramic views of the nearby Owyhee Mountain 

Ranges and besides visiting the vineyards and tasting its wines, it is an ideal place 

to enjoy outdoor activities such as hiking, mountain biking and white-water 

rafting. 

 

 

Figure 4.8. Wine regions in California, USA 
Source: https://shop.winefolly.com/collections/regional-wine-maps/products/california-wine-maps 
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The most famous grape varieties in the USA are Cabernet Sauvignon, Chardonnay, 

Merlot, Pinot Noir, Zinfandel, and Sauvignon Blanc. 

 
USA States with the most wineries in 2018 

Source: https://vinepair.com/articles/map-america-
states-most-wineries/ 

 

Wine regions in the USA 

https://wicklowwineco.ie/map_maps/united-states-

of-america/ 

Figure 4.9. Wineries and wine regions in the  USA 
 

South America: Argentina and Chile 

Argentina has the highest growth rate (8% per year) in wine production among the top 

5 wine producers in the world. Argentina has about 2000 wineries, many of which are 

involved in wine tourism, as well. These offer vineyard and winery tours, together 

with accommodation facilities for tourists coming for wine related experiences. The 

Argentina Wine Route is an enotourism belt in Argentina that covers approximately 

2000 km. This wine route goes through  several provinces and wine producing regions 

of varying altitudes and geographical features. 

The following wine producing regions and provinces are considered to be the most 

important ones in Argentina: 

 The Cuyo region, which is the most developed wine region in the country.  Its 

main wine producing provinces are Mendoza, San Juan, and San Luis.  

Mendoza, in particular, provides more than 80% of Argentina’s wine 

production. This region has more than one thousand wineries, with a total area 

of approximately 150000 ha of vineyards. 

 The Pampas (or Center Region) whose main wine producing provinces are 

Córdoba and Buenos Aires. 

 The Andean Northwest, also known as the Argentine Northwest region, where 

Catamarca, Jujuy, La Rioja, Salta, and Tucumán are the main wine producing 

provinces. 
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 The Southern Region (Patagonia) where the main wine producing provinces 

are Río Negro, and Neuquén. 

 

 

Figure 4.10. Wine regions in South America 
Source: https://grapeoccasions.com/wine/2013/11/exploring-the-wines-of-south-america/ 

 

The main grape varieties in Argentina are Malbec, Bonarda, Chardonnay, and 

Cabernet Sauvignon. 
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Chile is proud of its fertile valleys nestled between the mountains and the ocean, which 

provide the perfect terroir for some of the best wines in the world. Its famous red wine 

variety is Carménère , which is known as the ‘lost varietal’ of Bordeaux. Wine tourists 

can enjoy the sights of famous vineyards through the terraced vines, this culture of 

vine growing and wine production being a deep-rooted element in Chile’s culture and 

identity. The Chilean wine routes (Rutas del vino chileno) encompass a group of scenic 

routes throughout the wine regions of Chile, most of which are located in the central 

part of the country (Valle Central). The first wine route was created in 1996 in Santa 

Cruz.  

The 11 most famous wine routes in the top four wine regions of Chile are: 

 Coquimbo Region: Valle del Elqui wine route;  Valle del Limarí wine route; 

 Aconcagua Region: Valle del Aconcagua wine route; Valle de Casablanca 

wine route; Valle de San Antonio wine route; 

 Central Valley Region: Valle del Maipo wine route; Valle del Cachapoal 

wine route; Valle de Colchagua wine route; Valle de Curicó wine route; 

Valle del Maule wine route; 

 Southern Region: Valle de Itata wine route. 

The major grape varieties in Chile are Cabernet Sauvignon, Chardonnay, Carménère, 

Merlot, and Sauvignon Blanc. 

 

Australia  

Australia is a wine exporting country with its main export markets being in Asia. The 

most famous grape varieties in Australia are Shiraz (Syrah) and Chardonnay. The 

country also has several famous wine tourism destinations:  

 Western Australia:  Margaret River, Swan Valley,  

 South Australia: Barossa, Adelaide Hills, McLaren Vale, 

 New South Wales: Hunter Valley,  

 Victoria: Yarra Valley, Mornington Peninsula, Milawa, King Valley, 

Nagambie Lakes Region, 

 Tasmania: Tamar Valley, Hobart, 

 Queensland. 

The most prestigious Australian vineyards are clustered around the coastal areas in 

the south of the continent, where the Mediterranean climate cooled by sea breezes 
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produces ideal conditions for good wines. Each of the country’s six states, even the 

island of Tasmania, has its own identity and viticulture regions that can be visited as 

part of an Australian wine tour.  

 

 

Figure 4.11. Australian wine regions 
https://www.vintageroots.co.uk/australian-wine-regions/ 

 

South Africa 

South Africa has long been known for its Chenin Blanc grape variety. The country has 

13 wine regions, each of them situated in the Western Cape around the city of Cape 

Town. The Stellenbosch area is the most well-known of these, and the wine regions of 

Paarl, Franschoek, and Stellenbosch produce some of the finest wines in the Cape 

Winelands. The wineries are surrounded by lush mountains and rolling vineyards, 

offering formal wine tastings or cellar tours and Vineyard Safaris that take the visitor 

on a Land Rover tour through the vineyards.  One of the best ways to experience the 

region’s winemaking heritage is the Franschhoek Wine Tram. This hop-on, hop-off 

service transports tourists between selected wine farms on a vintage tram or tram-bus, 

allowing them to enjoy the spectacular scenery en route.  

The most famous grape varieties in South Africa are Chenin Blanc, Cabernet 

Sauvignon, Pinotage, and Chardonnay. 
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Figure 4.12. Wine regions in South Africa 
Source: https://shop.winefolly.com/collections/regional-wine-maps/products/south-africa-wine-regions-map-

poster 

 

4.4.3 Other European destinations 

Germany and Portugal 

The most renowned German wines are aromatic white wines, and are exported 

primarily to the US and UK. Germany's 13 official wine regions are located in the 

country's most beautiful scenery, offering fine food and appealing tourist attractions. 

These include the multitude of castles, lordly manors, great landscapes and fine 

cuisine, that are also the main components of the wine country lifestyle in Germany.   
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Figure 4.13. Wine tours in Germany 
https://www.wineloverstours.com/germany-wine-tours/ 

The two best wine regions in Germany are the regions along the Rhine and Mosel 

rivers. These areas boast of dramatic, picturesque landscape, amazing steep slopes, 

and the rivers of this spectacular region offer delightful trips by boat. Most of the 

German wine regions are concentrated around the Greater Frankfurt metropolitan 

area, close to Cologne, Heidelberg and Stuttgart, as well as Würzburg. Less crowded 

wine growing areas are near Jena, Leipzig and Dresden, and all of these regions are 

easily accessible for the wine tourists by motorways, rail and road.  

Rheingau  and the Rheinhessen region by the Rhine, and the Mosel area, as well as the 

Baden region are favourite destinations for wine tourists. 

The most famous grape varieties in Germany are Riesling and  Müller-Thurgau. 

Portugal is known for Port wine, a high alcohol dessert wine from northern Portugal. 

Port is made by blending several grape varieties, that delights not only the taste but all 

the five senses. Vineyards in Portugal provide an echanting sight, covering the 
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hillsides and plains, and visits to wineries offer not only the experience of wine tasting, 

but also an irresistible contact with the culture of the country.  

 

Figure 4.14. Portuguese wine regions. 
Source: https://shop.winefolly.com/collections/regional-wine-maps/products/portugal-wine-regions-map-poster 

The major grapes in Portugal are Tinta Roriz (Tempranillo), Touriga Franca, Castelão, 

Touriga Nacional, Alicante Bouschet, Alvarinho, and Arinto.  

The best wine tourism areas and wines in Portugal are:  

i. The North - Vinho Verde: This region offers light, bold, fresh and rather sensual 

wines, that are perfect with seafood and fish. The vineyards that climb the 

trellises near the picturesque town of Valença on the border with Galicia and 

continue south, are classified as World Heritage by UNESCO. 
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ii. The Douro - Port and Douro wines: The renowned Port wines originate on the 

banks of the river Douro. This is the oldest Demarcated Wine Region in the 

world, whose prestige has been recognised since 1756. The Douro Valley is 

declared World Heritage by UNESCO.  Douro wines are made mostly from red 

grape varieties such as Tinta Roriz (equivalent to the Spanish Tempranillo) and 

Touriga Nacional. The Douro Valley can be toured by car, train or boat. 

iii. In Central Portugal: Vines have been cultivated in the valley of the River Dão 

since the 12th century.  The Dão area is considered one of the most appealing 

wine regions in Portugal, because its wines are soft and elegant. The region is 

also appealing to tourists for the striking view of the narrow river valley stuck 

between rising mountains.  

iv. Bairrada: The region of Bairrada has got more than 10000 hectares of vineyards, 

being well known for its high quality red and white wines, like Baga, and Bical.  

The area is also extremely rich in historical remains, as it was also a land of 

fights between Christians and Arabs in the medieval times. Besides its excellent 

wines, this region is also known for it´s gastronomy. Apart from that, the 

region also offers several other attractions: the Bussaco Palace Hotel or Aliança 

Underground Museum, where tourists can learn more about Portuguese 

heritage visiting the different collections of the museum covering the history of 

millions of years. 

v. Peninsula of Setúbal: This region has always played an important role in the 

Portuguese wine history, specially for the dessert wine Moscatel and Moscatel 

Roxo. The peninsula of Setúbal is part of the Designations of Origin, 

Palmela and Setúbal and the designation of the regional wines "Peninsula de 

Setúbal”. Along with the peninsula of Tróia, it acquired great recognition and 

importance in the last decades of the twentieth century. It is estimated that the 

cultivation of vineyards has entered the valley of the River Sado by the 

Tartessians, around 2000 B C. The region became a strategic resource and has 

produced great quality wines since the Roman times.  

vi. Alentejo wines: The wines of this region are renowned for their strong, 

powerful character and are considered to be among the best wines in Portugal. 

The region is also rich in history and tradition, the most attractive places being 

Castelo de Vide, Marvão, Portalegre, Crato and Alter do Chão in northern 

Alentejo. 
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Figure 4.15. Top wine regions of the world 
Source: https://winegeography.com/item/47-wine-regions 

 

4.5 Cooperation in wine tourism 

4.5.1 Wine marketing 

Wine is a food product consumed for pleasure, but it is often considered a medicine 

because of its positive health effects.  The consumption of wine is influenced by the 

situational experience, highly depending on where, with whom and under what 

circumstances it is consumed. Wine is a user experience product because its quality 

and features are revealed only while tasting and drinking. The objective components 

like the alcoholic or sugar content (revealed by laboratory testing) are not really 

important without the consumer’s trust in the winery, the terroir, the label of the bottle 

or some other features related to its production process. 

Wine can be offered in itself, or as a component of a tourism product, and wine 

marketing may be associated to tourism marketing or place marketing.  

Wine marketing includes many layers and levels. Botos (2004) lists 8 levels (Figure 

4.16), representing a hierarchical order, with different roles and target groups. This 

structure makes wine marketing a complex task. 
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Figure 4.16. Hierarchy of wine marketing levels 
Source: Construction by Lőke based on Botos (2004) 

 

For wine as a physical product the usual tools of the 4Ps (Product – Price – Place – 

Promotion) of commodity marketing are applied. Although these tools are well known 

from any good marketing textbook, the key concepts are briefly summarised here. 

The main component of the 4Ps is PRODUCT, i.e. the utility and the beneficial features 

of the commodity. Wine as a physical commodity includes tangible and intangible 

elements. As an abstract product it represents an aristocratic alcoholic drink. As an 

actual product, its quality, protected origin, product features, packaging, style and 

brand and similar features represent its core benefits. The concept of the augmented 

product includes additional services, as delivery and purchase on credit, warranty and 

price reclaiming, and other post-purchase services, and these enhance its 

competitiveness in the market. 

The quality of wine refers to food health and safety, utility and taste. Objective quality 

indicators are the sugar content, the alcoholic content, acidity, and the contents of other 

components, as well as the certified origin. The origin of a product had been an 

important quality indicator in the ancient and medieval times. Wine makers used it to 

inform the consumer about the special geographical area and the related unique 

features of the product, while protecting it from fake products.  
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The indication of the origin is applied for wines and other products, for which the 

unique quality is the consequence of the natural and human character of the 

geographic region. In saturated markets the promise of uniqueness is an important 

tool to attract the customer. In France from the 700 indications of  protected origin 400 

refer to wines, and 73% of wine consumption involves wines of protected origin (AOC 

wines - Appellation d'origine contrôlée)  (Gaál – Párdányi, 2006). The stable good quality 

is a natural requirement for such wines, and the protected origin label has a strong 

promotion and image value that increases demand, and gives legal protection against 

fake wines. 

Producers create products, but consumers usually buy brands. The purpose of 

branding is to distinguish the product from the competitors’ products, and group 

similar wines into product groups. Australia, for example, uses „Wine Australia” as 

an umbrella brand. 

The choice of a brand name may indicate the following product features (Gaál – 

Párdányi, 2006): 

- Place of origin, protected geographical indication, 

- A family name introduced to the market as a brand name, 

- The name of a grape variety, 

- A fantasy name (to generate curiosity, or promote sales abroad), 

o name of mansions, palaces (Malatinszky mansion, Villány), 

o famous noble titles and family names (earl Dessewffy), 

o Latin  or international names (Vulcanica). 

- a name given by the distributor chain, 

- a brand name of the importer.  

 

Besides quality, protected origin and branding, the presentation, style and packaging 

are also important tools for product differentiation. For bottled wines these are quite 

complex, including the shape of the bottle, the label, the cork and special decoration 

packaging. Although the core function of packaging is the protection of the product, it 

is also used as a „silent sales agent”, attracting consumer attention, and visually 

communicating the benefits of the product. The shape, size and colour of the wine 

bottle influences the image, as well as the label. The labels applied by the wineries in 

Bordeaux (France) communicate tradition, evoking the classical old French wine 

making atmosphere. Packaging is often the only way to catch the customer’s eye and 

provide information, outside speciality wine shops. As wine is often bought as a 

present, the promotional role of packaging is played by the decoration package. 
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The second component of the 4Ps is PRICE. Price has several functions in the 

marketing mix. It generates income, to cover costs and provide finance for future 

developments. For the consumer it also functions as an indicator of quality, and it is 

also a competitive tool that considerably influences market share. 

Wineries may be either price makers or price takers. The same winery may be a price 

maker in the domestic market, while a price taker in a foreign market. Table 4.2 

summarises the characteristics of premium, quality and cheap wines. 

Table 4.2. International wine market segments and their main features 

Features 
Market segments 

Premium wines 
Medium quality 

wines 
Cheap wines 

Price high medium low 
Competition unique product specific features mass product 
Substitutes none other wines other drinks 

Protection of origin very strong growing none 
Efficiency of input 

use 
additional input 
is very efficient 

sensitive to price 
and costs 

stable low price, strong 
need to reduce costs   

Excess production rarely occurs occassionally very often 
Source: Botos-Szabó, 1995 

While premium quality wines of protected origin represent high value and inelastic 

demand due to their unique features and non-substitutable character, the demand of 

cheap wines is very price-elastic, and demand is very sensitive to even a small change 

in price. The medium quality wines are half-way between these regarding price 

elasticity. 

PLACE, the 3rd component of the 4Ps, refers to the distribution channels by which the 

customer can purchase the product. For wine the typical distribution channels are 

consumption at the place of selling (wine tourism), the traditional producer-  

wholesaler-retailer-consumer distribution channel,   the producer- retailer-consumer 

channel, and the direct producer-consumer channel. 

Exhibitions and fairs play a complex role, belonging both to distribution channels and 

to promotion.  Their functions include promotion, product presentation, market 

building, personal selling, but they can also be utilised for marketing research and 

information gathering (about competitors and their products, product testing, 

collection of consumer responses, etc.). Iűn such fairs producers are asked to explain 

the benefits of their products in detail, and identify the problems related to customers. 

International and domestic (national) wine exhibitions, wine competitions, wine fairs, 

wine festivals, wine celebrations are examples of this. As the visitors to each event are 

easy to identify, their main interests and motivations are clear for the exhibitors, the 
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offers may be adjusted to the customer demand. Besides, these events communicate a 

complex experience. The participation fee is quite high for producers, but the events 

have strong promotional value, especially, when, as a part of the event, the product is 

assessed by professional experts. 

The 4th element of the marketing mix is PROMOTION. It consists of the marketing 

communication mix (advertisements, PR, personal selling, exhibitions and fairs, sales 

promotion, direct marketing), and all these components are relevant in wine 

marketing.  

Advertising is a one-way form of communication. It includes messages delivered 

through paid mass-media to reach a targeted audience.  Wine advertising is frequent 

in the gastronomy-related TV programmes, and in gastronomy journals. 

Advertisements placed in professional journals and magazines are the most important 

tools, because their readers are the main target group. Wines can be efficiently 

advertised in brochures and information boards, event calendars, catalogues, booklets, 

and short films, or website videos associated with particular wine trails. 

The purpose of sales promotion is to attract new customers and generate an immediate 

wish to buy. Sales promotion tools in wine marketing include free wine tasting, 

presentation of the products in the shop, a bottle of wine with a wine glass given as a 

gift, small presents with the company logo on them, information boards, 

recommended food recipees with the suitable wine. Personal selling is also a tool in 

the communication mix, with the aim of establishing interaction between seller and 

buyer, providing information, and facilitating a personalised sales offer.  

Public relations is a non-paid and impersonal element of the communication mix, with 

the aim of  delivering positive information about the company and its products, and 

enhancing the image of the company. It applies messages communicated through 

mass media. A television or newspaper feature story mentioning a company, for 

instance, can provide brand exposure, though the company cannot control the actual 

content of the media coverage. In wine marketing such PR value is attributed to a wine 

award granted by an independent professional wine organisation, or the title „wine-

maker of the year”, or „winery of the year” – as these attract considerable media 

attention, and thus promote the winery and the brand. 

When the core of the product is an intangible service, the traditional components of 

the marketing mix (the 4Ps) are extended to 7Ps. The additional elements are People 

(representing the human factor), Physical evidence, and Process (Kotler, 2003). In wine 

marketing the wine-related catering and hospitality services apply the 7Ps instead of 

the 4Ps only.  
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4.5.2. Community marketing 

 

For wine tourism, as a complex product, the 8Ps of tourism marketing should be 

considered. The 8Ps are constructed by adding four new elements to the classical 4P 

components. The 5th tool is People, which includes the employees delivering the 

service, and customers (and their companions) receiving it, but it also includes local 

inhabitants, whose hospitality, friendliness and culture influences the quality of the 

tourist experience. Packaging as the 6th item refers to the complex, and often 

personalised experience package offered to tourists, and Programming, as the 7th tool 

includes the organisation and implementation of the tourism programme offered, i.e. 

taking care of the timing and delivery of the services at the proper time, in the proper 

form and in the proper location.  The 8th component, Partnership, is a synthesising tool, 

involving all the actors providing any kind of services to tourists in general, and to 

wine tourists, in particular. To be able to promote and deliver complex tourism 

services for the customer, the SME-s, local organisations, institutions, an all the actors 

of the destination will have to cooperate. This necessitates a community marketing 

approach, so that the community can promote and offer the local wine tourism supply 

as an integral part of the harmonised local image. Talking about wine tourism this 

cooperation requires the joint involvement of tourism experts and wine experts 

together, to promote this special tourism product. 

Figure 4.17 presents the place of wine tourism in the distribution channel of wine. 

Wine tourism can be understood as a special form of selling wine, when the consumer 

visits the place of production and consumes the product in the premises. The 

intermediaries are omitted from the sale process, thus their profit margin does not 

influence pricing. Therefore the winery, and the wine maker can sell the product with 

higher added value achieving larger sales revenues. 

 

Figure 4.17. The place of wine tourism in distribution and sales 
Source: Molnár, 2007 
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For some countries, including Hungary, the most efficient way of wine marketing is 

wine tourism. The varied wine-related programmes (e.g. the grape harvest festivals) 

offer complex experiences for tourists. The following section describes the wine trail 

experience, an example of a wine tourism programme that offers the pleasure of wine 

tasting together with other forms of recreation and learning.  

 

4.5.3. Wine trails in Hungary 

Today each of the 22 wine regions of Hungary have its own wine trail associations 

(Tóthné Igó, 2012).  

These thematic wine trails travel along the main sights and link the attractions of a 

specifc geographical area into a chain of experiences. The establishment of thematic 

trails belongs to tourism product development. For wine trails the core elements are 

grapes and wines. Travelling along the wine trail the visitors will learn about the local 

traditions of wine making and grape cultivation, as well as the culture and history of 

the region.  

Visitors, when discovering the trail, will learn about the area, where the grapes are 

grown for the local wines, the traits of the vineyards, the rare varieties, the wineries, 

and visiting the local taverns they discover the local gastronomy, taste the local wines, 

which they may buy and take home. Wine tourism includes not only wines but 

provides a chance to meet the wine maker, the grape grower, too. These people will 

mainly talk about the wine, but they will also introduce the visitors to the family 

traditions, the past and present technology of wine making, and their attachment to 

the grapes, the wine and the local area. Visitors may feel part of the traditions during 

grape harvest festivals, wine ceremonies or wine contests. They can also take part in 

wine auctions, harvest of grapes for ice wine (wine made of grapes harvested when 

slightly frozen), wine festivals and many other events that, accompanied by the charm 

of historical buildings, other cultural programmes of the region, and the 

accommodation facilities, create a complex tourism package. Such packages may 

include visits to the vineyards, wine tasting in wine festivals, classical cultural events 

or walks in the countryside, visits to the historical buildings of the village or town, or 

a visit to the local spa. Wine tourism programmes can be side programmes in cultural 

tourism, health tourism, active sport tourism, conference tourism, and other specific 

tourism packages, too. 
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Hospitality and catering is naturally accompanied by wine. Wineries have 

traditionally offered food with wine, as snacks, and various food items are a core 

component of wine tasting. When the line of tasted wines is longer, a full dinner, as an 

accompanying offer is usually a part of the programme. 

To make a wine tourism programme successful, accommodation should be provided 

that suits the visitors needs. Accommodation is particularly important, as wine tasting, 

or wine drinking is often an evening programme, and after consuming an alcoholic 

drink the visitor cannot drive home. Therefore the complex wine tourism package has 

to include a nearby accommodation facility. Many wineries have already provided 

such facilities, but other local accommodation service providers may also be involved. 

When the accommodation facilities and the sights, or wineries are scattered in a wider 

area, then the stakeholders of wine tourism should cooperate in running a bus service 

that travels along the trail linking all the supply elements, so that visitors can easily 

travel the full length of the trail. Such an initiative was the Badacsony Regional Bus 

Service, but unfortunately this is now out of service. 

Similarly, the purpose of tourist discount cards is also to link tourism offers into one 

package. The package promotes all the service providers, the wide and colourful 

supply, communicating that all these are available in the neighbourhood at a 

discounted price. Thus the discount card is an efficient marketing tool to attract visitor 

attention, and it is often applied in wine tourism. 

Thematic routes are a favoured item in tourism product development. An increasing 

proportion of world tourism services are attached to easily promotable complex 

tourism products, such as wine trails, instead of separate local wineries and local 

tourism service providers, as these, in themselves, cannot represent outstanding 

tourims appeals (Várhelyi, 2012).  A thematic route means the linking of tourism 

services, tourist sights, and programmes, all related to a common theme, but not 

having significant appeal in themselves. A thematic route communicated as a package 

product, can enhance the appeal of its components. The establishment of a wine trail 

can be understood as thematic route development, for the sake of more efficient 

promotion. For many small-scale wine producers this is the only chance to become 

visible for tourists and to promote and sell their wines. A well established wine trail 

facilitates the direct sale of the local wines in the premises of production. When it is 

accompanied by accommodation and catering services, and by other local appeals, 

then it can convince the visitors to stay in the region longer and spend more money. 

This increases local incomes for the rural areas, and providing incomes, keeps the local 

population in the destination.  
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Thematic trails, and thus wine trails, usually have unique names. This is mostly related 

to the geographical location, the wine region, but it may also refer to the grape variety, 

the wine brand or a well chosen adjective, which may later develop into a brand name. 

The wine trails are usually managed by wine trail associations, but, as examples show, 

they can be managed by non-profit limited companies, too. Ideally, the organisation 

should comprise of grape growers, wine-makers, and providers of related tourims 

services. Local municipalities should also provide support for wine trail associations, 

but they should not try to become a decision-maker in them. The efficiency of such 

associations depend on the bottom-up approach involving stakeholders.  The 

operations of the association and the decision making should follow democratic 

principles. 

 

4.5.4  Destination management in wine tourism in Hungary 

The Villány-Siklós Wine route Association 

The Villány-Siklós Wine Region lies in the southern part of 

Hungary, and due to its climate, this area is often called the Hungarian Mediterranean. 

Its southern slopes are particularly favourable for red wines. The region had been 

populated since the medieval times, and after the end of the Turkish occupation 

Serbian and German settlers were invited to cultivate the abandoned land. The Serbs 

brought the Kadarka grape variety with them from the Balkans, and the Germans 

brought Blue Portugieser from their homeland. The red wine production originates 

from these settlers in the wine region.  Grape production was severely set back from 

1875, due to the phylloxera epidemics, but thanks to Zsigmond Teleki, a local wine 

producer and breeder, the cure for the pest was found for clay soils (Kovács, 2014).     

Wine trails have been established around 1920 in Germany, but the history of the wine 

route experience is longer than 50-60 years in the main wine producing countries in 

Europe, too (Kovács, 2014). In Hungary, however, the first wine route association was 

established only 25 years ago, because in the socialist era, up to 1990, wine production 

had been associated with large wine factories and a focus on quantity. After the 

transition in 1990 the increasing unemployment and the freedom of enterprise brought 

about the emergence of private wine producing enterprises. This was true for the five 

wine-makers of Villány, who had produced traditional craft wines in their household 

vineyards before 1990. Their skills and experience proved, that the region is suitable 

to produce exquisitely fine wines.  Their devotion to quality wine production brought 

fame and approval, and prosperity for not only themselves, but for the whole wine 

region and its villages. As Kovács (2014) writes, the famous cellar row of the town was 
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dark and closed 20 years ago, but by now it has become a major destination for wine 

tourism. The region has devoted itself to quality wines instead of export oriented wine 

production, and this brought about the revival of the traditional family wineries that 

were typical of the region before Word War II.  

 

 

Figure 4.18. The wine trails around Villány (Hungary) 
Source: Kovács, 2014 

 

After 1990, a few wine producers, who run small taverns similar to Austrian wine 

taverns (Buschenschanks), and were devoted to traditional, top quality wine 

production, initiated the organisation of wine routes and wine tourism management. 

As a result, the first wine route association of Hungary was established here in 1994. 

The devoted work of the Polgár, Blum, Gere, Bock and Tiffán wineries started to bring 

success. Their wines have won prizes in many international and national wine 

competitions, and thus established the fame of Villány wines.  

In 1991 Ede Tiffán won a gold medal at the wine competition of the Sunday Times in 

London, and he immediately received an offer for his whole stock to be taken to the 

1991 World Fair in Sevilla. However, he did not accept the offer, because he planned 

for the long run, and wanted to start his own family winery instead. As he said, „in 

Sevilla people would drink the wine and would not know to whom it belongs. Here I 

can make the foundations of my own wine business in the best Hungarian restaurants 

and hotels” (interview with Tiffán, Kovács, 2014). 

Besides the critical mass of successful winemakers, an ambitious politician (the 

chairman of the County Assembly, Dr. József Szűcs) was also needed for breaking the 

unknown path to success. This politician thought that the local wine region was the 

key to the revitalisation of the local economy, that suffered from a 32% unemployment 

rate. He initiated study trips for producers, village mayors, and other professionals to 
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the successful wine regions and wine trails in West-Europe (Rheinland-Pfalz, Alsace 

and Burgenland). The study trip was very successful, and on the way back home 

participants started to think about establishing similar models at home. The wine trail 

was a successful tool for rural development, a framework for cooperation and a good 

example to follow, and each participant showed enthusiasm for implementing it 

(Kovács, 2014). 

Thus the famous European examples paved the way for the first wine trail association 

in Hungary, established in the Villány-Siklós Wine region in 1994. As the website of 

the association declares, the purpose of establishing the Villány-Siklós Wine Route 

Association was to promote and develop local wine tourism and local rural tourism, 

and to stimulate the local economy by these. The association intended to promote the 

local production of top quality wines by local family businesses, and to reduce out-

migration from the region. The association was devoted to protect and maintain the 

image of the Villány wine region, to preserve its traditions and historic architecture, 

and to promote and increase the popularity of, and demand for local wines. With the 

democratic way of operation in mind they chose the association as the legal form for 

the cooperation. The founding 18 members (7 local municipalities, NGO-s, 

entrepreneurs and individuals) have been accompanied by many new participants, 

and by now the association has 18 local municipalities, and many wineries and local 

taverns and inns, and other tourism service providers as members 

(https://villanyiborvidek.hu/hu/rolunk/borut-egyesulet/borut-celjai-tanulmanyok). 

The establishment of the Association was supported by a European Union (EU) ‘Phare’ 

project which provided funding for the first training sessions about entrepreneurship, 

rural tourism and hospitality, and also offered interest-free loans for the first grape 

and wine production enterprises (i.e. for about 40 entrepreneurs). The wine route 

offered a possibility for the local entrepreneurs to learn from each other’s experiences, 

emphasising the importance of wine quality it strengthened the commitment of the 

major wineries to quality. The wine route was a tool for rural and village development 

rather than for tourism development at the beginning. 

After 1997 the second generation of oenologists has emerged and achieved fame and 

recognition. In 2000 the centre of the wine region, Villány received town rank. Besides 

the family businesses three large-scale investors joined the wine producers in the 

region. In order to exclude counterfeit wines – following a lengthy preparation and 

debate of three years, – the regulation on the protection of geographic origin for the 

Villány wine region was passed.  

By this time the interest for wine tourism has started to grow among stakeholders. 

From 2004 to 2006 a quality assurance system was established for wine route members,  
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within the framework of a joint project with Italian and Spanish partners, financed by 

the European Union.  

Currently the Villány-Siklós Wine Route Association offers a wide range of services 

for tourism. These include catering and hospitality services, accommodation, travel, 

car rental, sport and entertainment, ticket sale for events, tourist guide services, and 

an information bureau. The sysem of wine trail information boards is an excellent 

example of best practice. The association also organises cultural events, leisure 

programs, and promotes and advertises the offers of the wine route with a coherent 

image (for more detail see the website https://villanyiborvidek.hu/hu/rolunk/borut-

egyesulet/programszervezes). 

Cooperation and a complex wine tourism approach made the wine region a popular 

wine tourism destination in which the small family wineries and the large scale 

professional wine producers work together to achieve their common goal. The Wine 

Route Association, with its many members, has made the Villány-Siklós wine region 

an area where the driving force for development is the experience economy, where the 

rural environment is not just a scenery, but an integral part of the colourful and 

rewarding tourist experience, in which the visitor shall enjoy the rural lifestyle and 

taste the wide range of local wines. 

 

Wine routes for Hungaricum wines 

 

The Tokaj wine region is the most famous historical wine region in Hungary. It is 

located in north-eastern Hungary, by the southern foothills of Zemplén Hills. The 

famous Tokaji aszú, the world's oldest botrytized wine is produced in the vast system 

of cellars in the wine region. This wine was called by Louis XIV „vinum regum, rex 

vinorum”, that is, the wine of kings and the king of wines (https://www.tokaj-

turizmus.hu). Tokaji aszú, the region’s sweet white wine speciality, has been produced 

here since 1631, and has been world famous, favoured by kings, emperors and popes 

alike. The specific humid micro-climatic features of the region, due to the proximity of 

the Tisza and Bodrog rivers, facilitates the proliferation of Botrytis cinerea (noble rot), 

and subsequent desiccation of the grapes.  Tokaj has been declared a World Heritage 

Site by UNESCO in 2002 under the name Tokaj Wine Region Historic Cultural 

Landscape. Since 1737 the Tokaj Wine region has become the first closed wine region 

of the world, i.e. no grapes, grape juices or wines are allowed to enter the region from 

any other area, except bottled wines. Only the wines made of grapes grown in the 6206 

hectares of vineyards and processed in the cellars in the region are allowed to use the 
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designation of Tokaj origin. The wine region offers several wine trails for visitors, the 

most renowned ones follow the vineyards of the region’s typical grape varieties: 

Furmint, Hárslevelű, Sárgamuskotály and Zéta (https://hungarikum.iwk.hu/tokaj/).  

The other famous Hungaricum wine is Egri Bikavér (Bulls’ Blood of Eger). The Eger 

Wine Region also lies in Northern Hungary. The wine region is named after its centre, 

the town of Eger, but the whole wine region is spreading to the neighbouring villages, 

covering an area of 5400 hectares. A speciality of the wine region is the fact, that the 

wine cellars are not located in the vineyards, but in the town of Eger, and the fresh 

grapes are brought here after the harvest for processing. Some of the cellars were built 

in the 15th century. The seven wine routes of the Eger Wine Route Association are the 

routes of Hárslevelű, Olaszrizling, Bikavér, Leányka, Kőporos, Kaptárkövek and 

Sziklaforrás útja (http://egriborut.hu/borkultura-utjai/). Their lengths vary between 

10.4 and 31 km, they lead from village to village, presenting the sights and attractions 

of the region. Eger is proud of its Egri Bikavér (Bulls Blood of Eger), the most famous 

Hungarian red wine. This wine bears the designated origin of the Eger Wine Region, 

and its specific feature is the way it is produced. Three red grape varieties are mixed 

in the same proportions, and the resulting ruby-colour wine is kept in oak casks till at 

least 1st November in the year following the year of the harvest 

(http://egriborut.hu/szolo-es-borfajtak/). 

    

The destination management practices of wine trail associations in Hungary 

 

Since 1994, following the foundation of the first wine route association in Hungary, 

similar associations have emerged in other wine regions of the country, imitating the 

example of the Villány-Siklós region. As their popularity had grown, and their former 

fame renewed, these wine regions and wine routes became tourism destinations in 

their own right. The wine trail associations took up the role and responsibility of 

tourism destination management organisations, and the question emerged: what 

specific tasks should these bottom-up organisations carry out, and are they, as wine 

route associations, capable of fulfilling the role of a destination management 

organisation? To answer these questions 13 of the 22 wine sub-regions of Hungary 

were surveyed by the tourism students of the Georgikon Faculty of the University of 

Pannonia. The selected wine regions operated both a wine route association and a 

tourism destination management organisation, and the research focused on 

identifying the similarities and differences of the activities performed by theses two 

types of organisations. The analysis included an analysis of documents and websides, 
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and email or phone interviews with destination managers and representatives of wine 

route associations. 

Although the wine route associations, bringing together wine enterprises, local people, 

and local municipalities, do not have such a long history as their counterparts in 

Western Europe, they were established much earlier than the first destination 

management organisations in Hungary. Therefore they have a much longer experience 

in the bottom-up approach to cooperation. The wine route associations may be 

interpreted as the beginnings of wine tourism destination management organisations.  

They are similar in spirit and principles, and also in many of their aims and tasks. The 

quality assurance system of wine routes, and the notice boards denoting the quality 

assurance organisation are examples of these similarities, as one of the main tasks of 

tourism destination management is also quality assurance of destinations.  

Having a closer look at the towns and villages in the Villány Wine region, there is only 

one town, Harkány, where a registered tourism destination management organisation 

operates. The other 17 settlements – 2 towns and 15 villages – did not establish tourism 

destination management organisations besides the well managed Villány-Siklós Wine 

Route Association, because this association declared to promote many rural 

development goals, including the development of wine tourism, and the retaining of 

the population in the region. Harkány is an exception, because this town possesses a 

thermal spa, therefore it builds its tourism industry not only on wine tourism, but on 

health tourism, too. The Villány-Siklós Wine Route Association performs its complex 

activities of wine tourism, event organisation and marketing in an excellent way. There 

has been only one drawback of not being a registered tourism destination management 

organisation, namely, that they were not entitled to receiving project funding offered 

for registered tourism destination management organisations. However, this wine 

route association had encouraged and initiated bottom-up cooperation of local and 

regional stakeholders well before the emergence of the tourism destination 

management philosophy in Hungary.  

The research has revealed that there are several forms of implementing wine route 

associations and destination management organisations in Hungary: 

1. There are good examples in Hungary for wine route associations which 

efficiently perform the tasks of a tourism destination management organisation, 

therefore there is no need for two separate organisations. 

2. There are examples of running both a tourism destination management 

organisation and a wine route association. 



 

92 

 

a) For some regions, in spite of having both types of organisations, there is no 

working relationship between them, even if the wine route association is a 

founding member of the destination management organisation. 

b) Another type of co-existence – as is seen in Eger, - is when the destination 

management organisation and the wine route association have no common 

members, but the cooperation is efficient and successful between them. An 

example of such cooperation is the Public Non-Profit Limited Company of 

Tourism Development for Eger, which maintains a strong working 

relationship with the Eger Wine Route Association and with the 

Szépasszonyvölgy Hospitality Association, though none of them are 

members of the DM organisation, and there are no individuals in the two 

associations who were also members of the DM organisation. They maintain 

good contact, discuss and agree about their everyday operations. Their 

cooperation is visible in several areas, including tourism and wine 

marketing, issues related to the online and offline image of the region, joint 

organisation of events (e.g. thematic wine walks, etc.), supporting the events 

organised by one or the other organisation (e.g. Bulls’ Blood Festival, 

Hungaricum Festival, Bulls’s Blood hike, VINO wine tasting celebration). 

They also organise professional meetings, trainings e.g. the wine culture and 

wine tourism miniconference), and they cooperate in strategy development, 

and applications for project funding.  A good example of cooperation is the 

smartphone application developed by the Tourism Destination 

Management Organisation of Eger for wine tourism and wine sales 

(https://visiteger.com/elmenyek/mobiltelefonos-alkalmazasok/egri-bor), as is presented 

in Figure 4.19. 

c) Another intermediary category is the example of Badacsony, Sopron and 

Mór, where the already operating wine route association is accompanied by 

a tourism destination management organisation, but many of the members 

of the two organisations are the same. Therefore the cooperation between 

the two organisations is strong and natural, they can reasonably share the 

tasks related to rural development and wine tourism. 

In Badacsony, many of the members of the Badacsony Guild Tourism 

Association, as a tourism destination management organisation, are also 

members of the Badacsony Wine Route Association, 90 % of the members of the 

association also participate in the DM organisation. The cooperation is very 

strong, and they run several joint projects, because the Tourinform Bureau 

operated by the destination management organisation also acts as the operating 

body of the wine route association.  Thus their relationship is friendly and 

successful. They organise many joint events, e.g. the ’Badacsony in New York’, 
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or the ’Wine Triatlon’ events. The fact that they have common members 

enhances the efficiency of both the DM organisation and the wine route 

association. 

 

Figure 4.19. The website of the smartphone application of the Eger wines  
Source: https://play.google.com/store/apps/details?id=tm.viking.egriborvidek 

 

A similar proportion of common members is found in the wine route association and 

the tourism destination management organisation in the wine region of Mór. The Mór 

Ezerjó Wine Route Association has more than 40 members, of which 5 wineries and 3 

municipalities, and the Wine Route Association itself are also members of the tourism 

destination management organisation. The tasks, objectives and management of the 

two organisations are very similar, and this fact is reflected in the name of the DM 

organisation: Tourism Destination Management Association of the Mór Wine Region. 

The Sopron wine region has two local tourism destination management organisations. 

One of them is the Vas tourism destination management organisation, whose activities 

are not related to wine tourism, therefore there are no wineries or oenologists among 

its members. The other one, the Sopron tourism destination management organisation, 

however, closely cooperates with the Sopron Wine Route Association and with the 

Wine Marketing Workshop Non-Profit Ltd. They jointly organise many wine-related 

events (e.g. the Sopron Wine Celebration, the Sopron Grape Harvest festival, etc.), and 

their common goal is to promote wine tourims in Sopron, and in the region. The slogan 

of the destination management organisation is: ’Sopron, the capital of Kékfrankos’, 

(Barcza, 2016) refers to the famous wine Kékfrankos (the name Kékfrankos literally 

means ’blue frank banknote’, the money that Napoleon’s soldiers used when they 

invaded Sopron). Many of the members of the wine route association are also members 
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of the Sopron Tourism Destination Management organisation, and they do their best 

to support the activities of the DM organisaton, with the aim of enhancing the ability 

of the region to encourage and attract transit tourists to stop and spend more time in 

Sopron. 
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5. The Specific Features of Equestrian Tourism Destinations 

 

5.1 Definitions of equestrian tourism 

 

Equestrian tourism is a very wide concept, and in connection with it, several questions 

arise. First of all, what is the meaning of ’equestrian’? What is ’equestrianism’? Is it 

mainly a sport, or simply horse riding, or breeding, or does it contain even equestrian 

tourism? 

According to wikipedia.com: „The word ’equestrian’ is a reference to horseback riding, 

derived from Latin ’equester’ or ’equus’, „horse”.” (Wikipedia_Equestrian, 2020). 

„Equestrianism … commonly known as horse riding (British English) or horseback riding 

(American English), includes the disciplines of riding, driving or vaulting with horses. This 

broad description includes the use of horses for practical working purposes, transportation, 

recreational activities, artistic or cultural exercises, and competitive sport.” 

(Wikipedia_Equestrianism, 2020).  

„Equestrianism refers to the skill of horse riding, horse driving or steeplechasing. It is derived 

from the Latin word ’Equester’, meaning ’horse’. The broad description of equestrianism 

includes the use of horses for practical working purposes – transportation, cultural 

events, recreational activities and competitive sport.” (Science_ABC_website, 2020).  

As we can see, equestrianism in a wider sense includes different forms of equestrian 

tourism: recreational activities, cultural events with the horse, transportation, riding, 

sports activities, etc.  

In this chapter we try to give a working definition of equestrian tourism, as an exact 

and widely accepted scientific definition of the concept is not determined yet. 

Equestrian or horse-based tourism is currently a very popular and fast-growing sector 

of tourism, although it has not been adequately researched yet. More than ten years 

ago Helgadóttir and Sigurðardóttir (2008) already argued the lack of serious research 

on the topic, but in spite of the numerous publications since, a clear definition and 

comparable research results are still missing. 

The types of equestrian activities are very diversified, including, for example: 

horseback riding, hiking, trekking, travelling on the countryside with a caravan 

discovering the flora and fauna, and also site visits, shows, sports events, medieval 

tournaments, museums, etc., which may take just a few hours, or several days. 
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Additionally, it requires a specialised staff for breeding and feeding the horses, 

planning the travel, maintaining the trails, etc. So we can consider equestrian tourism 

as a form of active recreation, of adventure tourism, ecotourism or nature-based 

tourism (Cernaianu & Sobry, 2019). 

Researchers mostly agree, that equestrian tourism has begun to develop in Europe, 

North America and Australia since the 1950s-1960s (Könyves & Suta, 2009, Cernaianu 

& Sobry, 2019, Grefe & Pickel-Chevalier, 2015). According to the first definition of 

equestrian tourism, it consists of a tourism activity for pleasure, on horseback, for  over 

24 hours (Cernaianu & Sobry, 2019; Delambre, 2011). 

In 2012 the International Federation of Equestrian Tourism defined equestrian tourism 

as „all equestrian activities undertaken by tourists outside their normal place of 

residence, i.e. training courses, improvement courses and other aspects or diverse 

types of vacation principally revolving around the horse” (Buchmann, 2017).  

Equestrian tourism can also be viewed as part of several sub-sectors of the tourism 

spectrum, including nature-based or outdoor tourism, adventure tourism, rural 

tourism, sports tourism, tradition and heritage tourism, and event tourism (Ollenburg, 

2005; Torkkola, 2013; Castejon & Rodríguez, 2012; Pickel-Chevalier, 2015). The forms 

of outdoor and nature-based tourism are among the fastest-growing sectors of the 

whole tourism business. 

Relying on the more recent statement of Pickel-Chevalier (2015) equestrian tourism is 

no longer only a trip on horseback for more than 24 hours, but it includes every equine-

oriented tourist activity. The market includes, for example, tourism on horseback 

(trails), other horse-linked activities, horses as an attraction (shows, events, racing, 

museum, sites like national studs becoming heritage centres). Equestrian tourism 

includes tourism for which the main motivation is the horse: long trails over several 

days, travelling motivated by the intention to attend a special equestrian show or 

event,  outdoor riding,  or going to an event or a show, either as the main activity 

undertaken during one’s holidays, or as a secondary activity (Atout France, 2011, 

Pickel-Chevalier, 2015). 

 

Table 5.1.  Definitions of horse tourism 

Author Definition Country 

Narrow focus (Riding) 

Delambre (2011) Tourism activity on the back of a horse on a trail ride for pleasure 

of over 24 hours. 

n/a 

Buczek-Kowalik, 

Klamar & Kozon (2017) 

Horse riding tourism that requires a certain  

level of fitness and professional training on the part of a tourist. 

Poland / 

Slovakia 
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Hofstee (2008) Riding activity undertaken away from home while staying in a 

holiday accommodation. 

n/a 

Helgadóttir & 

Sigurðardóttir (2015) 

Horse riding in a rural setting. Iceland 

Ollenburg (2005) Horse tourism ranges from guided horse tracks, tours and trail 

rides, fixed site farmstay, guest and working ranch, riding clinics 

and camps and horse-drawn carriage programmes. 

n/a 

Kozak (2013) A form of active tourism in rural areas consisting of recreational 

horse riding centres, or in a field, including riding on a horseback, 

in a carriage or behind the horse. 

Poland 

USA Agricultural 

Marketing Resource 

Center (AMRC, 2012) 

Using horses for horseback riding lessons, trail riding 

opportunities, with boarding facilities and reproduction services, 

and may provide profitable value added businesses. 

USA 

Pickel-Chevalier (2015) Tourist activities related to the horse including tourism on 

horseback and the horse as an attraction. 

France 

International Federation 

of  Equestrian Tourism 

(2012) 

 

All equestrian activities undertaken by tourists outside their 

normal place of residence such as training courses,  improvement 

courses and other aspects or diverse types of vacation principally  

revolving around the horse. 

n/a 

 

Croatian Horse Tourism  

Association  - 

Jakovinac, Caput-

Jogunica, Ramljak 

(2013) 

It includes use of all horse resources, regardless of the breed: 

hiring horses, riding horses, horseback riding events, races, sports 

events, exhibitions and shows, parades, animated games, one-day 

or multi-day organized trekking, panoramic and field riding and 

other activities innovatively designed for target groups of visitors. 

Croatia 

Irish National Tourism  

Development Authority 

(Fáilte Ireland, 2012) 

A multitude of horse-related activities including participatory 

activities (riding or driving the horses) as well as spectator 

activities and other ways of embracing the equestrian culture. 

Ireland 

Kline  (2008) Equestrian tourism includes guided horse treks, tourism and trail 

rides, fixed-site farm stays, quest and working ranches, riding 

clinics and camps, competitions, horse-related conferences and 

meetings, and horse drawn carriages. 

Australia 

Broad focus 

French National 

Tourism Organisation 

(Atout  France, 2011)  

Type of tourism where the main motivation is the horse. France 

Source: Tomljenović et al, 2018, p: 280-281. 

 

In a more recent study Tomljenović also tries to find a correct definition of equestrian 

tourism. After examining thoroughly the wide range of definitions, the author states 

that most definitions are functional, and activity-based. They differ in the range of 

activities included in the definition, some thus reduce horse tourism to horse riding 

(Kozak 2013, Hofstee, 2008;  Buchmann 2017), while others include all activities related 

to horse (Tomljenović et al, 2018). Table 1 shows the wide range of definitions. 
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As Table 5.1 shows, we can find various definitions of horse-based tourism, with 

considerable differences. For example, the Agricultural Marketing Resource Centre of 

the USA emphasizes the profitability of equestrian tourism for its owners. However, 

due to the ever widening range of equine tourism activities, only a broad definition is 

acceptable, as that of the French National Tourism Organisation (Atout France, 2011): 

horse based tourism is a type of tourism where the main motivation is the horse. 

Therefore, according to Atout France (2011) the equestrian tourism offer consists of: 

 activities with the horse, divided into: activities on horseback (sports stay, 

discovery stays, multi-activity stays, leisure and travel) and not on horseback 

(harness, trailer, hiking donkey); 

 activities related to the horse, placing the horse as a main centre of interest (site 

visits, exhibition, sport events, museums) or as a secondary one (shows, 

traditional festivals). 

 

In parallel with the development of tourism activities, the types of equestrian tourism 

became diverse, and currently a very wide range of activities belong there. Today 

outdoor activities represent the fastest growing segment of sport tourism, and 

equestrian tourism fits this trend. The range of horse tourism activities is permanently 

growing, therefore the definition of horse-based tourism should also be a broad one, 

being open to contemporary practices, covering a diversity of equestrian activities. 

 

5.2   A short history of equestrian tourism  

 

5.2.1 The development of the horse population in Europe 

 

Before studying the history of equestrian tourism in Europe, let’s look at the 

development of the horse population in the continent. How many horses are there in 

Europe? The question sounds very simple, but the answer is surprisingly difficult. 

In 2015 the European Union commissioned an agency (the British-based World Horse 

Welfare and Eurogroup for Animals) to research and estimate the number of horses 

and other equines living accross Europe. The member states could hardly tell the 

number, because there was no standard method for data collection, and there was little 

information available. The agency tried to collect data of the member states from 

various sources. Ultimately, the report gave the highest and the lowest number 
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available for each country, and calculated an average, which was used to rank the 

nations. Summing up, with this method they found that the total number of horses 

and other equidae (donkeys, mules, etc.) was almost 7 million (6 994 510) in the 

European Union (EU,2015).  

The report also referred to the assessment of the European Equestrian Federation that 

estimated the total horse population around 4.5 million. Additionally, the report put 

the donkey and mule population at around 2.5 million, so subtracting the latter from 

the formerly given number of 7 million, we end up with the same figure, of the total 

horse population being about 4.5 million (EU, 2015, p. 17). 

Relying on the data announced in the report, the highest number of equidae are in 

France (about 840 thousand), followed by the United Kingdom (796 thousand) and 

Romania (almost 729 thousand). After the first three Spain, Belgium, Germany and 

Italy follow. Hungary is the 16th with 77180 animals. However, these data are not 

precise, only estimated, and do not indicate at all, how the equidae are used in the 

member states: for sports, for working in agriculture, in forestry, transportation, etc.; 

or for tourism and leisure activities. Table 5.2 shows the data from the report. 

 

Table 5.2. Number of equidae in the European Union in 2015 (EU, 2015) 

Member State Lowest figure given Highest figure given 

Mean  

(all responses) Ranking  

France 461 036 1 000 000 840 259 1 

United Kingdom 390 000 1 000 000 796 000 2 

Romania 626 380 800 000 728 814 3 

Spain 502 000 805 496 681 331 4 

Belgium  38 968 805 496 535 897 5 

Germany 461 000 500 000 480 500 6 

Italy 339 000 534 188 468 851 7 

Netherlands 137 000 450 000 293 500 8 

Poland 222 210 316 055 276 188 9 

Sweden 98 000 360 000 229 000 10 

Portugal 179 000 179 000 179 000 11 

Ireland 118 400 200 000 159 200 12 

Denmark 68 000 175 000 121 500 13 

Bulgaria 97 500 97 500 97 500 14 

Austria 86 500 120 000 103 250 15 

Hungary 77 180 77 180 77 180 16 

Finland 74 100 74 100 74 100 17 

Greece 52 885 88 000 70 443 18 

Czech Republic 33 175 33 175 33 175 19 

Lithuania 17 205 36 400 26 803 20 

Croatia 24 300 24 300 24 300 21 
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Slovenia 23 000 23 000 23 000 22 

Latvia 11 000 11 000 11 000 23 

Estonia 6 500 10 000 8 250 24 

Slovakia 6 937 7 807 7 372 25 

Cyprus 7 350 7 350 7 350 26 

Luxembourg 4 887 4 887 4 887 27 

Malta 1 860 1 860 1 860 28 

Total 4 165 373 7 741 794 6 994 510  

Source:  EU, 2015;  Horsetalk_New Zealand website (2015) 

 

Moreover, according to the estimation of the European Equestrian Federation, each 

horse creates five jobs in the EU (although this rate of employment is based on the 

equestrian sports industry, and is unlikely to be true for every part of the sector). After 

all the report declares that ”the equine sector can have a huge influence on local 

economies – particularly in rural areas” (EU 2015, p. 19).  The per capita equine 

population was also calculated among the EU Member States, which may better 

indicate the importance of equines in each country (Figure 5.1).   

 

Figure 5.1.  Number of horses per capita in Europe.   
Source:  EU,  2015, p. 19. 

 

Belgium has the highest per capita equine population with about one equid for every 

21 persons, with Romania and Ireland coming 2nd and 3rd. The lowest per capita equine 

population is found in Slovakia, having about one equid per 1000 persons. In this list 

France was the 12th, and Hungary the 18th with 77180 horses for 9 789 000 people, that 

is, almost 8 equidae for every 1000 persons (EU, 2015, p. 18).  
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The growth of equestrian tourism started in Europe, North America and Australia 

during the 1950s and the 1960s (Delambre, 2011; Könyves & Suta, 2009; Pickel-

Chevalier, 2015), however the leader of the development in Europe was definitely 

France. „Owing to its high-quality tourism activity, France, represented by the 

National Equestrian Tourism Committee and the French Equestrian Federation, plays 

an important role in organizing, developing and promoting equestrian tourism at the 

national and international level”(Cernaianu and Sobry, 2019, p.14). 

Therefore, at first, we review the short history of the growth of this special tourism 

sector in France, followed by a brief outline of other countries from over the world. 

Finally we shortly introduce the activity of an international organisation, the 

International Federation of Equestrian Tourism (FITE – see FITE website, 2020), and 

have a look at the project of the EU related to equestrian tourism. Finally, a brief 

summary is given about the history of equestrianism and horse-based tourism in 

Hungary.  

 

5.2.2 The development of equestrian tourism in France 

 

Equestrian tourism was established and started to grow in France during the 1950s 

and the 1960s, in the same time as in other countries in Europe, North America and 

Australia (Cernaianu & Sobry, 2019, p. 7). The first organisation of this new activity 

was established in 1921, under the name of French Federation of Equestrian Sports, 

which was later changed to French Equestrian Federation (FFE). This Federation is the 

3rd French Olympic Federation considering the number of license-holders (after 

football and tennis), and the first one in the number of women. „The three disciplines 

(Equestrian Sport, Tourism and Pony-riding) have been grouped together by the 

French Equestrian Federation since 1987” (Pickel-Chevalier, 2015. p. 11). Under this 

Federation we find the National Committee for Equestrian Tourism, and – attached to 

it - the Regional Committees for Equestrian Tourism (in each region), and the 

departmental committees. Their tasks are to maintain the marked trails and organize 

events, training and competitions. In addition, the national Association of Equestrian 

Tourism was created in 1963, and in 1987 it became the National Confederation for 

Equestrian Tourism, then in 2000, the National Committee for Equestrian Tourism. 

According to Delambre (2011) France has approximately 60 000 km of equestrian trails, 

of which 20 000 km are marked. 

The FFE license holders are divided into three categories: competitors, practitioners 

and holiday card holders (for occasional riders). The number of license-holders was 
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813 452 in 2017 (Cernaianu & Sobry, 2019), that is, by 59.11 % more than in 2001, most 

of them women. Occasional riders can choose a holiday card that is valid for only one 

month, and includes the same insurance as the others. This card can be purchased from 

a club, an association, of stable owners affiliated to the FFE. License holders are 

divided into three kinds of practitioners: horse, pony and tourism.  

In 2017, altogether 6853 tourists purchased holiday cards, almost 75 % of them were 

women. An important increase is observed from 2001 to 2008, from 5501 license 

holders to 7762  ones, although their number actually began to slightly since 2013 

(Cernaianu & Sobry, 2019). 

In 2011 the French riding tradition was listed by UNESCO as an example of the 

Intangible Cultural Heritage of Humanity. The increase in the riders’ numbers came 

together with an increase in riders’ expectations and growing demand for expected 

services. The FFE mostly deals with competitions, not with the satisfaction of newly 

emerging demands, and this causes some problems. These lead to a tendency of self-

organization in equestrian activites, and with an increasing number of  equine owners 

staying out of the federation (Cernaianu & Sobry, 2019). 

Among the touristic activities a decrease in the popularity of multiple-day tours was 

noticed, together with an increase in one- or two-hour rides, demanded mainly when 

tourists also had some other theme in the tour (e. g. a good cook who offered 

gastronomic meals, or a search for ancestral practices, etc.), or the tourists just enjoyed 

the discovery of the territory on horseback listening to the guide’s explanations. 

Equestrian tourism largely increased during the 1970s with the development of pony 

clubs, which were officially recognized only in 1971. Less expensive and less 

impressive, pony riding made riding more accessible to socially diverse population 

groups. In spite of the expansion, only 20 % of the 8 000 equestrian structures are 

specialized in stabling and/or equestrian tourism in France. It is mostly because club 

members specialized in outdoor tourism are not numerous: 78 344 out of a total of 

644 800 (12.15 % of the riders). The reason of it may be probably that outdoor riders 

often own their horses and do not need to be club members. Moreover, adult riders 

with an average skill level and purchasing power wish to escape from the mainly 

technical teaching offered in clubs. They prefer the pleasures of free riding in the 

countryside, requiring comfort, safety and ease of use (Cernaianu & Sobry, 2019). 

However, the development of equestrian tourism required a higher standard of 

professionalism, therefore equestrian tourism services in France are labelled with the 

Equestrian Tourism Centre. These establishments are specialized in organising different 

activities (horseback riding, trekking, etc.), covering about 3000 schools. Additionally, 

the label of the Stopover Accommodation for Horses was created to promote high quality 
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accommodation facilities which accept horses and ponies during stopovers for at least 

one night (FFE, 2020, Cernaianu & Sobry, 2019). 

 

5.2.3 Equestrian tourism development in other countries 

 

Equestrian tourism is well developed in the United Kingdom, Germany, Italy, Spain 

a-nd Eastern European states, as Hungary and Romania, as well as in other continents.  

In spite of the diversity of the equestrian cultures in various parts of the world, 

equestrian tourism has already become a specific and permanently expanding activity, 

supporting the local and global economy of the involved regions.  

 

Iceland 

European countries with large horse populations have successfully developed 

equestrian tourism parallel with the economic development of rural areas during the 

recent decades. A special example is Iceland, where between 15 to 18 % of foreign 

visitors come for equestrian tourism (Helgadottir and Sigurdardóttir, 2008). The 

domestic component is quite strong, it has been estimated that less than 40 % of all 

riders come from outside the country (Sigurdardottir, 2011; Pickel-Chevalier, 2015). 

The majority of riders are Icelandic families, therefore equine tourism offers some of 

the sustainability benefits of domestic tourism – affordability in local currencies, more 

frequent, but shorter visits, and shorter journeys to reach the destination. Small farms, 

which are unfeasible against large-scale agro-industrial farming systems, can be 

particularly appropriate for re-development as small-scale equine businesses, due to 

their existing environmental, technological and human assets. This allows better 

welfare opportunities for the horses, while maintains multiple activities on the farm 

(Evans & Franklin, 2008; Pickel-Chevalier, 2015).  

 

 

Spain 

Equestrian tourism is getting increasingly popular and important in Spain, too. 

According to the survey of Castejon and Rodriguez (2012) there were 157 965 horse 

farms and centres with a total of 683 645 animals in Spain (Pickel-Chevalier, 2015). The 

number of companies dealing with equestrian tourism as their main profile is 

estimated to be about 500, but there is no exact census about the (direct or indirect) 

employment they generate. According to Castejon and Rodriguez the most frequent 

equestrian activities are: rural accommodation with horseback riding facilities (30.4 

%), unique equestrian activities for traditional fairs, pilgrimages or sports gatherings 
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(25.3 %). Similar to Iceland, most of the equestrian tourists are domestic in Spain, only 

25 % of them are foreigners. Almost 90 % of the businesses are family-run or 

individually operated, therefore it is difficult to estimate the number of people 

employed, although about 11% of the income of the companies is paid out in salaries 

(Castejon & Rodriguez, 2012). The situation is rather similar in Hungary, though in a 

smaller scale. Section 5.2.6. reviews equestrian tourism in Hungary in detail. 

 

Canada 

The increase of equestrian tourism can also be observed in North America. For 

example, around 2010 the Canadian equine industry contributed more thanan annual  

$19 billion to the economy, and supported more than 154 000 jobs (Evans, 2011). In the 

province of British Columbia approximately 22 000 households owned altogether  

95 000 horses on a total of 145 000 acres of farmland in 2014. The largest increase in 

horse ownership has taken place in the recreational sector. In this area the equine 

industry generates $740 million in economic activity including 7200 full-time jobs, and 

$73 million in direct government tax revenues. Similarly to Iceland and Spain, the 

number of horses and farms has increased over the last decade (Pickel-Chevalier, 

2015.) 

 

USA 

The situation in the USA is rather similar, but at a larger scale. Relying on the report 

of the American Horse Council, in 2018 there were more than 7 million horses in the 

United States, and the majority of them considered recreational animals. More than 2 

million are show horses and racehorses, and about a half million are working animals, 

such as police horses or therapeutic riding horses. More than 1.75 million people are 

employed directly or indirectly in the horse industry. There are more than 300 equine-

related associations in the United States, that employ more than 5000 people. If you 

combine the direct impact of the equine industry and the other sectors that are affected, 

the overall economic impact on the society generated by horses is $122 billion 

(American Horse Council, 2018). 

 

Australia 

Equestrian tourism and the equine industry has also become an important and 

prosperous field in the economy in Australia (Ollenburg, 2005). Horse riding in arenas 

or outdoors, for competition or health, for recreational purposes and for leisure, is a 

very popular activity in Australia. The Australian Horse Industry Council (AHIC, 

2020) represents the interests of horse people and the health and welfare of all horses 

in the Australian horse industry. It is made up of a collection of breed societies, 

performance and competition associations, service providers and State Horse councils. 
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Ist main aim is to bring together the recreational and professional sectors with a 

common goal to improve the awareness of the horse community with both the 

Government and the wider community. The Australian Stock Horse Society (ASHS, 

2020) is Australia’s largest equine recreational and pleasure association, having 9500 

individual members and more than 200 000 registered horses in 2020. It is the largest 

one of more than 70 individual horse breed associations in Australia. According to the 

research by Buchmann (2014) the horse industry made an estimated yearly 

contribution of $10 billion to the national economy. 
 

5.2.4. FITE – The International Federation of Equestrian Tourism 

 

The International Federation of Equestrian Tourism (FITE – Fédération 

Internationale du Tourisme Équestre), was created in 1975 at the initiative of the 

French National Committee of Equestrian Tourism (CNTE – Comité Nationale du 

Tourisme Équestre). This federation groups together the organizations who are in 

charge in their national territory of the organization of equestrian tourism, and horse 

riding as leisure activity in all its forms.  

France, together with Belgium, Switzerland and Italy, made a collaborative effort to 

establish this federation. Its head and administrative office is based in Lamotte-

Beuvron in France, in the offices of the French Equestrian Federation (FFE). Its purpose 

is to gather national equestrian tourism organisations (NETOs) throughout the world. 

Its will is to represent them and supervise their actions, in order to develop touristic 

activities involving equids (FITE website, 2020). 

Currently, FITE counts 23 national equestrian tourism organizations, as its members 

from the following countries: Germany, Austria, Belgium, Canada, China, Denmark, 

Spain, France, Great Britain, Ireland, Italy, Kazakhstan, Luxembourg, Madagascar, 

Morocco, the Netherlands, Poland, Portugal, Romania, Russia, Sweden, Switzerland, 

USA.  

The main tasks and activities of FITE are „to unite National Equestrian Tourism 

Organisations (NETOs), coordinate their action and foster their development of all 

tourism activities involving the use of horses. FITE supports and helps to develop 

transnational equestrian routes in order to improve prestige and access to equestrian 

tourism” (FITE website, 2020). 

FITE has conducted a study on cross-border routes which has revealed the severe 

disparities among countries. „The FITE works for the harmonisation of secure and 

internationally recognised equestrian paths, along which, places providing the 

necessary services for riders and horses during stops, can be found. For more than 15 

years, with the help of FITE, many NETOs have compared their teaching methods in 
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order to harmonise their diplomas. By bringing professionalism and quality, this 

cooperation answers the growing concerns about security, seriousness and comfort. 

Equestrian Tourism diplomas have also been added in the equivalence grid of IGEQ 

(International Group or Equestrian Qualifications). Together with the International 

Equestrian Federation (FEI), FITE organises, regulates and promotes sport 

competitions around Working Equitation: the driving TREC (Techniques de 

Randonnée Equestre de Compétition), as well as Traditional Working and Pastoral 

Riding events” (European Horse Network, 2017, p.2). 

 

 

5.2.5 Equestrian Tourism Projects supported by the European Union 
 

Several equestrian tourism projects received the support of the European Union within 

the framework of INTERREG (2014-2020) and COSME (2014-2020). According to the 

European Horse Network (July 2017), the main projects are: 

 

EUquus – Equestrian tourism routes in Europe (2013-2014)  

EUquus is a programme of the European Equestrian Network created in the frame of 

Equustur. It involves small and medium-size enterprises and local and regional 

authorities in the development and promotion of the equestrian tourism routes, in 

order to increase high quality tourism in Europe. Five public actors and three private 

enterprises acting on six different territories accross Europe have been contributing to 

it. As a result, a Decalogue of best practices in equestrian tourism was drafted, an EUquus 

Label was created, together with a platform to commercialise equestrian tourism 

products around Europe and to enhance its attractiveness for tourists. For example, 

the French „Route of the castles” and the Spanish „Royal path route” have gained this 

label (European Horse Network, 2017). 

 

EDEN – European Destinations of Excellence 

This prize is awarded to sustainable tourism projects (European Horse Network, 2017).  

The key feature of the selected destinations is their commitment to social, cultural and 

environmental sustainability of tourism. In two French projects (Northern Vosges 

Regional Natural Park – winner in 2009, and Morvan Region Nature Park – winner in 

2013), the offering of horse riding was highly valued. 

 

The European Union also makes efforts for setting up tourism itineraries in Europe, 

for example: 
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 „A cheval sur 2 iles” (2000):  It is an interregional project between Corsica and 

Sardinia which enabled an exchange of good practices, especially for pony-

games, and a possibility for Corsicans to farm Sardinian horses. 

 Ippovia (2000-2006): The project, jointly led by Sardinia, Corsica and Tuscany, 

allowed to compile, identify and promote their equestrian routes. A common 

website has been created for marketing horse-based holidays. 

 Ippotyrr (2007-2013): The „Italy/France Maritime Programme” joins Corsica, 

Sardinia, Tuscany and Liurgia. It helps the institutional cohesion and the 

exchange of good practices, including the evaluation of equestrian activities in 

their territories, through the creation of networks and shared methods. 

 Equustur (2009-2011): The project was developed in the framework of the 

INTERREG Programme which finances cross-border initiatives thanks to the 

European Regional Development Fund. Equustur aims to enhance rural, 

economic and social development by creating a European Equestrian Network 

between France, Spain and Portugal. Ten public partners from these countries 

have been involved. Ten routes have been designed, creating equestrian 

tourism products of quality. The project has enabled the partners to link 

equestrian tourism to culture and history by creating jobs in rural areas. 

 The European Route d’Artagnan: This is the first European transnational riding 

trail, launched officially in 2017 (European Association Route D’Artagnan, 

2019). The purpose of this route is to offer an equestrian and cultural experience 

of high quality, enabling the discovery of the European cultural heritage, on the 

tracks of the famous Musketeer and at the horse’s pace. It covers more than 4000 

km of equestrian routes proposed in France, Belgium, Netherlands, Spain, Italy 

and Germany.  

 

 

5.2.6 The development of equestrian tourism in Hungary 

 

Equestrian culture is a very important part of the Hungarian national heritage. 

Equestrianism is originated far in the ancient era, at the time of the Hungarian 

conquest (895-900), when Hungarian tribes fighting on horseback occupied the present 

territory of Hungary. Hungarians were very clever horseback archers, and for this 

reason Hungarians are frequently mentioned as an „equestrian nation” even today. 

The horses have played an important role in agriculture and in battles for many 

centuries, for example in the medieval era, when the hussar regiments appeared for 

military use.   
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Hussar traditions in Hungary 

The hussars reportedly originated from bands of mostly Serb warriors, crossing into 

Southern Hungary after the Ottoman conquest of Serbia, at the end of the 14th century. 

Regent-Governor János Hunyadi created mounted units inspired by the Ottomans. His 

son, Matthias Corvinus, later king of Hungary, is unanimously accepted as the creator 

of these troops, commonly called Rác (a Hungarian exonym for Serbs). The hussars 

initially fought in small bands, but were reorganised into larger, trained formations 

during the reign of King Matthias Corvinus. The hussars were considered in the 

Hungarian Kingdom as heavy cavalry and they fought with a spear, sword, and shield.  

The first hussar regiments comprised the light cavalry of the Black Army of Hungary. 

Under King Matthias Corvinus' command, the hussars took part in the war against the 

Ottoman Empire in 1485, and proved successful against the spahis (Ottoman cavalry) 

as well as against the Bohemians and Poles. After the king's death, in 1490, hussars 

became the standard form of cavalry in Hungary in addition to the heavy cavalry. The 

Habsburg Emperors hired Hungarian hussars as mercenaries to serve against the 

Ottomans and on various battlefields throughout Western Europe.  

 
Figure 5.2. Hungarian general in 19th century hussar style gala uniform 

Source: Wikipedia_Hussar, 2020. 
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Early hussars wore armour when they could afford it, as did the Polish hussars later. 

Hungarian hussars abandoned the use of shields and, at a later date, armour,  

becoming entirely light cavalry in the first half of the 17th century. During the Thirty 

Years’ War they fought as light cavalry and increasingly used firearms. The title and 

distinctive dress of these horsemen were subsequently widely adopted by light cavalry 

regiments in European armies in the late 17th and early 18th centuries. A number of 

armoured or ceremonial mounted units in modern armies retain the designation of 

hussars. In the late 17th and 18th centuries, many Hungarian hussars sought 

employment in other Central and Western European countries and became the core of 

similar light cavalry formations created there. Following their example, hussar 

regiments were introduced into at least twelve European armies by 1800. The hussars 

played a prominent role as cavalry in the Revolutionary Wars (1792–1802) and 

Napoleonic Wars (1803–15). As light cavalrymen mounted on fast horses, they would 

be used to fight skirmish battles, and for scouting. Most of the great European powers 

raised hussar regiments. The armies of France, Austria, Prussia, and Russia had 

included hussar regiments since the mid-18th century. In the case of Britain, four light 

dragoon regiments were converted to hussars in 1806–1807.  In Hungary, in 1848-49 

the Hungarian hussar regiments played a decisive, crucial role in the revolution and 

war for independence from the Habsburg Empire (Keir, 2011). 

On the eve of World War I, there were still hussar regiments in the Austro-Hungarian, 

British (including Canadian), French, Spanish, German, Russian, Dutch, Danish, 

Swedish and Romanian armies. In most respects, they had now become regular light 

cavalry, recruited solely from their own countries and trained and equipped along the 

same lines as other classes of cavalry. But hussars were also notable for their colourful 

and elaborate parade uniforms (Csihák, 2004). Hussar regiments still exist today and 

horses are sometimes used for ceremonial purposes. Nowadays Hussar Heritage 

Associations keep the tradition alive (MHKHSZ, 2020). 

 

The development of horse industry and equestrian tourism from the 18th century  

Horse breeding was also significant in Hungary, mainly after the establishment of the 

famous stud farm at Mezőhegyes. This Imperial and Royal Stud Farm was founded by 

Emperor Joseph II in 1784 with the aim of breeding horses of the best quality for the 

army. Then the Stud became a major centre and example of the highest standards of 

horse-breeding, forming three traditional Hungarian horse breeds: Nonius, Gidran 

and Mezőhegyes halfbred (also called Furioso-North Star). (In 2000 the Stud Farm was 
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registered on the provisional list of UNESCO World Heritage sites, appreciating the 

species of horses and also the rich architecture of the site.)  

The horse industry and later equestrian tourism also began to increase, but were 

hampered by historical events. At the beginning of the 20th century there were nearly 

900 000 horses in Hungary, but from that time the number of horses dramatically 

decreased. Their number had declined to under 100 000 until the 1980s. This decrease 

was caused by the two World Wars. World War II caused enormous losses in the 

number of horses, the number decreased to only 330 000 until the end of the war 

(Obádovics & Kulcsár, 2015). Most assets and animals of the Stud Farm at Mezőhegyes 

were sent first to Austria, and then occupied and transported by the American Army. 

After the War the Stud Farm had to start again the breeding with only six horses 

(Mezőhegyes, 2020), although the forced political priorities that changed the structure 

of agriculture, preferring cooperatives and abolishing private farms, did not favour 

horse-breeding. 

In the 1960s, leisure riding started to become increasingly popular, especially in the 

urban areas, although many equestrian associations and riding schools stopped 

working. The political leadership was attracted to some degree to the sport: they 

recognised the ’potentials’ of good equestrian results in promoting ’the advantages of 

the system’.  Strangely enough, in these times many horses (approximately 600 000) 

were killed (Mihók, 2016). For this reason, in 1974, a ministerial decision was made on 

the protection of traditional Hungarian breeds, and riding schools were established 

again all over the country (Mihók, 2016).   

Organized equestrian tourism also began to increase around 1962. However, the first 

initiatives started already in 1930, when the Bugac had become a favoured destination 

for horse tourists. Later other destinations became also popular, including the plain of 

Hortobágy, the territories surrounding Lake Balaton, and the area around the Bükk 

and Mátra mountains. Foreign tourists coming mainly from Western Europe, travelled 

200-300 km within 6-8 days on horseback or on horse-drawn carriages, or visited 

equestrian tourism spectacles. In spite of these positive efforts, the „losses in both the 

number of horses and of professionals were irrecoverable. Apart from some 

exceptions, by the middle of the 1980s, the Hungarian horse industry completely 

collapsed” (Mihók, 2016). During the socialist regime the horse industry was almost 

completely eliminated, except for the centralization of breeding, the conversion of 

former royal farms into state owned farms, horse sports, and equestrian tourist 

attractions in Hortobágy, Szilvásvárad and Bugac, targeted at foreigners (Obádovics 

& Kulcsár, 2015). 
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Figure 5. 3. Horse stock in Hungary (thousands, 1851-2010) 

Source: Obádovics & Kulcsár, 2015, p. 128. 

 

 

Figure 5. 4. The distribution of the horse population in Hungary in 2010. 
Source: Obádovics & Kulcsár, 2015, p.133. 

After the political and economic transition at the beginning of the 1990s, the equestrian 

industry started to grow again. Parallel with it the social and economic functions of 
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the horses also changed and widened. However, Hungary is far behind in the 

proportion of equine to human populations yet, having only 7.88 horses for every 1 000 

inhabitants, while the EU average is about twice as high (EU, 2015). 

At the same time, equestrian tourism was rather prosperous during the 1980s, mainly 

for foreign tourists. Hungary was famous for the high standards of horse-based 

tourism. The best period of organized equestrian tourism was the second half of the 

1980s (Németh, 2004). At the end of the 1980s privatization began also in this sector, 

but the lack of the necessary capital for reconstruction caused great difficulties. 

Consequently Hungary lost most of the foreign equestrian tourists from its former 

markets, the standard of services dropped while the prices increased considerably. 

Meanwhile lots of people started to provide equestrian tourism services, because the 

lack of regulations allowed for anyone who could afford it, to do so without sufficient 

skills and experience. Ventures dealing with equestrian tourism make up about 6 % of 

the rural tourist businesses in Hungary (Obádovics&Kulcsár, 2015). After the political 

and economic transition civic organisations and private investors, private financing 

sources played a crucial role in the reorganisation and further development of the 

equestrian sector. 

In spite of the drawbacks of the last decades, equestrian tourism still has significant 

development possibilities in Hungary. Riding in natural surroundings is almost 

impossible in most of the European countries, because of the lack of access to privately-

owned land, fences and other barriers, and the inadequacy of the surfaces. One of 

Hungary’s biggest advantages is the freedom of riding, due to its excellent terrain and 

very few restrictions on riding across privately-owned land or state-owned national 

parks, although this freedom is disappearing quickly (Obádovics & Kulcsár, 2015). 

Other advantages of Hungary are: the adequate climate for riding in most of the year, 

the natural flora and fauna, the good conditions of natural trails for horseshoes, the 

already emphasized horse culture and traditions, and the excellent horse-breeds raised 

in the famous stud farms of Bábolna, Mezőhegyes, Kisbér and Szilvásvárad.  

 

With the aim to increase and support the development of the horse sector the 

government established the Kincsem National Equestrian Programme in 2012 (KIM, 

2012), containing the following main issues: 

- ensure the free legal use of equestrian trails with the creation of a new law, and 

the necessary amendment of Forestry Law and other related legislation;   
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- create new riding trails and a unique trail network beginning in Hungary and 

extending into the Carpathian Basin, with a consistent quality management 

system, joining it to the EUROHORSE equestrian trail network in Europe; 

- improvement of the quality of equestrian tourism services; 

- improvement of the equestrian culture; 

- provision of training for the equestrian tourism experts, service providers; 

- development of attractions, PR and marketing both in the domestic and foreign 

horse tourism sector; 

- breeding, to meet the requirements and demands of horse tourism.  

 

 

Figure 5. 5. Planned horse tour trails in Hungary  
Source: KIM, 2012, p. 46. 

 

 

5.3  Products and services of equestrian tourism 

  

Equestrian tourism is very extensive, comprising of a wide variety of activities, which 

are not easy to categorize. The horse-based tourism activities are varied depending on 

the actual service providers, and several factors, social, cultural and economic 

circumstances, the local facilities and specialities, and also on the climate of the area. 

Currently the popularity of equestrian tourism keeps growing, hence the range of the 

activities is constantly expanding, several new forms appear rapidly. The equestrian 

tourism services should be provided in an environmentally responsible way either in 
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natural or in man-made environments. Equestrian activities are frequently mixed and 

combined with other forms of tourism, such as sightseeing, camping, hunting etc. 

Therefore this  chapter cannot contain all possible forms of equestrian tourism 

activities, only the most frequent types are presented here. 

Firstly, we try to classify these various activities in different aspects. According to the 

Irish National Tourism Development Authority (Fáilte Ireland, 2012), the multitude of 

horse-related activities may be grouped into the following categories: 

- participatory activities (riding or driving the horse): hiring horses, riding horses, 

guided horse tracks, tours and trail rides, one-day or multi-day organized 

trekking, panoramic and field riding, programmes with horse-drawn carriage 

or cart, horse sledding, races and contests, horse therapy (when riding the 

horse), etc. 

- spectator activities and other ways of embracing the equestrian culture: exhibitions 

and shows, viewing horse races and sports events, parades, fixed-site farm 

stays, visits and work at ranches, horse-related conferences and meeting, etc.  

 

However, relying on the approach by Némethy and Bartos (2019, p. 68.), here the most 

important equestrian products and services will be grouped into the following four 

main categories:  

1. Horseback holiday; 

2. Horse-related events and tourism; 

3. Special horse-related eco-agritourism; 

4. Horse therapy. 

 

 

5.3.1 Horseback holidays 

 

Horseback holidays include horeback hiking, cross-country horseback riding, assisted 

horseback riding, and horseback-riding training holidays and courses. 

 

 Horseback hiking 

 

Horseback hiking means riding outdoors on a trail, or off trail, for recreational and 

tourism purposes. A day-hike refers to a hike that can be completed in a single day.   
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Trail riding is riding outdoors on trails, bridle paths, and forest roads, but not on roads 

regularly used by motorised traffic. A trail ride can be of any length, including long 

distance, multi-day trips. In North America the equestrian form is usually called "trail 

riding," or, less often "hacking." In the UK and Europe the practice is usually called 

horse or pony trekking.  

Some equestrian trail rides in the USA are directed by professional guides or outfitters, 

particularly at guest ranches. In some parts of the world, trail riding (of whatever kind) 

is limited by law to recognized, and sometimes function-specific, trails that are 

waymarked. In other places, trails may be less maintained and more natural. Trail 

riding can include other activities, such as camping, hunting, fishing, orienteering, and 

backpacking.  

 

 

 
Hiking on horseback 

https://www.berekhorgaszpark.hu/programok/erdei-tura.html 

 
Trail riding in Dornbirn, Austria 

(Wikipedia_Trail Riding, 2020) 

 

Figure 5.6. Hiking and trail riding 

Trekking is the preferred word used to describe multi-day hiking in the mountainous 

regions of India, Pakistan, Nepal, North America, South America, Iran, and the 

highlands of East Africa. Hiking a long-distance trail from end-to-end is also referred 

to as trekking and as thru-hiking in some places (Keller, 2007). 

The term ’pleasure riding’ may encompass trail riding. This refers to a form of 

equestrianism that encompasses many forms of recreational riding for personal 

enjoyment, without any element of competition. Pleasure riding is called ’hacking’ in 

the United Kingdom, and in parts of the eastern United States and Canada. In other 

parts of the United States, particularly the American West, the term trail riding is used 

interchangeably with pleasure riding when on natural trails or public lands. Many 

horses are suitable for pleasure riding, including grade horses and other animals of 



 

116 

 

ordinary quality and good disposition. Such horses are sometimes called hacks, 

particularly in those areas where pleasure riding is known as hacking. In recreational 

trail riding, having fun and enjoying time spent in nature, rather than speed and form 

are the goals (Wikipedia_Hiking, 2020). 

Moreover, while enjoying the beautiful landscapes and wilderness, trail riding takes 

into consideration the conservation of the natural landscape and cultural heritage, and 

supports the development of the rural areas. Trail riding can also be regarded as a 

high-quality outdoor experience that allows riders to enrich human relationships, to 

develop connections with other riders or with the local people. At the same time it may 

strenghten the relationship between man and horse, and improve specific skills. The 

closeness to the natural environment, the beautiful landscape and wilderness 

motivates riders to protect these resources (Wikipedia_Trail Riding, 2020). 

There are different categories of trail riding activities offered all over the world, and  

they are classified depending on their difficulty, the length of stay, and the level of the 

different prior experience and skills required from the riders.  

There are short trail rides for tourists and local residents with no previous riding 

experience, at low prices, requiring low skills, giving the possibility to ride briefly a 

calm horse at a gentle pace on level ground. Some learning experience may be 

included, so this kind of activity regularly consists of riding lessons and short leisure 

ridings (about half a day), mostly during the weekend. Riders are usually local regular 

clients from the main cities within a one-hour driving range,. Closeness to densely 

populated areas is a key factor for equestrian centres. Therefore the riding schools and 

the equestrian centres are the greatest real beneficiaries of this activity (Vinals et al, 

2014).  

Considering the requirements and the characteristics of the tourists, the inexperienced 

occasional tourist is partly similar to the above mentioned user. These customers 

attempt to spend their leisure time with a new, attractive activity during the holidays. 

They rent a horse, and need specialised associated services for the planned activity 

(Vinals et al, 2014,  p. 75).  

On the contrary, the one-day trail rides require experienced riders, and two types of 

riders can be mentioned in this category. The first type consists of riders who are 

usually the owners of their horses, and keep them in equestrian centres under different 

sorts of horse board, or keep them at home if they live in rural areas. This type of rider 

regularly goes on one-day excursions almost every week, especially on weekends and 

on holidays. They use local catering services, and occasionally horse transportation 

services for moving horses to outstanding natural areas to enjoy different landscapes. 
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Most of the benefits from this type of riders goes to the equestrian centres, because 

they offer the boarding services.  

The second type consists of riders who are occasional tourists aiming to gain 

experience in a destination with a complementary activity like a one-day horse riding 

trip. They are more or less similar to the previous half-day riders, but they are more 

experienced and skilled. The riding services offered to this group give a considerable 

source of income for the equestrian centres, because the customers usually rent a horse 

together with most of the services available (horses, craddle, catering etc.) to carry out 

the planned activity. Moreover, if the riders have not enough information about the 

area, or need special safety measures, they often require equestrian guiding services 

as well (Vinals et al, 2014). 

 

 Cross-country horseback riding (panoramic and field riding) 

 

Cross-country horseback riding is closely connected with the effort of sightseeing and 

getting aquainted with a region of a country, observing the panorama of the 

countryside, and enjoying the natural environment. 

This form of the activities may include tours and trail rides in a part of a country, or 

crossing over the country – or even a longer trekking which passes through more than 

one country. It is mostly a well-organised and guided tour, but may be a form of 

pilgrimage as well. It is mostly a group activity.  

Horses under saddle are often subject to the same regulations as pedestrians or hikers, 

where requirements differ from those for cyclists.  

Many long-distance trails throughout the world have sections suitable for horse riding, 

or are suitable for horses throughout their full length, while some have been developed 

primarily for horse riding.  

Horse treks involve five to seven hours riding every day for one or two weeks, or even 

longer, averaging 20 to 40 km per day. These treks include some type of 

accommodation as well: farms, equestrian centres, ranches, ’bed and bale’ houses, 

country houses, rural hotels or hostels, natural and rural shelters, inns. This is a high-

price, low-volume, longer-duration and high-skill equestrian tourism product.  It is a 

challenging activity for both the rider and the horse, so being fit is essential for the 

rider. According to Ollenburg (2005) clients engaging in these types of tours should be 

experienced in long-distance endurance riding, be able to control an unfamiliar horse 

in difficult terrain, and be able to adapt to local horse breeds, riding gear and other 
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customs. This kind of tourist must be a highly experienced rider, and must be familiar 

with different bridle and saddle designs, and has to know different techniques, 

commands and signals to communicate with the horse (Vinals et al, 2014).  

 

 Assisted horseback riding 

 

This form is mainly similar to the above mentioned horseback riding and hiking, but 

the service is provided with assistance. Many cross-country riding tours, treks, mainly 

the longer ones, are thoroughly organized, according to the individual needs and 

condition of the customers, assisted by an experienced leader. The success of the tour 

highly depends on the skills and attitude of the assistant. 

Relying on the research by Ollenburg (2005), guided commercial trail rides and horse 

treks are the most marketed horse-based tourism products, but both can be considered 

as belonging to the field of adventure tourism, because they require considerable 

riding skills and due to this, they are offered only to clients who are already skilled 

recreational riders. 

 

 Horseback-riding training holidays and courses 

 

As mentioned above, horseback-riding training courses are organized mainly by 

equestrian centres, training schools and some farms or ranches, often during the 

holidays. The popularity of riding holidays is growing, especially for children. 

 

Figure 5.7. Horseback education for children  
(Source: Lovasudvar, 2020) 
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5.3.2 Horse-related events and tourism 

 

This category includes sleighing and horse-sledding, workhorse shows, horse shows 

and other performances, skijoring and related activities, sled-joring, special packages 

complemented by horses, hunting tourism in horse-carts and hunting rides, and 

horsebach archery. 

 

 

 Sleighing, horse sledding 

 

A sled, sledge, or sleigh is a land vehicle that slides across a surface, usually of ice or 

snow. It is built with either a smooth underside or has a separate body supported by 

two or more smooth, relatively narrow, longitudinal runners similar in principle to 

skis. This reduces the amount of friction, which helps to carry heavy loads. Some 

designs are used to transport passengers or cargo across relatively level ground. 

Others are designed to go downhill for recreation, particularly for children, or in 

competitions. Shades of meaning differentiating the three terms often reflect regional 

variations depending on historical uses and prevailing climate.  

In British English, sledge is the general term, and more common than sled. Toboggan is 

sometimes used synonymously with sledge but more often it refers to a particular type 

of sledge without runners. Sleigh refers to a moderate to large-sized, usually open-

topped vehicle to carry passengers or goods, and typically drawn by horses, dogs, or 

reindeer – in our approach, obviously by horses.  

 
 

Two people in a horse-drawn cutter-style sleigh  
https://en.wikipedia.org/wiki/Sled 

 
Sleighride in a small private sleigh 

https://www.tremblantactivities.com/activities/?seas

on-2=winter 

Figure 5.8. Horse sleighing 
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In American usage sled remains the general term but often implies a smaller device, 

for recreational use. Sledge refers to a heavier sled used for moving freight or massive 

objects. Sleigh refers more specifically, than in Britain, to a vehicle which is essentially 

a cold-season alternative to a carriage or wagon and has seating for passengers; what 

can be called a horse-sleigh in Britain is known only as a horse-sled in North America.  

Sledding is a more commonly used phrase in North America. It frequently means a 

smaller carriage pulled by the horse or horses, typically used in winter sports or in  

leisure and recreational tourism. As an example of horse-sledding combined and 

connected with other leisure activities, find below an advertisement from a Russian 

tourism company: 

„Barbecue, Russian Folklore and Horse-Sledding in the Snow 

Departure from Moscow early in the morning to reach Sergiyev Posad. Then, transfer to 

the campfire in the forest (about 11 km from Sergiyev Posad). You are welcomed by Sergey 

who takes you by horse-drawn sleigh to the barbecue place, in the heart of the snow-

covered forest. Traditional Russian lunch around the fire: you enjoy marinated meat 

skewers drinking tea and Russian champagne in a picturesque winter setting. There is 

an opportunity to discover traditional Russian activities and games in the snow (sleigh 

rides, toboggan slides). Optionally, brighten up your experience with a folk ensemble and 

typical Russian songs! Return by sled to the vehicles and back to Moscow at the end of 

the day.” 

 

 

 

Figure 5.9. Horse sledding and Russian barbecue with chachliks  
https://www.tsarvisit.com/en/visits) 

 

 

The following advertisement for horse-sledding is from the Activity Centre of Mont-

Tremblant, Québec, Canada. The photo shows a different type of sled.  
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Horse Sledding on Mont-Tremblant 

 
Sleigh rides 

Figure 5.10. Horse sledding  
 https://www.tremblantactivities.com/activities/?season-2=winter 

 

„Winter horse sledding in Mont Tremblant is a wonderful winter activity for those 

aged 12 to 16 years old. Children will have a chance to drive their own sled pulled by 

miniature horses and ponies. The horse drawn sleigh ride takes you about 6 miles 

through a forest on private land. After arriving, children will meet the guides around 

a central fireplace. They will then be given a short briefing before meeting their horse 

and heading off on their adventure.” 

 

 

 Workhorse shows 

A draft horse or as it is less often called a carthorse, work horse or heavy horse, is a large 

horse, bred to be a working animal, doing hard tasks such as plowing and other farm 

labour. There are a number of breeds, with varying characteristics, but all share 

common traits of strength, patience, and a docile temperament which made them 

indispensable to generations of pre-industrial farmers.  

Draft horses and draft crossbreds are versatile breeds used today for a multitude of 

purposes, including farming, draft horse showing, logging, recreation, and other uses. 

They are also commonly used for crossbreeding, especially to light riding breeds such 

as the Thoroughbred, for the purpose of creating sport horses of the warm-blood type. 

While most draft horses are used for driving, they can be ridden and some of the 

lighter draft breeds are capable performers under saddle.  

 

Today draft horses are most often seen at shows, in pulling competitions and are often 

entered in competitions called ’heavy horse’ trials, or as exhibition animals pulling 

large wagons. However, they are still seen on some smaller farms in the US and 

Europe. They are particularly popular with groups such as the Amish and Mennonite 
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farmers, as well as with farmers who wish to work with a renewable source of power. 

Sometimes they are also used in forestry management to remove logs from dense 

woodland where there is insufficient space for mechanized techniques. Crossbred 

draft horses also played a significant role in the development of a number of warm-

blood breeds, popular today in international FEI competitions up to the Olympic 

Equestrian level.  

The terms harness horse and light harness horse refer to horses of a lighter build, such as 

traditional carriage horses and show horses, and are not generally used to denote 

’heavy’ or draft horses. Harness horse breeds include heavy warm-blood breeds like 

the Oldenburg and Cleveland Bay, as well as lighter breeds like the Hackney, and in 

some disciplines, such as combined driving, light riding breeds e.g. the Thoroughbred 

or Morgan may be seen.  

Draft horse showing (also called: draught horse, dray horse or carthorse showing) refers to 

horse shows exclusively for horses of the draft horse breeds. In North America, though 

a small number of draft horses are also shown under saddle, the term ’draft horse 

showing’ refers to a specific horse show competition that primarily features driving 

exhibitors presenting their horses to be judged in harness. Worldwide, some draft 

horse shows also feature riding classes. The driving events at these competitions are 

somewhat akin to fine harness classes at horse shows for light horses.  

 

 
Figure 5.11. Harness horse  

(Source: Wikipedia_Draft horse, 2020) 

 

 Horse shows and other horse performances (such as moving logs and ground 

handling) 

 

A horse show is a judged exhibition of horses and ponies. Worldwide ccompetitions are 

held for many different horse breeds and equestrian disciplines, from local to 
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international levels. Most horse shows run from one to three days, sometimes longer 

for major, all-breed events or national and international championships in a given 

discipline or breed. Most shows consist of a series of different performances, called 

classes, wherein a group of horses with similar training or characteristics compete 

against one another for awards, and often for prize money.  

Draft horse shows are different from draft horse pulling competitions, where teams of 

horses compete to determine who can pull the most weight. For example, the major 

agricultural shows in Australia hold led (conformation), trade and turnout classes for draft 

horses. At field days draft horses are also shown in long reining, ridden, log snigging, 

ploughing, pulling, novelty events, agricultural and other implements events, too.  

There are ten international disciplines run under rules established by the FEI: 

combined driving, dressage, endurance riding, eventing, paraequestrianism, reining, 

show jumping, tent pegging, vaulting, Western pleasure, showmanship. However, 

these are sports activities, so not really relevant for equestrian tourists, except for 

participating as spectators or viewers of a competition or show.  

 

  
http://www.bacskiskunmegyenemzetiertekei.hu/megyei_ertekek/1070-bugacpuszta-s-a-bugaci-p-sztor-let 

 
https://hovamenjek.hu/balatonlelle/radpuszta-gasztro-elmenybirtok 

Figure 5.12. Horse shows 

 

Another example is from the United Kingdom. where there is a distinct difference 

between ’horse competitions’ such as dressage or eventing and horse shows. Horse 
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shows provide an opportunity for riders and owners to exhibit their animals without 

taking part in any of the Olympic disciplines. Classes are divided into ridden and in-

hand sections and there are many different classes for different horses and ponies. 

Most shows also include show jumping and working hunter sections.  

 

Show jumping, eventing and dressage are sometimes called "Olympic" events, because 

they are the equestrian sports included in the Olympic Games.  

There are also specialized classes for draft horse showing, and a number of events for 

horses and ponies driven in harness. Miniature horses also have their own shows, with 

a number of specialized classes.  

 

 
Show jumping 

(Wikipedia_ Horse Show, 2020) 

 

 

 
A Welsh pony in fine harness competition 

https://commons.wikimedia.org/wiki/File:Welsh-A-Buggy.jpg 

Figure 5.13. Show jumping and harmess competition 

 

Most horse shows offer halter classes, also called ’breeding’,  ’conformation’, or ’in-

hand’ classes. In these classes the horse is led without a saddle, not ridden, and its 

conformation and gaits are judged. To train young equestrians in halter showing 

techniques, horse showmanship classes are offered, in which the handler, not the horse 

is judged on his or her abilities.  

Rodeos and horse pulling competitions are not technically horse shows, but they are 

competitive equestrian events, often with a high prize money.  

 

Horses are driven in harness in many different ways. For working purposes, they can 

pull a plow or other farm equipment designed to be pulled by animals. As mentioned 

about ’horse racing’, horses can race in harness, pulling a very lightweight cart known 

as a sulky. At the other end of the spectrum, draft horses compete in horse pulling 
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competitions, where a single horse or teams of horses, and their drivers vie to 

determine who can pull the most weight for a short distance.  

In a horse show competition, the following general categories of competition are seen 

(Wikipedia_ Horse Show, 2020):  

 

i. Combined driving, an internationally recognized competition, where 

horses perform an arena-based ’dressage’ class where precision and 

control are emphasized, a cross-country ’marathon’ that emphasizes 

fitness and endurance, and a ’stadium’ or ’cones’ obstacle course. 

ii. Draft horse showing: Most draft horse performance competitions are done 

in harness. 

iii. Pleasure driving: Horses and ponies are usually hitched to a light cart 

shown at a walk and two speeds of trot, with an emphasis on manners. 

iv. Fine harness: Also called ’Formal driving’, when horses are hitched to a 

light four-wheeled cart and shown in a manner that emphasizes flashy 

action and dramatic performance. 

v. Roadster: A horse show competition where exhibitors show their racing 

skills riding in a sulky in a style akin to harness racing, only without 

actually racing, but rather focusing on manners and performance. 

vi. Carriage driving, using somewhat larger two or four wheeled carriages, 

often restored antiques, judged on the turnout/neatness or suitability of 

horse and carriage. 

 

 Skijoring and other horse-related events, including trotting and other 

competitions 

 

Equestrian skijoring usually consists of a team of a horse and two people: a rider for 

the horse, and a skier. A rider controls the horse, and the person on skis carries no 

poles, but holds a tow rope in a manner similar to water skiing. In some places in 

Europe, competitions involve a riderless horse who is guided by the skier. Open 

snowpacked fields and community streets are sometimes used, although horse 

racetracks are also used in some places.  

 

At a competition form of skijoring, the horses gallop down a track roughly 270 to 370 

m in length. Skiers must navigate a series of jumps and gates. At some events, to add 

more difficulty, the skier is also required to grab one or more rings as they ski past a 

station on the course. On a straight track, the horse runs down the middle of the course 



 

126 

 

with the skier navigating slalom gates and jumps on either side of the track. Jumps are 

0.61 to 2.13 m in height. Venues may also offer novelty events, such as a long jump 

competition where the horse pulls a skier who jumps for maximum distance, landing 

on the flat.  

 

Equestrian skijoring 
https://en.wikipedia.org/wiki/Skijoring#Equestri

an_skijoring 

 
Skijoring with horses,  including slalom gates 

and jumps. 
https://en.wikipedia.org/wiki/Skijoring#Equestrian_skijoring 

 

Figure 5.14. Skijoring 

 

 Sled-joring 

 

Similarly to skijoring, we can call the following new equestrian activity ’sled-joring’, 

when one person on horseback pulls another one on a sled behind a horse. 

                                                                          

  
Figure 5.15. Sled-joring 

 http://curlyhorsecountry.com/stories_sledjoring.htm 
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 Special tourism product packages where horses are a complement (e.g. wine 

festivals with horse cart transport, historic trails on horseback, medieval 

tournaments, etc.) 

 

In these tourism products the emphasis is not on the horse-based activities, but on 

another special tourism attraction, such as a wine festival, or a medieval tournament, 

or sightseeing in a town, and the horses are only a complement to it.     

 

A tournament, or tourney was a chivalrous competition or mock fight in the Middle 

Ages and during the Renaissance (12th to 16th centuries). It is very popular today to 

revive these medieval tournaments as tourist shows with the competitors frequently 

fighting on horseback.  

 

 
                                          Figure 5.16. Medieval tournament at Sümeg 

https://zcms.hu/hotelkapitanyhu/img/gallery/d2a43f72743f2df73e736d8b452c3d4d.jpg 

 

 

Horses may also draw carriages or sleighs at several different touristic parades, 

festivals and ceremonies. In most towns sightseeing is very popular in a horse-drawn 

carriage.   
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Figure 5.17. Romantic sightseeing sleigh in Budapest 

www.meglepkek.hu 

 
Figure 5.18. Horse cart at a wine harvest festival in a Hungarian village 

http://www.koszeginfo.com/programok-esemenyek/2018-09-08/20-bozsoki-szureti-mulatsag 

 

 

 Hunting tourism: horse carts instead of 4x4 vehicles  

 

Hunting is a popular leisure activity even today, offering challenge, excitement and 

fun to the participants, while maintaining the traditions of the countryside. It 

improves the relationship with the environment, mainly when it is done with 

horses. A larger company of hunters frequently ride to the hunting ground in a 

horse cart, instead of a motor vehicle. Hunters with not enough riding experience, 

and spectators may also use a horse cart instead of horseback riding. 
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Figure 5.19.  Riding for hunting by a horse cart 

http://gyulavezer.blogspot.com/2012/01/vadaszlovaglas.html 

 

 

 Hunting rides for experienced riders 

                                         

 

  

Figure 5.20. Photos of a hunting ride competition in Hungary    
www.gyulavezer.blogspot.com 

  

The horses, called ’field hunters’ or hunters, are a prominent feature of many hunts, 

although huntings are also conducted on foot (and those hunts with mounted riders 

also have foot followers). Horses on hunts can range from specially bred and trained 

field hunters to casual hunt attendees riding a wide variety of horse and pony types. 

Draft and Thoroughbred crosses are commonly used as hunters, although purebred 

Thoroughbreds and horses of many different breeds are also good for the purpose.  
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Figure 5.21. A mixed field of horses at a hunt, including children on ponies 

https://en.wikipedia.org/wiki/Fox_hunting#Horses 

 

Some hunts with unique territories favour certain traits in field hunters. For example, 

when hunting coyote in the Western US, a faster horse with more stamina is required 

to keep up, as coyotes are faster than foxes and inhabit larger territories. Hunters must 

be well-mannered, have the athletic ability to clear large obstacles such as wide 

ditches, tall fences, and rock walls, and have the stamina to keep up with the hounds. 

In English foxhunting, the horses are often a cross of half or a quarter Irish Draught 

and the English thoroughbred.  

 

There is a modern form of „fox”-hunting, when the hunters do not chase a real fox, but 

another horseback rider, carrying only a fox tail which represents the cunning animal. 

So it is rather a sport or leisure activity than a real hunting. However, it requires not 

only a very good horse, but outstanding riding skills, and good stamina to get over the 

several natural and artificial obstacles (e.g. treetrunk, stream, deep ditch, high fence, 

etc.). Finally the fastest and most skillful hunter will win the exciting competition. 

 

 

 Horseback archery or mounted archery 

 

A horse archer is a cavalryman (or woman) armed with a bow, able to shoot, while 

riding from horseback. Archery has occasionally been used from the backs of other 

riding animals.  

 

In large open areas it was a highly successful technique for hunting, for protecting the 

herds, and for war. It was a defining feature of the Eurasian nomads during antiquity 
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and the medieval period, as well as of the Iranian peoples in antiquity, and of the 

Hungarians, Mongols, Vietnamese and the Turkish peoples during the Middle Ages. 

By the expansion of these peoples, the practice also spread to Eastern Europe (via the 

Sarmatians and the Huns), to Mesopotamia, and East Asia. In East Asia, horse archery 

came to be particularly honored in the samurai tradition of Japan, where horse archery 

is called Yabusame. Horse archery developed separately among the peoples of the 

South American Pampas, and the North American prairies, the Comanches were 

especially skilled.  

 

The term mounted archer occurs in medieval English sources to describe a soldier who 

rode to battle but who dismounted to shoot. 'Horse archer' is the term used more 

specifically to describe a warrior who shoots from the saddle at the gallop. Another 

term, 'horseback archery', has crept into modern use, and became a popular equestrian 

activity today.  

 

 

 
Horseback archery at a medieval tournament in Sümeg, Hungary     

https://hotelkapitany.hu/fotogaleria/tortenelmi-lovasjatekok 

 
Mounted archery by Lajos Kassai 
https://en.wikipedia.org/wiki/Lajos_Kassai 

 
Mounted archery in Tibet 

https://en.wikipedia.org/wiki/Mounted_archery 
Figure 5.22. Horseback archery   
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Since using a bow requires the rider to let go of the reins with both hands, horse archers 

need superb equestrian skills if they are to shoot on the move. The natives of large 

grassland areas used horse archery for hunting, for protecting their herds, and for war. 

Horse archery was a basic survival skill for many groups, and additionally made each 

able-bodied man, at need, a highly-mobile warrior. The buffalo hunts of the North 

American prairies may be the best-recorded examples of bowhunting by horse archers.  

 

Horse archery and associated skills were revived in Mongolia after the independence 

in 1921 and are displayed at festivals, in particular, the Naadam. Despite the 

formidable history of Mongolian horse archers, the sport is very limited in Mongolia 

itself today, and at most Naadam festivals the archery and horse-riding competitions 

are conducted independently; the horses are raced with one another, and the archery 

is traditionally practiced from a standing position rather than from horseback. In the 

past five years a desire to revive the tradition seems to have been addressed by the 

foundation of the Mongolian Horseback Archery Association, whose members have 

competed in South Korea and Europe (Wikipedia_Mounted Archery, 2020) 

 

Today horse archery has become very popular also in Hungary, owing to the work of 

Lajos Kassai, a Hungarian bowyer, archer and equestrian. He reconstructed the 

Hungarian composite bow from the time of the Hungarian Conquest, and revived the 

traditional art of horse archery, adapting it to create a modern sport. It is actually a 

quite hard sport, but can be regarded as a leisure equestrian activity, or spectator 

activity at the same time. Lajos Kassai created the competitive rule system of horse 

archery in the late 1980s, and started to propagate this new sport, first in Hungary, and 

from the 1990s in the rest of Europe, the United States and Canada. He summarized 

his experiences in his book ’Horse archery’ (Kassai, 2002), which, since its publication, 

has been translated into German, English and Russian.  He founded the centre of 

Hungarian horse archery, the Kassai-valley, near Kaposmérő.  

 

Horse archery centres based on the Kassai-school are currently operating in fourteen 

countries, and they regularly organize world cups. In 2011, the University of Physical 

Education in Hungary accepted the education practice developed by Kassai and began 

horse archery training. Hungary is the first country in the world where one can get a 

teaching diploma in horse archery (Kassai, 2020). 
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5.3.3. Special horse-related eco-agritourism 

 

Actually this type of horse-based activity means ’living on a ranch’, working on an 

organic farm where horses are used instead of agricultural machinery. Another way is 

to stay at the ranch as a guest, and observing the work with horses. The tourism aspect 

includes fixed-site farm stays, where horses are kept, and learning horse handling on-

site. 

Many ranches offer a field and/or stabling for horses, and most offer riding on the farm 

or nearby. Being in the countryside there are several opportunities to observe the work 

with horses and take part in it. The guest frequently not only works at the farm, but 

may go trekking up country lanes, or ride across open fields. Farm stays are perfect for 

horse holidays because the guests are looked after by people who work with the 

animals on a regular basis, and they not only teach how to hande horses, but have 

everything that the customers need to go riding. 

 

  
https://www.farmstay.co.uk/Accommodation/HolidayIdeas/Riding?page=3&pagesize=10&guid=1589749719412&sortBy=#re

sults 

 
https://www.igaslokozpont.hu/hirek/gyeplazitas-osi-modszerrel-

2020-04-29 
https://www.igaslokozpont.hu/galeria 

 Figure 5.23. Horse-related eco-agritourism 
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5.3.4.  Horse therapy 
 

Horse therapy is a form of Equine-assisted therapy (EAT), which encompasses a range of 

treatments that involve activities with horses and other equines to promote human 

physical and mental health. The use of EAT has roots in antiquity, and EAT 

applications to physical health issues in modern form date back to the 1960s. The 

modern use of horses for mental health treatment dates back to the 1990s.  

Horse therapy is recommended primarily for children and adults with some traumatic, 

nervous or muscle injury, but it is also useful for autistic-injured people, and naturally 

provides relaxation for healthy people as well (Wikipedia_ Horse Therapy, 2020).  

An overall term that encompasses all forms of equine therapy is Equine-Assisted 

Activities and Therapy (EAAT). Various therapies that involve interactions with horses 

and other equines are used for individuals with and without special needs, including 

those with physical, cognitive and emotional issues. The terminology within the field 

is not standardized, and the lack of clear definitions and common terminology 

presents problems in reviewing medical literature. 

 

 
Figure 5.24.  Horse therapy – Brainman pictures 

www.brainmanpictures.priwigo.com 

 

Within that framework, the more common therapies and related terminology are:  

 Therapeutic horseback riding applies a therapeutic team, usually including a 

certified therapeutic riding instructor, two or more volunteers, and a horse, to 

help an individual ride a horse and work with it on the ground.  

 Hippotherapy involves an occupational therapist, a physiotherapist, or a speech 

and language therapist working with a client and a horse. Different movements 

of the horse present challenges to the client to promote different postural 

responses, by the horse influencing the client rather than the client controlling 

the horse. The word ’hippotherapy’ is also used in some contexts to refer to a 
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broader realm of equine therapies. The speciality of movement therapy is that 

the movement of the horse is used for healing. It may appear as simple riding, 

but it is a complex treatment that simultaneously affects the physique, the 

nervous system, the senses and the psyche. The movement of the back of the 

horse acts primarily on the patient’s basin, and this exterior effect develops and 

spreads to the periphery. Relying on the experiments, the rhytmic movement of 

the patient, caused by the horse, cannot be replaced by any other 

physiotherapeutic exercises. This motion is rather similar to human walking, 

and stimulates the nervous system and the physique of the patient. 

 Equine-assisted learning (EAL) is described as an ’experiential learning approach’ 

that promotes the development of life skills through equine-assisted activities.  

 Equine-assisted psychotherapy (EAP) does not necessarily involve riding, but may 

include grooming, feeding and ground exercises. Mental health professionals 

work with one or more clients and one or more horses in an experiential manner 

to help the clients learn about themselves and others, while processing or 

discussing the client's feelings, behaviours, and patterns. The goal is to help the 

client in social, emotional, cognitive, or behavioral ways.  

Besides the few examples listed here, the field of equine therapy is very wide, and 

cannot be covered in its full range here. 

 

5.4.  Horse breeds – with Hungarian examples 

 

Considering the supply side of equestrian tourism services, the quality of horses, their 

features, breeding characters, training and rearing circumstances are essential.  In the 

following section we review the most frequent and important horse breeds, their 

features and most frequent possibilities of utilization. 

 

 
Figure 5.25. Horse breeds   

(Ligetlovarda, 2020) 
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5.4.1 The main ancestors of modern horse breeds 

 

The main breeds regarded to be the early ancestors of the modern horse breeds are 

the following species (Ligetlovarda, 2020): 

 

- The Northern pony (Equus przewalski gracilis) which lived on the northern 

marshes and tundra of Eurasia. Several modern pony breeds are the 

descendants of them, but only the Exmoor Pony has preserved its original 

features. 

 

- Te Pony of the Tundra (Equus przewalski robustus) lived also on the north 

territories of Eurasia, but its stature was more robust, it had a larger body and 

a bigger head. It is mostly similar to the Shetland Pony of Scotland. This breed 

is regarded to be the ancestor of the cold-blooded breeds. 

 

- The Ram-Headed Horse lived on the bare mountains of Africa, and became 

acclimatised to the heat and drought. It had a large body but refined stature, 

light and long legs, its characteristic feature was its head resembling to a ram-

head. This breed was the ancestor of the Barb and the Sorraia breeds. Today the 

Akhal-Tekini is the breed most similar to it. 

 

- The Horse of Steppes was living on the deserts of Western Asia. This breed was 

smaller, with a long and slender body, and fine bones. It was very 

temperamental, spirited and extremely fast. Its characteristic features have 

survived in all the modern noble Arab horses. 

 

The closest straight ancestors of our modern domestic horses are the Forest Horse, 

Przewalski’s Horse and the Tarpan. Today only Przewalski’s horses have survived, 

while the Forest Horse and the Tarpan are extinct. Currently several attempts have 

been made for the resurrection of the other two ancient breeds. 

 

 The Forest Horse lived on the marshlands of Northern Europe. It was the ancestor 

of the modern cold-blooded horse-breeds. It had a big stature with thick and heavy 

legs, large hoofs, therefore it was rather slow. Its fur was thick and rough, with a  

long and thick mane. 
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 Przewalski’s Horse:  Przewalski’s Horses are the only known surviving species of 

wild equine on the planet since the extinction of the Tarpan. Other common names 

of this horse are: Mongolian wild horse, Asian wild horse or Takhi, but it was 

named after the Russian geographer Nikolaj Przewalski, who had discovered it on 

the Mongolian steppes. It is a rare and endangered horse, native to the steppes of 

central Asia, and it has never been domesticated. However, one time it was extinct 

in the wild, but recently it has been reintroduced to its native habitat in Mongolia. 

Currently these animals can be seen mainly in the zoos.  The animal is squattish, 

with a large and heavy head, its back is straight and long, its legs are short and 

sturdy. Its traditional colour is dun with primitive markings. Most of the modern 

horse breeds are regarded to be distant descendants of this wild horse.    

 

Przewalski’s horse Tarpan horse 

Figure 5.26.  Przewalski and Tarpan  
(Ligetlovarda, 2020) 

  

 Tarpan 

 

Tarpan is one of the few wild equines that existed during prehistoric times. The true 

wild Tarpan, originated from the steppes of Ukraine and Russia, is actually an extinct 

species. The last wild Tarpan mare had died in 1880. Today’s version of the Tarpan, 

also called the Heck Horse, is a genetic revival of the old breed. 

Originally Tarpans lived throughout eastern Europe, Ukraine and western Russia, and 

their blood is a part of a wide variety of modern breeds. Most breeds of pony and light-

weight horses originate from either the Tarpan or Przewalski’s Horse. The light-weight 

Tarpans are also thought to be the ancestors of the Barb and the Arabian breeds. 

 

After the extinction of the original Tarpans the Polish Government made efforts for 

their revival. They used Konik horses which were closely related cousins of the Tarpan, 

and with selective breeding practices tried to recreate the breed’s genetics. Similarly, 
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the Heck brothers in Germany, at the Munich Zoo also tried and were able to revive 

the breed with reasonable success. However, their breed was not a pure descendant, 

so it is called Heck Horse to distinguish it from the original Tarpans.  

 

The main features of the breed are: a long and broad head with small, round eyes and 

long ears; the neck is thick and short; the back is long and straight, the shoulders are 

sloped and long, the legs are also long and slender. The animals are calm and friendly, 

intelligent and independent. The traditional colour of the breed is always a shade of 

dun with primitive markings. Today most of the new Tarpans are owned by zoos and 

private enthusiasts.   
   

 

5.4.2 Popular horse breeds 
 

 

The descriptions of the modern, popular horse breeds presented in this section are 

based on the following sources: Ligetlovarda, 2020; Equinest website, 2020; Némethy& 

Bartos, 2019. 

 

 

Akhal-Tekini 

 

This horse breed is originated from Turkmenistan, and it had already existed 

approximately 3000 years ago. Its thin skin and fine hair are the result of  adaptation 

to the warm climate of the desert. The main goal of breeding was success in horse-

racing. Currently the centre of breeding and rearing is Ashbad and the surrounding 

area. The breed was not suitable or adequate to be crossed with thoroughbreds, so  

attempts for this did not succeed. It is a heavy-duty horse, one of the most capable 

breeds for hard wear. The main features of the horse are: big eyes, wide nostrils, deer-

neck, long legs, with small, hard and regular hoofs. Its golden colour is a unique 

speciality of the breed. 

 

 

Anglo-Arabian 

 

This breed is a cross of an Arabian and English Thoroughbred, combining the 

endurance and refinement of the Arabian horse with the speed and stature of the 

Thoroughbred. The offspring of the breed must have no more than 75 %,  and no less 

than 25 % Arabian blood. The history of the breed goes back to as early as 1750, to 
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breeders in Normandy – or at least it is believed so, though not documented properly. 

Serious and well-documented breeding started in the beginning of the 19th century, 

when Mr Bonnevan began breeding an Arabian stallion to two Thoroughbred mares. 

The breed studbook was established in 1833, under the care of the French National 

Stud Service. By the end of the 19th century the breed became very popular owing to 

its flashy looks and extreme athleticism.   

 

 
Akhal-Tekini 

 
Anglo-arabian 

Figure 5.27. Akhal-Tekini and Anglo-arabian horses  
(Ligetlovarda, 2020.) 

  

The main features of the horse are: a short, strong body with a deep barrel; a chiseled 

and refined head; a long, slightly arched neck, long and strong legs. It is often taller 

and less refined than the average Arabian. Its colour may be chestnut, grey or bay. It 

is a great competition horse, built for speed and endurance, so excellent for sports, but 

also good for racing, eventing and pleasure riding as well. 

 

 

English Thoroughbred 

 

This warm-blooded breed originates from the 18th century. The Thoroughbred horse 

breed comes from three famous foundation sires that were imported into the UK early 

in the 18th century, the Darley Arabian, the Byerley Turk and the Godolphin Barb. 

These were crossed with Iberian Andalusian, African Arab and Turkish mares. 

However, the exact bloodlines of the foundation sires are mysterious, not clearly 

known. Over the centuries different breeds have contributed to the lineage of the 

modern Thoroughbred. 
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English Thoroughbred 

 
Andalusian horse 

 Figure 5.28. English thoroughbred and Andalusian 
(Ligetlovarda, 2020) 

 

 

The three basic types of the breed are:  

- sprinter – tall, very fast,  with a long body,                                                                     

- stayer – smaller, with a shorter body, 

- middle-distance – having well-sloped shoulders and a shorter back. 

 

The general features are: a rather small and elegant head with large and lively eyes, a 

long and slightly arched neck, a chest high and wide, a long back, long legs, but small 

hooves. The colour may be chestnut, bay, black, grey, or roan. The horse can be used 

for either racing or eventing, and is also good as a pleasure, show or competition horse. 

The Thoroughbred is frequently used to improve other breeds as well (Equinest 

website, 2020a). 

 

 

Andalusian 

 

The Andalusian horse is known by many different names, e.g.: Iberian Saddle, War 

Horse, Lusitano, Spanish Horse, Carthusian, Portuguese etc. Currently this breed is 

officially known as the Purebred Spanish Horse. 

This Spanish breed originated in the Iberian Peninsula, from the city of Jarez, and was 

first recognised as a breed in the 15th century. In all probability, the Andalusian breed 

evolved from the Tarpan (Equus Asiaticus), the Sorraia and the Barb breeds. Probably 

their roots go back to Asian influence prior to the Muslim invasion of the Iberian 

Peninsula, and the Barb blood influenced the Roman nose of this breed. The 

Andalusian was one of the three most important breeds which had the greatest 

influence on horse-breeding worldwide. The other two breeds were the Arabian and 
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the Barb. During the 19th century, war and an epidemic caused purebred numbers to 

decline, but a small herd was hidden from the destruction at the Carthusian monastery 

near the coast of Jarez de la Frontera. Later this herd was used to rejuvenate the breed. 

In the 21st century this handsome breed is continuously growing, and is very popular 

worldwide. 

 

In the past it was used as a war horse for its prowess, and prized for its nobility. 

Though athletic, it is not a quick horse. With long, thick and often curly manes and 

tails, the Andalusian has a very elegant appearance. It has a large sculpted head with 

a convex profile, a deep, short-coupled body, elegant arched neck, bright eyes, strong 

round hindquarters and short cannon bones. It is intelligent, reliable and learns 

quickly.  

Its traditional colours are: grey, bay, black, chestnut and liver-yellow. Currently it is 

most frequently used for general riding, and as a show or performance horse (Equinest 

website, 2020b).   

 

 

Furioso North-Star 

 

The Furioso North-Star (or Half-blood of Mezőhegyes) horse was named after its two 

ancestors, English thoroughbreds. The formation of the breed began in 1841, when the 

Imperial and Royal Stud Institute was established. The aim of the breeding was to 

create a strong, robust horse breed with good working ability, that should be also good 

for military use, being fast and steady. The two founder stallions were Furioso Senior 

and North Star Senior. They contributed to the development of the breed and the stud, 

and created a new bloodline. Furioso was a very nice English thoroughbred from the 

stud farm owned by the Hungarian Count Károlyi. It was a well-trained stallion with 

good inheritance, and had high genetic value, therefore he contributed in the 

formation of an English half-blood. The horses that descended from both the Furioso 

and the North-Star lines were very successful at competitions and exhibitions. This 

inspired the further spreading of the breed, and the establishment of more private stud 

farms. The Furioso North-Star (or the Half-blood of Mezőhegyes) was registered as an 

independent breed in 1867 and onwards. This horse is an excellent hack(ney) with a 

noble head, a squattish body, a low-pitched chest and a slanting shoulder. Its typical, 

most frequent colours are black and bay.  

 

After World Wars I and II the number of Furioso North-Star horses was reduced 

dramatically. Moreover, after the political changeover in 1989-1990 in Hungary, as a 

consequence of the agricultural reorganisation, the traditional cooperative breeding 
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stocks and state farms disappeared. Therefore, unfortunately, there are no state-owned 

stud farm of this breed, only registered mares can be found.  

 

 
Furioso North Star 

 
Holsteiner 

Figure 5.29. Furioso and Holsteiner horses 
(Ligetlovarda, 2020) 

 

Holsteiner 

 

The Holsteiner is the oldest of the German warmbloods, originated from the Elmshorn 

district of Holstein. This breed is a descendant of wild marsh horses from the local 

area, dating back to 1300. The monasteries of Uetersen in the Haseldorf marshes 

started using the local marsh horses for stud to develop war-horse bloodlines. This 

breed has Spanish ancestry and eastern blood as well. During the 16th through the 18th 

century high demand appeared for the breed, so the Holsteiner breeding industry was 

booming. Many breeders used the Holsteiner blood to improve and refine other 

breeds. 

The breeding of the famous cream Holsteiner horses began in 1680, but the breeding 

organisation was established in 1960. At the beginning of the 19th century the 

introduction of Thoroughbreds refined the strong Roman nose, lowered the flashy leg 

and improved speed. Yorkshire Coach Horse stallions were also involved in the 

breeding, providing a wider leg better suited to the heavy frame, and a more even 

temper. The result was a well-set-up and handsome horse with supreme strength, nice 

movement, even temper and sensibility to become an excellent partner. These horses 

are perfectly suited for long distances, initially bred for the high-kneed movement of 

carriage horses. They are strong and beautiful movers, but also excellent in show 

jumping and cross-country competitions.  

The main features of the breed are: a heavy frame, a straight and plain head; a strong, 

muscular neck; sloped shoulders with clearly defined withers. It is intelligent, obedient 

and even-tempered. Traditional colours are: most frequently bay, but can be grey, 

chestnut and black.  
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The horse is mainly used for general riding, but it is also suitable for competitions and 

for shows (Equinest website, 2020c). 

 

 

Hucul – the Carpathian Pony 

 

This horse is often called the „Carpathian Pony”. It originated directly from the wild 

horses, and is considered to be the direct descendant of the Tarpan.  

The Hucul is a traditional Carpathian breed, and comes from a region of the Eastern 

Carpathians that is now in Romania. The indigenous breed was named after a small 

group of people, the Huculs or Hutsuls, living in the border area of Bukovina, Galicia 

and Hungary. However, the horse breed is more ancient than the Hucul people. 

In 1856 the first stud farm was established in Romania, and the horses were carefully 

bred to preserve the pure bloodlines. In 1922, 33 animals were sent to Czech territories 

to establish another herd there. Several years later, in the early 1970s, the breeders 

founded an organisation, the Hucul Club to prevent a looming extinction due to 

declining numbers. In 1982 a studbook was established with 50 pureblood animals. 

Finally, the Hucul International Federation was formed in 1994, and currently the 

numbers of the breed are rising again. In Hungary a free grazing herd can be observed 

in Jósvafő, kept at grass. 

The main features of the horse are: its heavily built body, with a short, noble head and 

neck, but a broad chest; its body is compact with short and strong legs, but the feet are 

sound. Its coat is thick and coarse. The colour may be black, chestnut or bay. It has a 

calm temperament with great endurance and hardiness. It is an extremely persistent 

packhorse, riding horse and workhorse, used for hacking and formerly even for 

pulling timber. 

 

 
Hucul 

 
Gidran 

Figure 5.30. Hucul and Gidran horses  
(Ligetlovarda, 2020) 
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Gidran 

 

The Gidran or Hungarian Anglo-Arab is a horse breed developed in Hungary from 

bloodstock that included Arabian and Thoroughbred bloodlines. The development of 

the Gidran breed began in 1816 at the Mezőhegyes State Stud. The original foundation 

sire was a chestnut desert-bred Arabian stallion named Siglavy Gidran, who was 

imported to Hungary from Arabia. This stallion was crossed on Arabian, Turkish and 

Spanish-Naples mares as well as on other local mares from Eastern Europe. His son 

was later brought to the royal stud farm to be used as a breeding stallion. By 1850 the 

chestnut animals were primarily Gidran bred animals. 

 

The registration of the Gidran as an independent breed dates back to the re-

classification of the stud in 1855 to introduce strain breeding. In 1893, with an attempt 

to improve its character, English Thoroughbred blood was added, which resulted in 

temperamental horses, therefore later Shagya-Arabian and Kisbér bloods were also 

included. In 1977 a new breeding initiative took off, and currently there are two types 

of this breed: a smaller saddle type and a more robust harness horse. 

All members of the breed are chestnut. It is an endangered breed today, with only 

about 200 living representatives worldwide.  

The main features are: Its head is well-set, the neck is slightly arched and muscular, 

the back is tight, the shoulders are muscular and sloped, the legs are also muscular, 

the feet have good shape and hardness. It is generally used for riding, but is also good 

for light farming and harness work.   

 

 

Lipizzan horse 

 

The Lipizzan or Lipizzaner horses are perhaps most well-known for their fine 

performing stallions from the Spanish riding school of Vienna, which is the oldest 

riding academy of the world. On the world-famous horse-shows in the Spanish 

Equestrian School of Vienna only these elegant, dance-step horses can be seen. This 

breed is an international one, spread all over the world. The creation of the breed began 

about 400 years ago, and from that time it has been cultivated purely, except for a 

single Arabian cross in the early 1800s with a foreign breed. The Hungarian population 

has outstanding genetic value. Today the home of the Lipizzan or Lipica breed is 

situated in Lipica, Slovenia. On the Lipica Stud Farm the noble white horses have been 

raised for more than 400 years, thanks to Charles II, Archduke of Inner Austria, who 

decided to establish a new stud farm with Spanish horses, which were regarded the 
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ideal horse breed. Because of the similar climate to that of Spain, the Lipica region was 

chosen as the perfect site for the new farm. The Lipica Stud Farm was established in 

1580 and the first horses were brought from Spain in 1581. Stud book records date back 

to 1701, but they are incomplete. 

 

The riding school still stands in Vienna where it has been for well over 2 centuries, and 

the Lipizzan stallions are trained there to do difficult manoeuvres with patience and 

respect. 

 

The features of the breed are: a long head with a slightly convex profile, large and 

expressive eyes, a muscular, arched neck, a deep and wide chest, long back, sloping 

shoulders and strong, muscular legs.  

 

The colour of the classical-looking Lipizzan is predominantly grey. It has a lively 

character, docile and kind. These horses are very successfully used in shows, for 

riding, but are also useful in carriage-driving. 

  

 
Lipizzan 

 
Kisbér halfbred 

Figure 5.31. Lipizzan and Kisbér halfbred horses  
(Ligetlovarda, 2020) 

 

 

Kisbér Halfbred  

 

This breed gained its name after the town Kisbér in Komárom County, Hungary, 

where the Count Batthyány family had established a famous stud farm. After the 

revolution and war for Hungarian freedom in 1848-49 the stud farm was confiscated 

by the Habsburg Monarchy. However, Emperor Franz Joseph (the First) ordered to 

establish a new stud farm for military purposes in 1853, with a carefully selected 

breeding stock, using Thoroughbred stallions. Local animals were crossed with 

English Thoroughbreds and then the finest specimens were selected for further 
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crossing among themselves. To improve genetic homogeneity and increase body 

weight, only crossbred stallions from the best Thoroughbreds were used in breeding, 

involving even some Mezőhegyes crossbred horses for larger body weight. The result 

was this elegant-looking, physically strong, yet easy-to-walk and well-ridden breed, 

resembling the military riding horses from the second half of the 19th century. The 

Kisbér horses were the best hussar horses in the late 19th century and at the beginning 

of the 20th century. Today Kisbér horses have a high percentage of Thoroughbred genes 

and meet the requirements of modern sport horses, but at the same time preserve 

traditional breeding and genetic values.  

 

Features of the horse are: its noble and dry head with small and active ears;  a  long 

and straight or slightly arched neck;  a back that is often sloped forward and hollowed. 

The colour can be chestnut, grey, bay or black.   

 

The Kisbér horses may be used for riding and eventing and for military purposes, they 

are very popular in equestrian sports, for hobby holders and hikers as well. 

 

Muraközi horse or Mura-horse – the Hungarian cold-blooded horse 

 

This breed is a regional variety of the Hungarian Cold-blooded horse. Its origin comes 

from the 18th century, when the Hungarian Western border population regularly 

transported cereals to Austria. They brought the massive, high-load horse breeds to 

the country: the Nóri and the Pinzgau horses. From these two types of horses two 

different types of horse breeds were created: the Muraközi or Mura-horse – a small but 

powerful workhorse -, and a larger one, the Pinkafő horse. In 1904 the government had 

already supplied cold-blooded stallions to 140 breeders. Later Western horses of 

various breeds were also imported to unify and improve the stock. Because today most 

of the breeders lack written documentation, the present stud book contains unknown 

individuals in the pedigree. Unfortunately, the Hungarian heavy draft counts only 800 

mares today, and the breed can survive only with the help of breeding programs. 

 

The Mura horses, with lower body weight and fewer nutrient requirements, are able 

to carry on in difficult circumstances with less feed. They are hard-working, persistent, 

fast in bearing carriages, and have very good learning ability. 
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Muraközi horse 

 
Mezőhegyes sport horse 

Figure 5.32. Muraközi horse and Mezőhegyes sport horse 
 (Ligetlovarda, 2020) 

 

Features of the breed are: a long, heavy and characteristic head, with a slightly convex 

profile. Its eyes are large, expressive, the neck is short and muscular. It has a short and 

broad back, the legs are also short and sturdy with large, tough joints. The feet are 

large, round and well-shaped. Its traditional colours are: chestnut with flaxen mane 

and tail, grey, bay or black. 

 

Their lively temperament, good learning ability, lower body weight and more elegant 

appearance make these horses attractive not only as workhorses but also for 

entertaining tourists and for horseback hiking as well. 

 

 

Hungarian sport horse or Mezőhegyes sport horse 

 

The Mezőhegyes sport horse or Hungarian sport horse is the youngest horse breed in 

Hungary with relatively recent origins. This horse is primarily a cross between 

Hannoverian, Holstein and English Thoroughbred, but warmbloods from Germany, 

the Netherlands, Belgium and France made contributions as well. Other Hungarian 

breeds were also involved in the creation and formation of the sport horse, for 

example: Kisbér Half-blood, Gidran, Furioso North-Star and Nonius.  

 

The Mezőhegyes sport horse has been officially recognised since 1984. This excellent 

horse has an athletic stature with long legs and neck, a noble appearance, its muscular 

body is very well-built mainly for sports and riding. The colour may be almost any 

colour, but always unicoloured. 

Its individuals reached significant success in dressage, jumping and military training. 
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Nonius 

 

The Nonius is a curiosity and a success in the world of horse-breeds, created in 

Hungary almost 160 years ago. 

At the beginning of the 19th century, during the Napoleonic wars, the Austrians 

captured a number of young horses from a French stud farm. Among them there was 

a stallion named Nonius, an Anglo-Norman genus, which was assigned to Hungary, 

Mezőhegyes in 1816. He became Nonius Senior, the flagship or „grandfather” of the 

breed. He stood for 17 years in breeding at the Mezőhegyes Stud, and during this time 

he covered 368 mares of mixed breeds. Among the mares were Arab thoroughbreds 

and Spanish-Naples. Nonius Senior was not a very beautiful horse, but with these 

mares he succeeded to create offspring that matched the goal of breeding: the creation 

of a strong-bodied military riding-horse and harness-horse. In order to overcome the 

faults in their appearance a blood-crossing with four English Thoroughbred stallions 

was also used, then they and their descendants developed and shaped the breed for 

several generations. Therefore the risk of close breeding was successfully eliminated. 

World War II caused a serious decrease in the number of the breed, by the middle of 

the 20th century only 50 of them was left, but after the War the breed recovered fairly 

quickly. 

 

The horse has a very impressive appearance, and is very successful in carriage-driving.  

The main features are: a large head with a convex or Roman nose, a muscular neck, a 

soft and wide back, medium to long, straight and muscular shoulders. Its legs are 

strong with good joints. The colour can be black or bay. 

With its calm and steady temperament, the horse can be used not only for riding and 

sports, but in agriculture as well. 

 

 
Nonius 

 
Shagya-Arabian 

Figure 5.33. Nonius and Shagya-Arabian horses  
(Ligetlovarda, 2020) 
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Shagya-Arabian 

 

The Shagya-Arabian was established in Hungary during the Turkish occupation. At 

that time many animals of Arabian descent came to Hungary and the local people 

adopted them for breeding. Then, in 1789 the Bábolna Stud Farm was founded 

specifically for the Arabian breed, and they imported animals for this purpose. The 

aim of breeding was to increase the size of the horse without losing the noble 

appearance and unique characteristics of the Arabian animal. The development of the 

recent form of this breed started on 16 March 1816, when the Imperial War Council 

ordered the mares that already possessed a high percentage of Arabian genes to be 

bred only with Arabian Thoroughbred stallions to improve endurance. 

The flagship of the breed was a stud named Shagya, imported from Syria in 1836 to 

the Bábolna Stud Farm, who also gave its name to the breed. So this warm-blooded 

breed is a further developed version of the Arabian horse breed, created by the Bábolna 

and the Radautz Stud Farms. So the Shagya-Arabian is a native Hungarian horse, 

which has been declared a national treasure in 2004.  

 

The main features of the breed are: its characteristically Arabian head with a dished 

profile, large and expressive eyes, and small ears. The neck is long, slender and arched. 

Its back is slightly sunken, and the legs are strong with dry joints. The animal is usually 

docile, happy and easy-mannered. Its colour can be grey, chestnut, bay and black. 

This noble horse is excellently suited both for riding and carriage-driving. It can be 

used as a sport horse or an endurance horse as well, and frequently used for improving 

other breeds (Equinest website, 2020d). 

 

 

 

5.5 Destination Quality, Sustainability and Product Development 

 

Destination management involves many activities, that are aimed at making the 

destination a competitive destination, while maintaining its sustainability both 

environmentally and socially. Competitiveness requires the assurance of high quality 

services based on the endowments of the destination and on the possible market 

position. Sustainability means that the tourist services should be moderate in 

exploiting the natural resources while providing long-term high living standards for 

the local population. Product development should consider all these issues and 
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establish tourist services that are in harmony with the requirements of both 

competitiveness and sustainability. 

This chapter will provide a few examples of these issues looking at the experiences of 

Hungary, France and Spain. 

 

5.5.1  Quality assurance – an example from Hungary 

 

In order to ensure the sufficient and appropriate level of the equestrian tourism 

products and services it is necessary to implement a method for measuring the quality 

of the various equestrian services. A special quality assurance system was developed 

in Hungary, particularly for the equestrian tourism sector, called the „Horseshoe 

Qualification System”.  

Némethy and Bartos (2015) thoroughly explained the „Horseshoe” system. According 

to their description the equestrian service providers have to satisfy a whole range of 

requirements to achieve the grade of 1 horseshoe.  

 

The main qualification criteria are (Némethy&Bartos, 2015) as follows. 

 

i. Environmental aspects 

The environment, landscaping and natural endowments of the equestrian 

activity are very important factors. The condition and style of the buildings used 

for the horse service, the order and the suitability of the area, adequate hygienic 

conditions (e.g. the toilettes, bathrooms and other premises), cleaning services, 

etc. are also essential. 

ii. The keeping and fitness of the horses 

The technological conditions of animal husbandry, and the degree of horse 

training are also essential aspects of quality. The manageability of horses, their 

ability to establish good contact with people and suitability for service are 

necessary requirements. Naturally, good physical and health conditions of the 

horses are of high importance. 

iii. Aspects of horse services 

The range of horse services are also assessed by the grading system. The service 

provider should possess an appropriate number of the necessary tools in good 

condition, their maintenance, safety, cleanliness and comfort are also very 

important. Another requirement is the efficient marketing of the site 

(publications, use of information media, etc.) The quality of the services should 
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correspond to their price („value for money”). The five main equestrian services 

considered in the horseshoe classification system are: 

- education and training, 

- riding, 

- carriage or horse-coach, 

- demonstrations and horse-shows, 

- special services: hunting rides, therapeutic riding, breeding 

consultation, etc. 

iv. Personal factors 

The qualification and suitability of the service personnel is also evaluated. This 

refers to the equestrian specialists, trainers, guides, etc., who are essential for 

providing good equestrian services. The adequate language skills of the 

personnel are very important, regarding the international tourist demand for 

this type of tourist services. Health and safety protection, accident prevention 

are also crucial. 

v. Other related programmes, options 

The basis of the rating is the availability of other options either on the ground 

of the farm, or outside the farm. This includes guaranteed permanent 

programmes or events accessible for the customers, and availability and quality 

of accommodation and meals (catering) locally or nearby.  

 

 

Rating Categories (Némethy&Bartos, 2015.)  

 

The evaluation of a horse tourism service is based on scores of the criteria listed above. 

The scores range from 1 to 5 in each mentioned aspect, and the scores of the main 

aspects are calculated from the average points of the subcategories. Depending on the 

scores achieved, the facilities are rated from 1 to 5 horseshoes. The highest achievable 

total score is 25 points, the total sum of the points for the main aspects. The horseshoe 

grades are issued as follows: 

 

- 5 horseshoes: 22-25 points 

- 4 horseshoes: 19-21 points 

- 3 horseshoes: 17-20 points 

- 2 horseshoes: 15-16 points 

- 1 horseshoe:   12-14 points. 

 

5 horseshoes can be awarded to the place that has scored at least 22 points, and  

 in none of the main aspects has the average score below 4 points; 
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 has at least 10 suitable horses and equipment available; 

 can provide at least 3 of the 5 horse riding services; 

 it has at least one rider/trainer with good speaking skills in one main foreign 

language. 

 

4 horseshoes can be awarded to the place which scored at least 19 points, with no 

aspect score being lower than 3, and not more than one aspect scoring 3, but it cannot 

be criterion ii) (the keeping and fitness of the horses). Furthermore: 

 the facility has at least 8 suitable horses; 

 it can provide at least 3 horse riding services; 

 it has a relevant equestrian programme, related to the place and activities; 

 it has at least one rider/trainer speaking some of the main foreign languages. 

 

3 horseshoes are awarded to the place that reaches at least 17 points,  while in  criteria 

ii) and iii)  (i.e. the keeping and fitness of the horses, and aspects of horse services), the 

average score cannot be less than 3. Furthermore: 

 two of the main types of equestrian services are available; 

 there are related programmes; 

 there are at least 5 suitable horses. 

 

2 horseshoes are granted to the place that has scored 15 points, and 

 it has at least 4 horses and appropriate equipment; 

 it can provide at least two of the main types of horse services; 

 it has a related programme. 

 

1 horseshoe is given to the place,   

 reaches at least 12 points; 

 it has at least 3 suitable horses and appropriate equipment; 

 it has the average score not less than 3 for criteria ii) and iii). 

 

However, there are further requirements regarding the proportion of scores between 

the aspects of the horseshoe qualification system: 

 

- for 5 horseshoes: no score is allowed to be below 4 points in any aspect, 

- for 4 horseshoes: the average score of criterion ii)  (keeping and fitness of 

horses) must not be less than 4, 

- for 3, 2 and 1 horseshoes: scores in criteria ii) and iii) (i.e. keeping and fitness 

of horses, and horse services) must not be less than 3 on average. 
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Nevertheless, there are service providers, who are specialized in only a few services, 

therefore they cannot be assessed by the horseshoe classification. For example, some 

of them specialize in horse riding demonstrations, or in another special activity of 

equestrian tourism. Most of them do not ride at all, or with  just a few horses, but they 

perform their special activities at the right level, therefore they can be recommended 

to visitors. The high-quality demonstration venues were awarded a separate 

qualification degree, the title of „featured showroom”. 

Moreover, a lot of rural tourism hosts keep and provide horses for riding, and provide 

also horse carriage services, but because of the low number of horses they cannot 

achieve a horseshoe degree. These facilities are classified as „rural tourism”, if they 

perform equestrian activities at an acceptable level. 

 

Other facilities of special cultural and equestrian heritage, which present the ancient 

lifestyle of a nomadic group, are also excluded from the established horseshoe rating. 

For example, the life of ancient Hungarian tribes and their equestrian traditions are 

presented by a few service providers, but they do not have a barn, they use free-range 

animal husbandry, lodge the guests in nomadic „yurts”, that are not comparable to the 

required modern accommodation services. However, these sites have considerable 

appeal and value, showing the ancient Hungarian equestrian traditions, therefore 

these facilities are approved, and rated „nomad” in the qualification system.  

Besides we can mention the category of „studs”. Their main profile is horse-breeding, 

but they also deal with tourism as an ancillary activity. They offer services like the 

demonstration of the stud farm, but some horses can be used for cross-country riding, 

carriage riding, and on request they can provide more than 100 horses for horseback 

riding (Némethy&Bartos, 2015). 

 

 

5.5.2  A SWOT Analysis – a case study of equestrian tourism from Hungary 

 

For the successful management of any tourist destination it is crucial to assess the 

competitiveness of the destination in relation to its endowments and its environment.  

SWOT analysis is a useful tool to do this. The SWOT analysis measures the internal 

strengths and weaknesses of the destination together with possible threats and 

opportunities that the external environment may bring about. 

According to the Equestrian Tourism Product Development Strategy of Hungary 

(2007-2013), the main items of the SWOT analysis of Hungarian equestrian tourism are 

collected as follows (MLTSZ, 2006): 
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Table 5. 3. The SWOT analysis of equestrian tourism in Hungary. 

 

STRENGTHS 

 

WEAKNESSES 

• Favourable geographical situation 

• Variety and beauty of the landscape 

• Better horseback riding opportunities 

in Hungary than in the West due to 

access to free space 

• Good soil quality 

• For now, free use of forest and land 

roads 

• The Hungarian people regarded as 

"horse" nation 

• Increasing interest in horses and riding 

both in Hungary and abroad 

• Increasing demand for spending 

leisure time in a natural environment 

• Price level of goods and services is 

much lower than in Western Europe 

• Excellent price-quality ratio 

• The endurance of horses due to 

excellent breeds, ability, professional 

knowledge 

• Well skilled professional staff, with 

only minor deficiencies 

• Hungary’s image for foreigners is 

associated with good horsemanship 

 

• Lack of or insufficient guest relations 

management in riding facilities (briefing, 

information boards, diverse program 

opportunities, adequate price 

information) 

• Lodging conditions are often poor 

(housing and barn environment) 

• Lack of tourism and marketing expertise 

• Niche marketing product 

• Lack of language skills 

• Insurance issues are not solved 

• Lack of professional collaboration 

 Lack of additional programs and 

complex programme packages 

• Lack of government support or 

insufficient and illogical management of 

existing funding 

• National riding tours are missing 

• Lack of route/trail maps, where service 

providers are marked 

 Non-market-oriented product range and 

development, bad communication 

• Inadequate communication abroad 

• Due to financial difficulties lack of 

equipment of horses 

 Insufficiency of organized training of 

professions connected with horse 

tourism (e.g. blacksmith, belt 

manufacturer, saddle maker, etc.)  

 

OPPORTUNITIES 

 

THREATS 

• Contributing to a longer tourist season 

• Equestrian services coupled with other 

tourist products may offer full packages 

to increase the length of stay 

• The opportunity to familiarize the 

tourists with rural life 

• Unsuitable legal constructions of forest 

and nature protection law 

 Isolation of service providers - without 

the unification and collaboration of the 

equestrian profession  

 It is not possible to create a unified  

supply of equestrian touristic products 



 

 

 

 

155

• A missing product across Europe, so the 

country can be a market leader with 

conscious marketing work 

• Boosting domestic tourism 

 

• Private forests and land areas, which 

restrict access to valuable landscape 

areas 

 Current high VAT rates put back 

companies that offer equestrian touristic 

services  

 

By exploiting the opportunities, utilizing the strengths, while overcoming the threats 

and diminishing the weaknesses, equestrian tourism in Hungary may become 

prosperous again. 

 

 

5.5.3 Sustainability in horse-based tourism – examples from France 

 

To describe the French case study, let’s recall the issue of sustainability first. 

The World Tourism Organization (UNWTO, 2013) defines sustainable tourism as 

tourism that takes full account of its current and future economic, social and 

environmental impacts, addressing the needs of visitors, the industry, the 

environment and host communities.  

Therefore sustainable tourism must contribute to:  

- improving the welfare and livelihoods of local communities by supporting 

their local economies; 

- involving host populations and helping to strengthen their local cohesion; 

- allowing intercultural meetings and understanding; 

- providing a positive experience for local people, tourism companies and the 

tourists themselves; 

- promoting environmental awareness, conserving and protecting the 

environment, respecting wildlife, flora, biodiversity, ecosystems and cultural 

diversity .”(Pickel-Chevalier, 2015. p.10-11.)  

 

The assessed regional parks, where the sustainability of equestrian tourism was 

researched by Pickel-Chevaliar in her survey, were the following:  

- the Natural Regional Park of the Camargue (Camargue Horse) – South of 

France; 

- the Natural Regional Park of the Marquenterre (Henson Horse) – North of 

France; 

- the Natural Regional Park of the Cevenne (Przewalski Horse) – Center of 

France. 
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The Natural Regional Park of the Camargue extends from the Rhone to the 

Mediterranean Sea. It was established in 1970, and it is famous for the Camargue horse, 

which is a traditional and unique element of cultural identity, and a stimulating factor 

of economic development. The horse can be observed particularly well at the village 

Saintes-Maries de la Mer. 

 

This village is famous for ranching, the breeding of semi-wild Camargue horses in the 

wetland marshes, and its training of bulls for fighting. The horses are associated with 

all the events in the area, being an important part of its identity. The most famous 

events are: the pilgrimage in May, that is a big procession with herdsmen on horseback 

leading the statutes of the two village saints down to the sea, for the Bishop’s blessing. 

In July a  three-day Horse Festival also takes place in the village, including various 

equestrian facilities, e.g. parades and the presentation about the breeding-stock. The 

next event is the Abrivado festival in November, a spectacular cattle-drive, when 200 

herdsmen on horseback guide their bulls to the sea. So this village is one of the last 

ones in France where horses and riding are still deeply associated with the everyday 

life and work of many inhabitants, the herdsmen. They can use their horses in their 

work or for transport even today. This traditional life is obviously threatened by 

modernization, but developing equestrian tourism gives the inhabitants a possibility 

to protect and even strengthen their identity by keeping the horse as a symbol of a live 

heritage and a key part of their culture. So horse tourism helps to strengthen social 

cohesion and maintain the local heritage, and also favours intercultural meetings and 

understanding. Consequently equine tourism in Saintes-Marie meets the requirements 

of sustainability, and may be regarded as an example of co-development of tourism and 

culture. 

 

 
Figure 5.34. The Camargue horses. 

 https://www.thatsfarming.com/news/stable-camargue-horse 
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The example of the Natural Park of Marquenterre shows how equestrian tourism is 

used for promoting sustainable local development. The authorities of the park, co-

operating with the local horse breeders, worked to redefine the natural park as a tourist 

destination, through the creation of a new breed of horse named Henson. The Henson 

horse has been shaped since 1973 by continuous cross-breeding, especially for tourism 

and outdoor activities with suitable characteristics: hardiness, endurance, docility etc. 

The Henson horses are also used as mediators for the overall development of the area, 

including the creation of the „Henson Equestrian Areas” in 1993, with horse farms 

offering trekking and other equine tourism services. „The combination of sustainable 

development issues (sensitivity towards the preservation of natural habitats, local 

development) and equestrian tourism works here due to clear communication and 

good presentation – a natural park situated between the coast, forested dunes and 

wetland marsh areas, and extensive ranching over many hectares” (Pickel-Chevalier, 

2015.p.13.).  

 
Figure 5.35. Trans’Henson 2014 

https://en.wikipedia.org/wiki/Henson_horse#/media/File:Trans'henson2014-03.JPG 

 

The popular equestrian tourism event „Trans’ Henson” is organized every year in 

October. It is a great march or movement of more than 100 mares and foals towards 

their winter meadows, with more than fifty riders. The event is very popular among 

tourists, because all the owners of Hensons are invited. According to Dominique 

Coquet, the founder of Henson Equestrian Areas „the image of the horse is thus associated 

with the image of the land, promoting a new type of adventure tourism, in perfect harmony 

with its sensitive natural areas and fully in line with the values of sustainable development 

which have today become essential criteria for any tourist-related innovation” (Pickel-

Chevalier, 2015. p. 13.). 
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Moreover, the breeders of Henson adopted an „agro-environmental territorial 

measure” status in 2009, which requires limiting the application of fertilizer on the 

land, maintaining biodiversity and sward regeneration. 

 

In contrast to the Camargue example, in the Marquenterre example sustainable 

development is strongly based on economic and environmental issues, more than on the 

heritage, because the Henson breed has been only recently created. The strategy for 

sustainable territorial development also works better than in the case of Camargue 

(where local participants are reluctant to work together and with the authorities), 

because in the Marquenterre model the development efforts are more concentrated 

and involve decision-makers at all levels – local managements, associations, leaders of 

settlements -, and public bodies are also involved, e.g. Regional Natural Parks, FFE, 

CNTE.  

 

 

The third example of sustainable development is the reintroduction of Przewalski 

horses in the Natural Regional Park of the Cevennes, in Lozére. The Przewalski 

horse, named after its Russian explorer, is the last wild horse of the world discovered 

in 1879 in the Gobi Desert. It is very rustic, small, and it has the distinction of never 

having been tamed. Mongol hunters have decimated its population, and in 1970 it 

completely disappeared from the wild. Since then, different reintroduction programs 

were attempted. In France the Association for the Przewalski Takh Horse aims to 

promote the reintroduction of the horse in natural areas in Lozére, located at a high 

altitude, on the plateau of Causse-Mejean. It is a protected area within the Natural 

Regional Park of the Cevennes, and has a harsh climate, similar to the conditions of 

the Mongolian steppes. At first, in 1993, 11 horses were reintroduced in the village of 

Villaret, and in 2012 there were already 37 horses in the village, divided among 5 

families. This program is part of the local sustainable development policy, promoting 

the preservation of biodiversity and local economic development as well, because the 

Przewalski horse raises attention to the Causse-Mejean desert. The Association, 

together with the local government and partners, aims to make the horses a tourist 

attraction, by offering five-day courses in wilderness tourism, and observation of the 

horses in the village during spring and summer. This case also uses the horse as an 

agent for sustainable development, but it is different from the first and second cases. 

As the others, it supports the local economies, involves the host population, allows 

intercultural meetings, promotes environmental awareness, but it also contributes to 

the conservation of biodiversity. It also brings a positive experience for local people 

and tourists, but not on horse-back, - these horses are not tame -, but by discovering a 
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wild horse. It is more linked to nature or even to eco-tourism defined as responsible 

travel to natural areas, than to adventure tourism (Pickel-Chevalier, 2015).  

 

 

The three case studies represent three different types of equestrian tourism.They are 

all involved in sustainable development, but all of them favoured different aspects of 

it. In the Camargue Natural Park, equestrian tourism associates tourism for horses 

(events with horses) and on horses, favours economic development, strengthens local 

culture and heritage, and local cohesion. In the case of Marquenterre, economic and 

environmental issues prevail over cultural issues, while the main attraction is tourism 

on horse-back, whatever other events may take part at the same time. Finally, the third 

case, about the reintegration of the Przewalski horse in the Cevennes,  can be 

considered more as ecotourism activity based on environmental objectives but also 

allowing local economic development through tourism. So one of the three case studies 

of sustainable equestrian tourism was connected more with cultural tourism 

(Camargue), the second was connected more with nature and adventure tourism 

(riding in the natural place of Marquenterre), while the third with ecotourism (in 

Causse-Mejean). These cases impressively reflect the diversity of equestrian tourism 

activities.   

 

Looking at the sustainability of equestrian tourism from the tourists’ viewpoints, the 

question arises, whether equestrian tourists are good agents for sustainable tourism 

development and  motivated enough by sustainability issues, to  respect and protect the 

natural and cultural heritage. 

Surveys show that the relationship between equestrian tourism and sustainability is 

less obvious to the participants, although it is widely promoted by the official bodies. 

Equestrian tourists concentrate on comfort, safety and conviviality (Pickel-Chevalier, 

2015), and their main criteria for satisfaction are: 

- The reliability of trails for horses; 

- The quality of accommodation available for horses, their location on the trail 

and the prices charged; 

- Places to eat out or stops accessible for horses; 

- Friendliness; 

- Safety. 

 

For riders and tourists the quality of the landscape or the cultural and natural sites 

come only after the more practical criteria which ensure the comfort and safety of the 

excursion (Pickel-Chevalier, 2015). Other independent surveys conducted with riders 

confirmed that the comfort and safety of trails and accommodation are the most important 
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criteria from the viewpoint of the experienced riders. Similarly, the most important factors 

for less experienced riders and customers were: the contact with the horse and the 

welcome received at the riding centre; relaxation; reputation of the centre; the wish to 

escape from the daily routine. The beauty of the landscape and the local cultural and 

historical heritage are also important, but not so much as the quality of the animals, 

the equipment, and the support provided. 

 

Equestrian tourism and outdoor riding similarly search for a safe adventure. They 

want to minimize risk-taking by organizing a trip with the help of a registered agency 

(e.g. riding centres), or by searching for reliable routes and accommodation, whilst 

effectively promoting the thrills involved (Pickel-Chevalier, 2015). Actually, 

equestrian tourism, similarly to other forms of soft adventure tourism, offers 

excursions and holidays which are carefully prepared in advance with great 

professionalism (organized by riding centres or specialised tour operators), or with the 

help of skilled and experienced riders, and are planned several days ahead, using 

modern technology, GPS, e.t.c. Therefore the risk is rather imagined than really 

experienced. 

For being sustainable, a tourist project need to associate various kinds of stakeholders 

both at national and local levels, and representatives of not only business interests, but 

territorial and ecological issues as well.  

In order to avoid the possible conflicts of interests, national institutions (e.g. FFE) have 

tried, since 2010, to organize a common charter with the aim to award the riders on 

environmental and sustainable issues. The effect of this initiative has not been 

researched yet. 
 

 

5.5 4  Equestrian routes - product development in Spain 

 

In this section we examine possible ways of developing equestrian routes, by the 

example of Spain. The following summary is completed relying on Mondéjar-Jiménez 

et al.(2014) and Vinals et al. (2014).  

 

In Spain equestrian tourism attracted rather little attention until the recent years, 

therefore accurate data are scarcely available about the horse industry, and the figures 

are frequently underestimated. The present section focuses on the development of 

recreational trail riding activities, the trails with on-route facilities, and 

accommodation with food services.  
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Opportunities of equestrian tourism in Spain 

 

There are several opportunities of equestrian tourism in Spain, but according to Vinals 

et al. (2014) the cornerstones are nature and scenery, climate, trails and on-route 

facilities, horses and tourism infrastucture, culture and people. We will look at each in 

detail below. 

 

 Nature and scenery: Spain, with its great diversity of natural and rural 

landscapes, the varied Mediterranean ecosystems, can satisfy almost all 

expectations of the horse riders. The area of natural and rural heritage covers one-

fifth of the total territory of the country including 1 720 protected areas under 

national and international legal jurisdiction (natural parks, UNESCO world 

heritage reserves, UNESCO biosphere sites, e.t.c). The rural areas also provide 

rich cultural heritage (e.g. traditional lifestyles, etnographic assets, architectural 

heritage), together with the delicious Spanish gastronomy. There has always been 

a strong link between heritage and horses in the rural areas of Spain. 

 

 Climate: climatic features significantly determine the development of outdoor 

activities like trail riding or trekking. Spain, with its typical Mediterranean climate 

with dry, hot summers and mild, rainy winters allows a rather long period for 

riding.  So the bio-climatic comfort of riders and horses is guaranteed in most of the 

year.   

 

 Trail facilities: The quality and quantity of trails in Spain are impressive, 

covering approximately 500 000 km on public land. The existing network of 

Spanish trails in natural and rural areas includes different types of paths that 

are suitable for horse riding. There are historical paths, e.g. ancient cattle trails, 

rural roads, bridle paths, old rail tracks, and forestry tracks. We can find other, 

more modern trails, created recently for recreational purposes, for example: 

green ways running along green corridors, long- and short-length tracks, and 

even trails designed specifically for horse riding, such as the Equestrian 

Itineraries (IE – see later). 

Additionally, we can find the famous pilgrimages („Spanish Romerías”), which 

have a strong connection with horses, and attract lots of equestrian tourists due 

to their similarities to horse treks. The most popular ones of these are: the Virgen 

de Rocío, crossing the Donana National Park in Huelva, and the famous „El 

Camino de Santiago”, one of the most important Christian pilgrimages in Europe 

from the medieval times. El Camino was declared the first European Cultural 

Route by the Council of Europe in 1987, and it has been a UNESCO World 
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Heritage site since 1993. Today it is a very popular route not only for Christian 

pilgrims, but for lots of adventuring tourists, travelling by foot, by bicycle or on 

horseback. 

 

Some other traditional routes suitable for horseback riding in Spain are: 

- The „Ruta de la Plata” (Silver Route): a Roman path running from Seville to 

the Cantabrian Sea. It is an access route from the southern part of the country 

to the El Camino. 

- The „Camino del Cid”: this route focuses on horse riding, extending accross 

four Spanish regions: Castilla-León, Castilla-La Mancha, Aragón y 

Valencian Autonomous Region, following the traces of the famous El Cid 

(Rodrigo Díaz de Vivar – a medieval hero fighting against the Moors). 

- The „Santo Grial” route (the Holy Grail route) is a pilgrimage that runs 

accross the Aragon and Valencian territories, tracing the sites where the 

Holy Grail was guarded. This route is particularly suitable for horse riding. 

 

The Royal Spanish Equestrian Federation (RFHE) has initiated the 

establishment of the Equestrian Itineraries (IE). There were 39 certified RFHE 

itineraries in 2014, providing 1206 km for riding. The longest riding trails (with 

six itineraries) can be found in the Province of Valencia, relying on the large 

network of the existing trails. 

 

An equestrian itinerary should be marked in accordance with the RFHE fashion, 

and it must guarantee the minimum requirements of safety and quality (e.g., 

good „footing” trails, horse trailers parking area, beverage for horses, „bed and 

bale” lodges, veterinarians and farriers) to receive certification. Alonso-

Monasterio et al. (2014) and Vinals et al. (2014) also propose the introduction of 

a Code of Ethics to inform users about the expected behaviour concerning 

nature and heritage as well as to offer recommendations in relation to other 

users. 

  

 Spain has great reputation „as a country whose roots are deeply ingrained in 

the horse culture”(Vinals et al., 2014, p. 81). The country has an enduring 

appreciation of horses, and there are several manifestations of this. The most 

important of them is the Purebred Spanish Horse (PRE), or Andalusian, is well-

known internationally for its great beauty and harmony. These horses are 

especially capable of learning a variety of competitive styles, they respond 

easily to commands, quickly understand their rider. They are also excellent for 

trail riding beacuse of their gentle disposition and trustworthy attitudes. In 
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Spain, two main reputed associations take care of them: the National PRE 

Breeders’ Association created in 1972, and National PRE Breeders’ Federation. 

The PRE Stud Book registered 199 159 horses in 2011 (Vinals et al., 2014). 

 

 Spain is one of the most popular and frequently visited tourist destinations 

worldwide. Therefore the tourism sector is very important in the Spanish 

economy, its share in the total GDP of the country is about 10-11 %. Spain has 

several competitive advantages, such as the endowment of cultural resources, 

the high-quality tourist infrastructure and culture, advanced professionalism in 

the tourism sector. Spain offers a wide variety of rural accommodation facilities, 

including rural houses for rent, rural hotels and hostels offering bed and 

breakfast, half or full board, and often recreational activities as well. 

 

Regarding their suitability for equestrian tourism,  it seems a proper way to 

adapt any of these rural accommodation facilities to the concept of „Bed and 

Bale”, i.e. having a place to rest or stay for both rider and horse, following the 

good practice of France.   

 

Based on the above aspects, the promotion of the equestrian tourism product is quite 

feasible and profitable in Spain, because the tourism infrastructure, trained human 

resources, recreational facilities, accommodation services, and the necessary 

institutions for tourism management are already available. Additionally, the local 

communities are also interested in developing new activities that bring income and 

employment, therefore they usually support equestrian tourism activities. However, 

they also want to ensure that these activities would be in harmony with the 

environment, ethnographic heritage and local traditions, and are often more 

concerned with the horse activities than with the tourism sector. This is the interest of 

the local equestrian stakeholders, not only equestrian associations, but also breeding 

farms, riding schools, equestrian centres, boarding stables, coaches, trainers and 

suppliers (e.g.: veterinarians, ferriers etc.), who wish to stabilize and expand their 

business for the development of the local communities.  

Undoubtedly, a great number of experienced equestrian professionals can be found in 

the country, with more than 7500 PRE breeders in 2010, and 600 horse veterinarians 

(Vinals et al., 2014). 

 

Evidently, equestrian tourism activities receive significant support from the local, 

regional, national and international institutions. In 2010 an important national project 

was launched for improving the equestrian inns („Posadas Ecuestres”). Its aim was to 

create or build appropriate lodges for riders and horses, following the example of „Bed 
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and Bale”. This project was supported by the Spanish Ministry of the Environment, 

Rural and Marine Affairs, and the Royal Spanish Equestrian Federation, in the 

framework of a larger European project, the „European Network of Equestrian Inns”, 

together with France, Hungary and Portugal.  Spain also participated in various other 

EU projects concerning equestrian tourism: the INTERREG III B „Pegaso” program 

(2005-2008 – with Portugal, Ireland and the United Kingdom), and the INTERREG IV-

Sudoe Project „Equustur” (2009-2011 - with France and Portugal).   

 

Challenges to the equestrian tourism products: 

 

 The cooperation between the tourism sector and the equestrianism sector has 

been  inadequate yet, although this cooperation is essential in developing 

equestrian tourism. 

 

  In Spain equestrian enterprises are mainly small and medium-size companies 

that need to establish equestrian clusters. These clusters will allow them to 

create better business opportunities with cooperative efforts.  

 

 In spite of all the above efforts, Spanish equestrian products are not well 

positioned in the international tourism markets. In other European countries, 

especially in France or the United Kingdom, successful equestrian tourism 

operators have worked and have traditionally managed the international 

market. Spain has come later to this market, and currently needs to be more 

competitive with more creativity. 

 

 Equestrian authorities and involved stakeholders are not organised sufficiently 

to engage in tourism. Most of the equestrian stakeholders do not see a link 

between their business and the tourism sector, therefore they do not have 

sufficient technical expertise in tourism management. The key operators are 

associated with the culture of horsemanship rather than tourism culture, 

equestrian legislation is partly incomplete and confusing. 

 

 Equestrian tourism is frequently underestimated even by the tourism 

institutions. Equestrian products are not promoted sufficiently, except 

international horse events. Other equestrian tourism products, such as trail 

riding or recreational activities, do not receive enough attention and 

advertising. 
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 Safety is also a very important factor of equestrianism, insurance coverage is 

compulsory for horses and the related activities. Insurance rates must be 

reviewed to guarantee the safety requirements. Additionally, the preparation 

of safety guidelines for equestrian tourism providers is also essential, in order 

to inform them how they should guarantee the safety of clients and horses 

during the commercial trail ridings, and how they should act in emergency 

situations to avoid accidents. 

 

 The lack of general marketing strategy for promoting equestrian tourism at the 

national and international levels is also a problem. However, the Royal Spanish 

Equestrian Federation has proposed the introduction of a corporate brand, the 

labelling of certified trails, and  accommodation and food suppliers as well. 

 

 In spite of the considerable efforts made recently, the facilities are rather scarce 

and the infrastructure is still insufficient. Currently equestrian tourists look not 

only for a unique trail riding experience, but also very high-quality services and 

facilities.  It is essential to develop more certified riding itineraries (IE) with 

good connections to the tourism sector, and suitable accommodation for both 

horse and rider. 

 

 The lack of reliable data and statistics from both the horse and the tourism 

sectors hinders serious market research, which would be necessary for further 

development. 

 

Summing up, a number of ideas can be recommended for the development of the 

equestrian tourism sector in Spain. First of all, relying on the existing strengths and 

advantages, an effective marketing strategy must be developed for both the 

international and national levels. For being competitive it is essential to improve the 

quality and diversity of the horse tourism products and to have a professional and 

educated staff. Improving education and training opportunities for entrepreneurs is 

also a key factor of success. It would be also very useful for promotion purposes to 

create more websites listing equestrian tourism service providers all over the country, 

in foreign languages. Equestrian tourism must be constantly promoted by not only the 

Royal Spanish Equestrian Federation, but also by other national tourism organisations. 
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6.  Summary 
 
The textbook covered three specific areas of tourism, namely health tourism, wine 
tourism and horse-based tourism (equestrian tourism), and gave an insight into the 
specialities of destination management in these areas. 
 
After the first two chapters, outlining the basic terms and concepts of destination 
management our attention was focused on the supply and demand elements of the 
specific tourism types.  
 
The necessary resources and tourist services give the basis for making a destination an 
appealing area, and its appeals originate from the specific tourist activities it can offer 
to visitors. The appeal is largely dependent on the primary resources – may these be 
environmental endowments (landscape, climate, water), or cultural (traditions, 
buildings) ones –, these have to be accompanied by proper, or possibly excellent 
touristic infrastructure and suprastructure, and well-trained and enthusiastic staff.  
 
For a destination to be successful, it must be able to provide a unique experience to 
visitors, that is remarkable, competitive, and at the same time, sustainable. Product 
development has to be based on the sustainable use of the endowments to create this 
unique experience, while the constant, or ever-improving quality of the services 
should be presented by a transparent quality assurance system. Having these key 
points in mind, each destination can learn from the best practices of others, while still 
maintaining its specific identity towards its tourists. 
 
The textbook gave an insight in three types of destinations. Health destinations are 
special in their strong links to healthcare and recreation facilities, while wine tourism 
and horse-based tourism heavily rely on agricultural foundations. Therefore personal 
skills of healthcare in the first, and agricultural skills in the second and the third one 
cannot be neglected, and these should accompany sound skills and knowledge of 
tourism management. The cooperation of these professions builds the foundations for 
successful destination management.  
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