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ABSTRACT

TITLE: Top Kinisis: Strategy for
creating agritourism packages under
the umbrella of ecotourism and
sustainability in Cyprus

In a nutshell, this thesis initiates
the study and possibility for Cyprus to
exploit the agritourism under the
ecotourism umbrella in tandem with
the concept of sustainability and
attracting high quality tourism
throughout the year. This can be
achieved by combining agritourism
with the Cypriot gastronomy, culture
and churching. The introduction
provides some basic definitions and
explains what is going to be done in
the following chapters and an
introduction to our client which is
Top Kinisis is provided. Afterwards,
our goals followed by the
methodology chapter is provided.
Then a statistical analysis based on
past data from the Deputy Ministry of
Tourism in Cyprus is shown in order
to start exploring and researching. In
chapter 4 there is both primary and
secondary research with main focus
on primary with sufficient interview
analyses discussed from different
businesses, government bodies and
organizations.

Possible needs for Top Kinisis were
identified  through  undertaking
external and internal environmental
analysis to provide options on how to
respond to strengths, weaknesses,
opportunities and threats. This stage
is characterized by Maylor (2010) as
the chaos where the MBA students
discover many strategic options
where they are required to choose the
optimal.

Through this report we wish to
send various messages to different
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stakeholders via stakeholder analysis
and our customer is not solely
Top Kinisis, but the Cypriot society in
general, and especially the decision
makers. The big picture is to draft a
conventional strategy in order for Top
Kinisis to experience more
sustainable positive collective results
as a community. Further on,
numerous recommendations are
suggested and then evaluated based
on three scenarios for their
suitability, acceptability, and
feasibility. Then some
implementation issues are examined
since all projects come with
limitations and lastly some
concluding comments are provided.
Throughout this thesis there are
references to the Appendix section
which provides supporting material
and some photos regarding our
primary research, interview
questions and online reviews.

(Under the academic advice of Dr.
George Kassinis)
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Chapter 1: INTRODUCTION

Ecotourism and Sustainability in Cyprus

“Ecotourism is responsible travel to natural areas that conserves the environment,
sustains the well-being of the local people, and creates knowledge and understanding through
interpretation and education of all involved (visitors, staff and the visited)” (Global
Ecotourism Network, 2016). Ecotourism in addition to preserving the natural environment
can have additional positive effects on the well-being of the local community. It can bring
significant revenues to both local businesses and the country's economy in general. Financial
benefits that will help the viability and development of the area especially rural areas and the
phenomenon of urbanization that has adverse consequences for the countryside. Ecotourism
provides both tourists and hosts with unique and unforgettable lifetime experiences. It aims to
create facilities where they will have a low negative impact on the environment, as well as to
reduce the negative impact on issues related to fauna and flora. Ecotourism recognizes and
emphasizes the uniqueness of each country and in tandem promotes the cooperation of people

and different stakeholders in order to strengthen the tourist product of the country.

Agritourism is a type of ecotourism that utilizes rural communities such as tourist
attractions (Wikipedia, 2020). Agritourism activities can provide income for all months of the
year for farm owners and thus ensure their livelihood. They will not expect income only from
their crops and products but will have alternative profit streams. In Cyprus there are several
agritourism areas with many interesting landscapes and activities such as winemaking,
«become a beekeeper for a day,» making hallumi and anari etc. However, there is a huge
margin for improvement and a need for cooperation of all related bodies in order to develop
this sector. In addition, there is a need for environmental and cultural education in order to
achieve greater collective results. Here it comes the correlation between agritourism and

sustainability.

“Sustainable tourismis the tourism that takes full account of its current and
future economic, social and environmental impact, addressing the needs of visitors, the
industry, the environment and host communities” (UNWTO, 2020). Importantly, sustainable
tourism is vital for a country and should be given enormous importance in three specific

aspects. First, the key to sustainability is to make proper utilization of the natural resources.
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Ecological processes should be integrated in order to develop tourism but at the same time to
preserve the natural heritage and biodiversity. The second element is the cultural heritage and
the traditional values of the host country. Cyprus has a huge cultural heritage which we should
respect and keep alive. Learning about our cultural heritage and spreading this knowledge to
young locals and tourists should be a priority for the continuation of the morals and values
that we inherited from our ancestors. The last piece of the puzzle is to create socio-economic
benefits. This could be done through reducing unemployment, providing more employment
opportunities and sustaining a stable income are some of the goals to be achieved. As a host
country, we should take the necessary actions that will bring long-term positive results to the
community and the environment. In order to achieve that we need a collective effort instead
of individual attempts. As a country we should change our culture and each one individually to
adopt an ecological sensitivity and all together try and do small actions to achieve a greater
result. For example, when a tourist is aware of the environmental issues and comes to Cyprus
where they would see plastic cups everywhere, they would then feel dissatisfaction for the
whole country and will convey negative comments to their friends and family. Unfortunately,
good reputation takes years to create and a moment to be destroyed and we do not wish to

deteriorate the reputation of Cyprus to tourists and in general.

Agritourism points out the form of special interests under which the visitor stays in the
rural areas and engages in the everyday activities of people. Ecotourism is when the visitor has
a positive impact on the environment of the place they are stayingin, such as planting
trees. Cyprus is famous for its natural beauties and there is a great prospect for the promotion
of ecotourism, where locals and tourists can visit the natural landscapes of the island without
harming the environment. Ecotourism is an alternative type of tourism offering unique
experiences in nature, in pure and unspoiled natural landscapes. It targets a niche group of
tourists who prefer something different from what standard commercial mass tourism
offers (sun and beach approach), tourists of specialized interests. Our motivation
is to analyse and offer a strategic plan to our customer which is Top Kinisis on how to promote
and increase ecotourism and agritourism in Cyprus, especially during winter months. Cyprus
is a country which has many opportunities to increase agritourism and sustainability, since it
has beautiful natural places, a traditional cuisine with tasty food, local drinks and the

infrastructure to hosting a plethora of tourists in each city and village.
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About Top Kinisis

Top Kinisis is a tourism organization which was established in Cyprus in 1987. Since
2001, Top Kinisis has become a public organization and it is listed in the Cyprus Stock
Exchange. Top Kinisis, has an outstanding background of successful acquisitions, mergers,
awards and accreditation and is providing a complete range of travel and tourism services
both in Cyprus and abroad. Its employs over 70 people in its 7 branches in Cyprus and Greece
and their mission is to bring new and creative ideas to the travel market both in product
offerings as well as in customer service by using internationally minded individuals which are
coming from a range of professional and cultural backgrounds. According to
Top Kinisis ‘diversity allows us to understand and respond to the needs of the local and global

marketplace professionally and effectively’ (Topkinisis.com, 2020).

In addition, Top Kinisis specializes in Conference Management since 1990. They have
handled some of the largest and most prestigious conferences that ever took place in Cyprus
and it is today considered one of the leading Professional Conference Organizers in Cyprus.
Top Kinisis is certified and applies the quality management system ISO 9001 Standard since
their top priority is to organize greener conferences and events in order to reduce the
environmental issues (cyprusconferences.com., 2020). All in all, Top Kinisisis a public
organization with annual turnovers of over €25 million, several supporting departments
under one umbrella, remarkable well-trained staff and top mark technology, offers the help

and sense of security that any organizer requires.
Top Kinisis services include:

e Outgoing Organized packages

e Incoming Travel

e Corporate Travel

e Honeymoon packages

e Cruises

e Ticketing

14



e Groups& Incentives
e VIP Travel

e Aviation

e Sports and Events

e Online bookings

Roadmap of the thesis

The paper is structured as follows. Chapter 2 reviews the MBA student aims and
objectives regarding Top Kinisis and why the company needs to promote ecotourism and it is
worth to invest on it. Chapter 3 discusses the methodology of this dissertation and presents
the main resources that we used to obtain our conclusions through primary and secondary
research. Chapter 4 consists ofthe analysis and the findingsof our statistical data
by using basic theories of business management such as analysis of the demand linked from
statistical to Porter five forces model. It also includes the analysis and discussion of interview's
collected by many different stakeholders. Chapter 5 1is the discussion of our
recommendations as well as the stakeholder analysis and implementation
issues. Lastly, Chapter 6 concludes and providesan answer as to why Cyprus and

Top Kinisis should invest and promote agritourism.

Chapter 2: AIMS AND OBJECTIVES

OBJECTIVES

We were asked toexaminethe agritourism possibility and sustainability
in Top Kinisis business portfolio and then we wish toexplore this in the Cypriot
context. Firstly, the main objective for Top Kinisis according to Mrs. Tanouis to manage
to survive during and after Covid19 pandemic. Unfortunately, arrivals from tourists this year
are minimal, and the company has a serious cash flow problem as no bookings were
made. Ithas only expenses and this will continue until solutions are found regarding
the virus and the return to normality. When virus is gone (there is an uncertainty

here explained later in the PESTLE analysis); Top Kinisis should be ready to welcome tourists
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and offer high quality packages. Therefore, we highlight the main goals for Top Kinisis which
should be set in order to survive and be ready for the after-crisis period.

Our target is to create a variety of packages which will combine agritourism and
ecotourism and will be of exceptional qualityin order to attract many international
tourists. These packages will target a niche group of tourists with specialised interests and
environmental awareness. Then the case study organisation could target those tourists coming
from England, Germany, Central Europe and probably other countries such as Israel, Finland,
France, Russia etc. In those packages Top Kinisis could include and exploit the Cyprus culture
and tradition as well as gastronomy. This project also aims to help Cyprus in terms of
marketing and promotion through bringing as many tourists to Cyprus as possible, especially
during winter months. Top Kinisis has a strong network both locally and abroad, as it
collaborates with many agents globally. Therefore, Top Kinisis can utilise their resources and
capabilities in order to help Cyprus’ promotion and advertising campaigns. Top Kinisis can
inform a target group of tourists about Cyprus agritourism and ecotourism and bring them to
Cyprus. More tourists mean more revenue for every company related with the tourist
industry and this is a positive domino effect that will make the Cypriot economy recover from
Covid-19 hit.

Top Kinisis should align their objectives and draft a strategy similar with the
national tourist strategy of the Deputy Ministry of Tourism in order to validate and be in line
with the government strategy. The main goal of the Deputy Ministry of Tourism is to promote
both domestically and especially abroad the rural areas of Cyprus and this has been set as the
"national tourism strategy of Cyprus until 2030." There are plans for the promotion and
highlighting the Cypriot natural landscapes as well as the expansion and upgrading of the
existing cultural festivals happening during specific months and a few days of the year in
different villages. Of course, this does not change the fact that the competitive advantage of
Cyprus, which attracts millions of tourists a year, is the sun and beach model. Large sums have
been invested in coastal hotels and will be invested even more to become more
environmentally friendly and eco-friendly. There are discussions about plans that the Deputy
ministry of Tourism wants to pass in order to strengthen tourism companies to upgrade and
replace plastic furniture with other more potent and tribal ones in the environment, mainly
made with wood. Specifically, the government wants the replacement of plastic sunbeds with

wooden sunbeds in every Cyprus's beach. As you will find in the recommendations section,
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there are many ways in which Top Kinisis can be aligned with the Deputy Ministry of Tourism
and make up a big part of the effort to develop ecotourism and sustainability in Cyprus. The
most important "weapon - resources” that Top Kinisis acquires, is its networking both in the
Cypriot market and abroad.

Another aim is to avoid firing employees due to Covid19 to the extent to which that is
possible. A tourist company for instance, when tourists do not demand to travel, is completely
paralyzed and faces problems. This is an expected consequence and there should be action and
contingency plans for managing the company's internal crisis as well as alternative sources of
income if possible. The target during this uncertain period is to give new ideas and possible
strategies for incumbent firms in the Cypriot market to survive through intelligent strategic
moves, alliances and technology. We also wish to help smaller stakeholders such as Ecophysis,
small accommodation places, family businesses etc. in order to offer a higher quality product
and improve their skills in marketing, communication. As a result, the overall tourism product
that Cyprus offers will improve in the future and post Covid era, thus more tourists will visit
Cyprus and more revenues means more profit for Top Kinisis as well. Moreover, many
companies related with the tourism industry have a quality product in place, but they faced
some difficulties due to lack of relevant skills such as marketing, technology or

communication.

Chapter 3:

METHODOLOGY

This chapter comprises of the methodological decisions and challenges that were made
and faced by the MBA studentsin order to complete the collection of primary data for the
scope of implementing this research, such as the analytical strategy and
questionnaires. Qualitative interviews have been made for the purpose of this thesis in order
to address the topic of ecotourism in Cyprus, to understand as a country at a what level we are
currently placed, and how the ordinary citizens as well tourist business owners are facing this
sector.

Such a field needs a wide investigation on the opinions and
perspectives of all stakeholders that are linked to thisareasuch astour operators, hotel
owners, government bodies etc. According to Esterberg (2002), “interviews are good research

techniques when you want to know what people think or feel about something.” Hence,
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qualitative methodology and especially qualitative interviews were considered as the most
appropriate technique for this case, as they allow the MBA students to
explore deeply the opinions of other people  that are related to the tourism
industry. Furthermore, the aim of this project is to be both descriptive, for
example recognize the factors that affect ecotourism, sustainability, and also explorative, such
as to explore how such factors can be exploited to improve ecotourism or even to identify new
creative ideas for improvement in terms of sustainability.

Several semi-structured interviews were carried out during the summer and fall period
of 2020 for the scope of facing the subject of ecotourism in Cyprus and how it can be enhanced
in practice. Each meeting lasted around forty to sixty minutes. All meetings took place in
Cyprus as itis where all the contributorslive and carry out their business and operating
activities. With  the intention to find a respectable interviewing  partnership  (Weiss,
1994), the particular time and place of the meetings was selected by the participants. In
fact, most of the interviewees were choosing the online option for meeting due to the Covid-19
but some group members visited some of these companies and agritourism places to get an
overview of exactly what is happening. These people have been selected due
to their positions, knowledge and experience on the field of
ecotourism, agritourism or activities for tourists of specialized interests. Individuals that were
interviewed were mainly hotel owners, tour operators, travel agents, activity and leisure parks
and government tourism executives. Participants were engaged depending on their
willingness and  availability to contribute in this projectas well as their positionin
their company/organisation and we are grateful that all of them were willing to share
information with us.

Nevertheless, it should be stated that the sample of this project is not representative of
the larger population and that it any case itshouldnot be implied that
the main findings presented in the following section should be generalised.In fact,
the objective of this research was not to draw a representative sample and therefore, make
assumptions and generalizations fora population that was not studied, but instead,
to record the depth and breadth of the opinions and views of the
respondents about ecotourism in Cyprus.

In order to deal with this topic, numerous different interview guides (see Appendix 1-

5) have been created and followed throughout the meetings. As the meetings were semi-
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structured, the tone of the meetings was determined by the investigator (student), while

the participants set the flow. The scope of making numerous different interview guides was
to aim the complexity of the bigger theme, as the one was targeted towards hotel owners, the
other one was for tour operators, and the other for travel agents, farmers, government
executives, leisure parks etc.

Inthe differentinterview guides, there were questions about the role that
each participant holds within the company or organisation, for how long, if they are doing any
activities in relation with ecotourism and how do they consider improving their operations at
that particular field. We also examined how we export our traditional gastronomy, culture and
tradition and if there is a demand for agritourism activities. On the other hand, government
tourism executives have been asked about the initiatives that government takes at the
ecotourism area and their future plans and strategies.

Such an issue was approached reflexively, as it is recommended as a well practice for
qualitative investigators (Mason, 1996). Therefore, questions have been changed and
adapted after the first few meetingsin order to be simpler and more understandable by
the contributors and meet their desires. We wanted the interviewees to feel comfortable and
we encouraged them to tell us their personal views and recommendations from their job
position and expertise. After transcribing the interviews, the data was analysed. The
analytical approach that was followed was content analysisviaan inductive method.
A further extensive discussion of the core results of this study from the qualitative interviews
follows in the subsequent section. The following section consist ofan analysis of
the outcomes that have been identified from the meetings.

In order to have a complete picture of how countries respond to the idea of visiting
Cyprus and to offer strong recommendations of how Top Kinisis can promote ecotourism we
use secondary data from Deputy Ministry of Finance and the Statistical Service Department.
The methodology that we used was to collect all necessary and important data from our
resources and present them in a graphical form with a small analysis under each graph in
order to be easier for the reader to get the important meaning and understand the trends.

A new channel in marketing is the reviews, like the reviews on Facebook. Most people
trust other people's opinions and experiences and before they visit a business or buy a
product, they read the reviews of other users and especially the negatives ones. All modern

companies try to ensure positive reviews and create a good image for their
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company. Therefore, we decided to read the reviews of various agritourism companies that
offer activities for tourists of special interests in order to see the point of view of the visitors.
We wanted to find out what people like and what they do not like and if they enter the process
to report it publicly. In this part of theresearch we selected some companies such
as Ecophysis, Riverland Biofarm and others found in Appendix 9 and read opinions from many
different visitors.

As part of ourresearch we decided to visit in person Casale Panayiotis, Riverland,
Ecophysis, Troodos Botanical garden and participate in activities of special interest such as
milking, beekeeping for a day, making halloumi, kayaks, etc. in order to have a complete
picture of what Cyprus offers and the benefits. We did not visit all the places that exist, but we
have chosen a few and the findings we found were really interesting. We enjoyed experiences
we had never tried before, and they made our project even more enjoyable (see Appendix 11).

You will find more comments in the recommendations and discussion chapter.

Chapter 4:

STATISTICAL REVIEW

Cyprus is the third largest island in eastern Mediterranean which has been a popular
tourist destination due to its physical and climatic characteristics. Tourism had grown rapidly
since the 70s and has contributed to the economic growth of Cyprus. The island has been the
40th most famous destination in the world and every year attracts millions of
tourists especially during the summer period. Therefore, the tourist industry became one of

the main financial resources of the country and helps the real Cyprus economy.

Tourism has provided the foundation for rapid and successful economic
growth for Cyprus. A lot of businesses, resources, people and even cities are a part
of the tourism industry in Cyprus. For example, Agia Napa city is one of the most popular and
favourite destinations in Cyprus according to the preference of tourists. However, the type of
tourists that this area attracts is not of high quality as they mainly focus in parties and
drinking alcohol. In this section we are going to discuss and analyse some statistical figures
provided by the Deputy Ministry of Finance and the Statistical Service Department of Cyprus
showing the trends of several aspects that we are interested in order to be able to provide a

complete strategic plan for Top Kinisis travel on how to promote ecotourism especially during
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winter months. We are going to see how trends of arrivals changed through the years, the
income that tourism provide to Cyprus, from which countries we are more likely to have
visitors next year, how much on average the tourists spend when they visit Cyprus and many

other aspects.

Figure 1: Arrivals of Tourism in Cyprus
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To start with, in Figure 1 we can observe that arrivals of tourist in Cyprus are rising,
showing that Cyprus is investing in the tourism industry and tourists are responding. During
the year 1998 the total arrivals were at approximate 2 million where in 2018 there was an
incredible increase to almost 4 million tourist arrivals. However, the boom started in 2015
where there was a sharp increase on arrivals until 2018 from 2.5 million to 4 million. Until

that year the trend was flat between 2 to 2.5 million arrivals.
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Figure 2: Arrivals of Tourism per Month
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Figure 3: Variations of arrivals per month (2019/16)
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Furthermore, Figure 2 is analysing the arrivals of tourists per month and a comparison
between the years 2016 and 2019. As we can demonstrate on Figure 2, the most successful
months of Cyprus are the summer months which is reasonable since Cyprus is an island with
beautiful sun, beach and a wonderful climate which implies tourists are interested to visit
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Cyprus during summer period. @However,we are interested in ecotourism
and agritourism which means that winter months are also very important for our strategic
plan. An intriguing sign is that from 2016 to 2019 there was an increase of arrivals during all
the winter months which is showing that tourists started to show interest to visit Cyprus also
during winter. However, the comparison between summer and winter months is showing that
arrivals during summer months are five times more than winter months which means
we should do a lot of improvements to attract more of tourism during winter. In addition,
Figure 3 is showing the variation of each month between the years 2016 and 2019 and we can
see that winter months like January and February have the most significant increase with a
variation of 68.6 and 60 percent accordingly. In addition, there also high variation during
spring and especially on April (46%) which is an important indicator for us, since spring is a
season where nature reborn, temperature is at the perfect level and it is the most suitable

period for ecotourism.

Figure 4: Revenues
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Figure 5: Variations of income per month (2019/16)
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Moreover, tourism industry is 25% of Cyprus’ GDP which means is a significant factor
of the economic welfare of the country. Figure 4 is showing that there is an upward trend
between 2003 and 2018 and the revenues in Cyprus from the tourism industry increased from
approximately 1(€mn) to more than 2.5 (€mn). The Tourism revenue rates in Cyprus between
2003 and 2006 fixed rates is nearly 1,000.00 (€mn), from 2006 to 2007 dramatically
increased to 2,000.00 (€mn) a great year for tourism industry of Cyprus. However, after 2007
until almost 2009 the revenues decreased dramatically to approximately of 1,500.00 (€mn).
The justification for that fall was the 2008 financial crisis. From 2009 to 2013 revenues of
Cyprus ranged between 1,500,00 to 2,000.00 (€mn) solidifying that even during a period of
crisis people continue to trust Cyprus as a destination where they could relax and have fun
which is a proof of how famous the tourism industry in Cyprus is, especially during summer
months. Finally, the revenue rate was significantly increased throughout the period of 2015
and 2018 to almost 3,000.00(€mn). Additionally, Figure 5 isillustrating the variation of
income of each month between the years 2016 and 2019.As we can detect, there is an
increase in revenues for all months. However, during winter and spring months there is the
higher variation between 2016 and 2019. This proves that investing in all year tourism
through ecotourism will result to tremendous profits from the tourist industry but also for the

country.
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Figure 6: Main countries of origin
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Carrying on with the statistical analysis for the strategic plan of promoting ecotourism
in Cyprus through Top Kinisis is important to know where tourists are coming from. Figure 6
provides us with information of tourists who have visited Cyprus in 2002 and 2018 from eight
main countries. What we can get from Figure 6 is firstly that the United Kingdom is the
country where most of the tourists come from but without any significant change. Secondly,
there is a significant increase of tourist from 2002 to 2018 from Russia (108.8 to
783.6 thousand), Israel (39.9 to 232.6 thousand), Greece (93.2 to 186.4 thousand) and
Poland (19.5 to 89.5 thousand). Using that information and the fact that there is an increasing
trend of those countries and therefore they like Cyprus as a tourism destination we can

increase their options by offer them one more type of tourism which is ecotourism and as

a result the numbers of arrivals will be growth.
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Figure 7: Location of residence
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Additionally, another important factor that contributes a lot to our strategic plan is the
proportion of residence on each town of Cyprus. We are interested to know which cities
are preferable to tourists in order to promote them and find the solution how to increase the
numbers to the rest of them. Figure 6 shows the locations of residence between 2002 and
2018. In 2002 Pafos and Polis Chrisochous is the most popular destination as 30.6% of arrivals
stay there. Second it was Paralimni with 19.1%, then Agia Napa with 18.1%, then Limassol
with 16.7%, then Larnaca with 8.6%; and lastly Nicosia with 2.8%. We can realise that Nicosia
is the least preferred city for tourism and the reason is because is the centre of the country and
there is no beach. However, there is a 2.7% increase in Nicosia city from 2002-2018 which
means people start to choose also cities which there is not a beach and they are looking for
something else rather the typical tourism that Cyprus offers and is really important fact for us
as we are interesting to promote Nicosia as an ecotourism destination. More information
about Nicosia is going to be discussed in the interview analysis section since we have talked to

a representative from Nicosia Tourism Board (NTB).
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Figure 8: Accommodation type
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Figure 8 is showing the proportion of accommodation type tourists choose. As we can
observe luxury hotels are always the first option for tourists and from 2002 until 2018 there is
an upward trend which means more and more tourists choose to stay in a luxury hotel which
is located near beaches rather than a traditional house in a small village. The proportion of
where tourist choose to stay show what they want from Cyprus or maybe since we invest so

much on hotels near the beaches and not all around the Cyprus, they have not enough choices.

Figure 9: Type of trip
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Furthermore, it is important for our customer -Top Kinisis, to know how tourists are

choosing to book their holidays. According to Figure 8 in 2002, 72.7% of people who visit
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Cyprus was through an agency who offered an organised travel package. However, in 2018 the
percentage of people who chose an organized travel felt to 53.2%. The reasons for that is the
development of technology where tourists can find anything for any destination they want
and book it by themselves. Therefore, tourist agencies like
Top Kinisis should find alternative things to offer rather than a simple bed and breakfast hotel

if they want to maintain or even improve their customer base and gain more market share.

Figure 10: Average length of stay
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Figure 11: Total spending per person
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Finally, it is important for us to know how many tourists from each country are willing
to stay in Cyprus and how much are going to spend on average. This will help us to find the
perfect package from each country according their needs. Figure 10 is showing the average
length of stay from 19 countries and if it was organised by an agency or not. What we can
observe is that firstly people from United Kingdom, Norway and Russia stay the longest and
secondly if someone booked a trip to Cyprus through anagency,they will stay less
than someone who organised his trip by themselves. There isreason behind that and
is because agencies offer packages with specific range of days8 or 5 days for
example. However, as Figure 11 shows tourists who come to Cyprus through agency is more
likely to spend more money than those who are book their own holidays. Figure 11 shows
total spending per person for 19 countries and we can see that on average a person will spend
500-1000 euro but almost always if the trip was organised, they will spend more. Belgium and
the USA are the two countries who spend more when they visit Cyprus and is approximately
more than 1000 euro where Ukraine and Poland are spending the least money which are
approximately around 500 euro. This is a useful information as we can focus on countries who
are spending more money as this will help also the economy of the country as well all the local
businesses. We are focusing to target quality tourists instead of quantitative without reducing

the arrivals.

INTERVIEW ANALYSIS, RESULTS AND DISCUSSION

This section will analyse the outcomes of the interviews in relation to the diverse views
and opinions examined in the previous section of this project on the vital topic of ecotourism
and agritourism in Cyprus. It will also examine how participants’ different perspectives, or not,
relate  to government and private = companies’ actions on the specific topic, and
the several ways to improve ecotourism in combination with agritourism. For this project
there were made numerous interviews to several hotel owners, tour operators, family
businesses, leisure and activity parks, farmers and government tourism executives. Some of
them include Casale Panayiotis, King Evelthon Hotel, Deputy Ministry of
Tourism, Ecophysis, Kyperounta Adventure Mountain Park, Cyprus agritourism company,
president of ‘Oreini Larnacas’ etc. For the purposes of confidentiality and anonymity,

nicknames have been used for the participants.
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Various small businesses do not know exactly how to promote their products and
services. For example, they offer an interesting experience such as a trip in the nature, but they
lack about marketing strategies and how to attract locals and tourists for this experience.
Moreover, through our interviews we realized that in the coastal cities it is more difficult to
attract tourists during the winter months. For example, there is no suitable infrastructure,
such as bike lanes to attract tourists of special interests. In addition, according to a research by
the Deputy Ministry of Tourism, tourists are also interested in wellness tourism and medical
tourism. Moreover, they prefer other countries which are cheaper and have better
infrastructure. Additionally, hotels are mainly trying to attract sport tourism due to the
weather conditions of Cyprus that allows winter training outside in contrast to other
countries. For instance, Cyprus hosted a global golf tournament the previous September
2019. Itis worth to be mentioned that, even if some hotels succeed in attracting tourists, a fact
that has happened in some cases in the past, tourists will not be satisfied as most of
tourism businesses cease their operations during the winter months. If the government does
not intervene by giving incentives and subsidies to these companies, the situation will hardly
change. Thus, we decided to leave out these areas from our packets, and proposing organized
day trips in these areas to various points of interest as well as to specialized activities such as

grape picking, halloumi making, beekeeping etc.

Firstly, based on the interviews that have been accomplished, it
was recognised that ecotourism in Cyprus is notavery developed sector, buthasa strong
potential to grow. Through several interviews that were completed, it was also identified that
Cyprus has many possibilities to improve eco-activities and consequently to attract travellers
for ecotourism in the island who do a different lifestyle and promote a new philosophy. For
instance, the owner of an agritourism company said that “all the villages have development
prospects meaning that there is a private initiative in cooperation with the local authority and
the community in general. The wine villages have special prospects due to their connection
with the vineyards and their location as well as the villages of Laona - Akama.” Moreover, a
member of Nicosia Tourism Board (NTB) stated that “Nicosia needsto be more culture
attractive. For example, touristsare not aware about recycling in Nicosia and should

ask Green Dot about the recycling process. Also, information kiosks lack information about our
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cultural attractions and need to be improved with more details in order to be more helpful for

the tourists.”

Similarly, member X of NTB specified “the problem regarding sustainability is that all
communities should become sustainable. There is an issue regarding recycling especially in
villages. For example, community of Kissonergas in Pafos was awarded as the most sustainable
village in the island and can recommend this best practice approach for the rest of the Cypriot
communities. They should all collaborate and have a plan for waste management otherwise
we could lose the 50% of the sustainability part. Furthermore, many agriculture places are
working without being operating sustainably. We need someone to collect these recycled
materials. Ecotourism is a mentality not a type of tourism, put a part of sustainability in the
tourism.” The owner of hotel X stated correspondingly that “investing at ecotourism and
improving the eco-facilities and activities in all communities will be very beneficial for our

island.’

In addition, the website of Nicosia Tourism Board is available only in two languages
which are Greek and English. According to member Y of NTB, they consider including more
languages, but also to improve their website with the creation of a guidebook for events in
order to raise awareness. Therefore, it is obvious that Cyprus needs a lot improvement at all
the above mentioned areas in order to attract tourists. In general, there are several
initiatives that are applied by hotel owners, tour operators etc. in relation with ecotourism, in
order to attract more visitors. For instance, when the owner of a hotel W was asked, “Have you
taken any initiatives in order to promote ecotourism or to promote your hotel as eco-
friendly?” he answered “We avoid oil consumption and work with photovoltaics. Also, we
provide a Cypriot breakfast with all the traditional ingredients of Cyprus in order to give a full
gastronomy experience to our visitors.” For the same question, the owner of hotel Y specified
that “Of course, wetry to become 100% eco-friendly, and at the present we use metallic
bottles instead of plastic, and our next step is to use eco-friendly for cleaning purposes. Also,
we do recycle of paper, glass and plastic.” The certainty that hotel Y also uses sewage water
for irrigation and solar panels instead of heating was very
positive. Additionally, they use geothermal energy for its spa utilities. Additionally, the owner

of hotel X said, “We have an installed energy management system, solar panels, boil to heat the
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water and we do also recycle of paper, glass and plastics.” Therefore, it seems that most of the
hotels in Cyprus are using the similar eco-friendly activities, but yet, are more things to do in

order to improve this part of their operations.

The hotel Y owner was also asked if heis organizing activities or events in order
to facilitate tourists to learn about Cypriot culture, and he replied that they organizing a
tradition music night, local guide tours, safari with 4 wheels motors off road in order to
explore the Cypriot nature, wine tasting and visits at monasteries. Likewise, the owner of hotel
X answered to the same query that they organize dancing lessons with Cypriot dances and
language lessons in order to learn some main Greek words. For this project, they have also
interviewed people that provide further activities for tourists in order to explore our culture,
gastronomy, etc. For example, a place that could be very interesting for such a tourist is the
place with the bees’ tour. As owner said “Our program is not only to attract tourists but to also
educate them. We provide a full experience to the visitors on the full processes about how to
the honey is being made, but also our visitors have the opportunity to taste our local products
with our honey.” Another place that interviewed was an adventure park that it provides
activities at the mountains in order to give the opportunity to the tourist to explore the Cypriot
nature. It is a park of alternative activities such as climbing, paintball, archery, forest puzzle,
orienteering, Tyrolean travels, café restaurant, camping and team building activities,
woodland paintball, hiking. Moreover, the owner of the specific adventure park, as well as the
owner of the place with the bees tour, they believe that ecotourism and eco-activities are

underdeveloped in Cyprus and it is an area that needs a lot if improvement.

Therefore, a lot of effort needs to be done in terms of sustainability, eco-friendly
activities etc.in order to attract visitors in Cyprus and more specifically for
ecotourism. As most of the interviews’ participants specified, we should make the foreigners
to feel like they are locals, to put them in our shoes and fully understand the Cypriot culture
and tradition. Also, member X of the NTBadded on this, “We needto change
the Cypriot mentality to shift and give this new alternative with agritourism. We still
do not know if the Cypriots are ready and willing to embrace agritourism. Do we have the
mentality and know- how in Cyprus? We still have a long way to come to this point. We have

slow culture adaptationand we are mainly waiting to seewhat other countries are
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doing.” In fact, a large number of the participants suggested a lot ofideas for improvement
inrelation with ecotourism and how to attract more visitorsin order to explore the
Cypriot culture, nature and tradition. For example, a member of NTB recommended “hotel
owners etc. need to collaborate with municipalities for events and support each other. For
instance, hotels can collaborate with municipalities in order to attract guests to get married in
Cyprus, at unique places that have historical interest.” Interestingly, Casale Panayiotis hosted
many British couple weddings before Covid-19. Therefore, bringing foreigners to the island for
weddings can be an opportunity for them to explore the tradition of Cyprus, historical
monuments etc., but also to taste the Cypriot gastronomy.In Casale Panayiotis a group
member also got involved in the hallumi and anari workshop where Mrs. Maria explained and
demonstrated how these products are made and there was a taste of the product at the end
(Appendix 11). Many tourists were registered for that workshop and there was a translator
who explained in English all the details.

In terms of collaboration, other participants proposed also creative ideas that can be
helpful and effective in the future. For instance, the bees’ tour operator clarified that “we
should all be ambassadors of Cyprus and promote each other to send tourists all over Cyprus
giving them options and ideas.” Promoting each other, will benefit not only the owners of
restaurants, hotels etc., but also will help the country as a whole. Traditional foods, places and
activities can be all explored by tourists, if Cypriots join forces and make the best possible for
Cyprus, but also for their operations. It is worth mentioning that the Deputy Ministry of
Tourism, with regards to the promotion of agriculture, it is in a close collaboration with the
Ministry of Agriculture to develop anational strategy for gastronomy. In addition, in
the Deputy Ministry of Tourism there is an effort to promote the Cyprus Breakfast, both in
hotels and restaurants all over Cyprus, as it cooperates with numerous restaurant and hotel

owners in order to achieve its desired goal.

Furthermore, government subsidies also play an important role in the sector of
ecotourism. The majority of the people that have been interviewed claimed that the support
from the Cypriot government is not enough. In fact, according to a tourism government’s
executive, the European Union provides many subsidies related to the restoration of old
houses, mainly in rural areas, the creation of small museums in rural houses as well as grants

for the maintenance of churches and temples. In the past, the Department of Town Planning
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exploited this opportunity and offered a specific financial support scheme. This is an
important factor that can be very helpful for improving Cyprus and consequently to attract
more tourists. Based on the improvement of Cyprus in general (i.e. houses, infrastructure etc.),
the owner of hotel Y specified “we need to improve facilities in all communities. For instance,
in Kalopanayiotis they invested in agritourism accommodations, but unfortunately other areas
there are no other facilities except from hotels. Also, the infrastructure is not so good. For
example, Vouni and Omodos villages are good but the road upper is not helpful.” On the other
hand, the owner of hotel W stated, “we must not only improve infrastructure and facilities for
the ordinary tourist, but we should improve the amenities for disabled people that would visit
Cyprus (such as to build more ramps).” It is therefore suggested that a lot of money should be
invested in the development and restoration of traditional houses and infrastructure

development.

The Cypriot government, and more specifically the Deputy Ministry of Tourism, had
plans in order to develop and improve this important segment for the country. For the
question “What is the future strategy of the Deputy Ministry for the Tourism in general
and agritourism specifically?”, member X of Deputy ministry of tourism answered “our
strategy entails the development of rural areas in a way that people will choose to stay there
and grow their businesses (agritourism housing, hotels, restaurants, places of interest etc).
Furthermore, we are planning on educating people so they can acquire specific knowledge
around tourism (languages, organisation of festivals, internet - eMarketing etc)’. However, in
order to have a full development of these areas we need the collaboration of other Ministries
as well. For example, the Ministry of Transportation, Communication and Works to build or fix
the public road network. Therefore, collaboration between each participant that operates or is
willing to operate at this sector, is essential in order to be a successful and advanced eco-

tourist island.

Nevertheless, during our research we realized the enormous importance of the Cypriot
gastronomy and we learned about unique traditional products such as "chaliji" which is a type
of cheese that you can find it only in Kato Pirgos Tyllirias. Another example is Kampos village
where locals create a special and delicious oregano. The problem is the plastic packaging and

the non-utilization of these products in innovative recipes. A great example for the interest
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from abroad is the book of Mrs. Marilena loannides who collected all the traditional recipes of
our country and her team translated them into German. Cyprus has undoubtedly a rich culture
and tradition; special traditional products which foreigners love them. Furthermore, the
president of Oreini Larnacas stated that the area is famous for handmade pasta made of skiniki
or milas and terjelouthkia cooked with haroupomelo. From 2004 there is a rapid growth in
producing and now there are around 100 professionals that produce traditional products.
There are currently 2-3 women who have license in their houses to produce terjelouthkia.
Every year on the 1st of October there is an event where the Larnaca villagers make huge
turnovers by selling their traditional products and they give free samples to people to taste
what they buy.

However, tourists in coastal areas are not interesting and have lack of
information about agritourism activities. We realized that as a country we have a huge
potential in ecotourism and agritourism especially if we combine gastronomy, tradition and
attract tourist of specialized interests. As we understand the Deputy Ministry of Tourism as
well as Top Kinisis already know it, but itis a necessity to work hard and all related
bodies to collaborate with each other and promote an ecofriendly awareness to all
citizens. For example, we have visited Ecophysis in Vavla village and we had a special
experience named “become a beekeeper for a day.” The main product which is to observe bees
without harming them was special (see Appendix 11). However, the money-quality
relationship was not as expected. The company offers too much for a low-quality food buffet,
they use old technology TV to show videos about bees etc. They should highlight that the
beekeeper experience was amazing, but they have to support this experience in other sections
as well. Another example of avoidance is the newly opened bar named the Corner Mill
in Kakopetria where the bar owners did not collaborate with the Mill restaurant to offer food
and when we arrived, they said we should call the restaurant ourselves if we wish to order
food because they do not collaborate. Ironically, this bar is at the veranda of the Mill
restaurant and this culture of competition and non-collaboration only harms the visitors and

their reputation.

During our visit to the Golden donkeyfarm which is alsoa tradition and
culture park, we realized that it is a very enjoyable place for locals and foreigners to spend

their day. Apart from the donkeys and the walk with them, there are wax figures that show the
35



daily life of the Cypriots in the rural areas in the last century. There are explanations in three
languages, Greek, English and Russian. In addition, there is a nice place with decoration mainly
of wood for food and drink, even for organizing small events. When we asked if people visit
them, they answered that they work mainly with tourists (except for this year due to the
pandemic) and they are fully booked (capacity about 200 people) by tourists with an average
income of 60-80 euros per person. There is an entrance of 4 euros, 12 euros walk with
donkeys and many other traditional products such as donkey milk ice cream. With such places
you can easily attract tourists of special interests throughout the year.

Another interesting visit was to the Riverland biofarm- an oasis just outside Nicosia in
the village of Kambia. Unlike the donkey farm, the organic farm mainly attracts locals and
especially families with young children. Revenue streams also include sales / shipments
within Cyprus of organic products such as eggs, milk, etc. It is a beautiful picnic area where
quality coffee and delicious food and breakfast are offered. What makes the difference is the
variety of activities in nature which are kayaking at the dam of caterpillars, hiking,
mountaineering, goat crawling, archery and horse riding. There is also a place where you can
stay for camping and room for rent. Undoubtedly locals and tourists can spend unforgettable
experiences there and can easily be included in ecotourism and agritourism packages.

In addition to farms, we also visited natural landscapes such as nature trails and points
of interest with impressive views and Troodos botanical gardens. We were very impressed by
the path of Caledonia where it leads to the waterfalls of Caledonia and attracts every year
several tourists who come organized for hiking. Another impressive point that is not so well
known to tourists is the "Teisia of Madari" just above the village of Kyperounta. It is a unique
point with an altitude of 1613 meters with incredible views. Apart from the view there are
various nature trails where they can attract people for hiking / mountaineering and at the
same time enjoy the spectacular view. What impressed us is the existence of a small gazebo at
the top where visitors can go up to see the view, literally above the clouds. There is a
permanent forester there who exhales a sense of security in the event of an accident or bad
weather conditions. Such natural landscapes should be promoted to tourists especially in the
winter months and need help from forestry and other agencies in order not to destroy the
natural environment of the area (mainly by fires and garbage dumping) but also to provide

security to visitors.
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Nonetheless, we studied the online reviews (Appendix 9) very carefully and it is
noteworthy that almost everything was positive, a fact that shows that a good job is being
done but also that those who have negative complaints rarely report them in public. What is
obvious is that most people, especially tourists, are satisfied with a visit when the host is
hospitable, friendly and "bombards" them with lot of new interesting information. We strongly
observed that visitors demanding staff with knowledge and experience in order to explain and
solve their questions. When the host knows and loves their job, behaves politely and with a
smile then the tourist suggests his experience to other people and at the same time ignore any
mistakes. Finally, we can conclude that there are interesting activities for tourists of
specialized interests regardless of age, thus we can attract both adults and families with
children. It is not all about to have a good product or activity, it is about how you behave, how
you promote your product/activity and how you support it.

We concluded that there are enough activities and natural landscapes to attract tourists
of special interest during the winter months. The issue is to make a collective effort by all
those involved and to raise the level of the Cypriot tourist product. Top movement
undoubtedly needs to invest in ecotourism and sustainability and develop quality packages.

More discussion about this will be done in the section with recommendations.

ENVIRONMENTAL ANALYSIS

Theoretically, the environment entails the internal layer which is
inside Top kinsisis and VRIO framework will be applied to examine their resources and
capabilities (R&C) (Xiang and Formica, 2006). Then, the external layer representing the
general environment with PESTLE and Porter 5 forces analysis will be applied, thus this

environmental scanning articulates the foundation of strategy formation.

VRIO model:
In this segment, VRIO framework (Barney, 1991) is applied to determine

Top Kinisis’ short term future strategy. During the 1990s, dominant models shifted towards an
internal firm orientation, as embodied in the Resource-Based-View, reflecting the increasing
importance given to intangible competencies (Iles and Zhang, 2013; Kull et al, 2016),
contradicting with Porter’s (1985) external perception of strategy where a firm's competitive
advantage derives from external competition. R&C should be Valuable, Rare, Inimitable,

and Organizationally embedded (VRIO) (Barney and Wright, 1998). This structure
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advocates that internal resources primarily drive Top Kinisis’ sustainable competitive
advantage (Barney, 1991). This emergent strategic view through VRIO analysis is used, as it is
a useful frameworkin identifying the potential competitive advantage of the
existing R&C (Chinho et al, 2012). VRIOtool attempts to assess to what extent
Top Kinisis possesses R&C that are valuable, rare, inimitable and can
be organizationally embedded (Barney and Wright, 1998). Competitive advantage can be
realized solely when Top Kinisis creates transcendent value for consumers (Wit and Mayer,
2010). However, it is debatable that value could be applied to various stakeholders and not
just buyers. We consider as stakeholders all the organizations and companies which are
related with the tourist industry. Top Kinisis intangible stakeholder relationships satisfy the
rarity criterion, thus potential to capitulate superior performance (Kull et al, 2016).
Nevertheless, these co-operations evolve gradually, since they have built reputation
and organizational culture historically. Predominantly, a firm obtains competitive advantage
when it takes value-adding strategic activities that none of its competitors could duplicate
concurrently (Barney, 1991). Interestingly, barriers to imitation arise from the complexity of
linkages between R&C and whether the strategy is hard to copy (Johnson et al., 2017). Mrs.
Elena Tanou with her impressive biography, know-how and market intelligence can be
described as a unique part of Top Kinisis. The preceding staff’'s capabilities and expertise
might be the most challenging to imitate, since they are unique. Their stakeholder
relationships are also difficult to imitate, thus, could add-value to Top Kinsisi. Additionally,
Hofstede (2001) claims that culture is steady and concerned with fundamental values,
whereas organizational culture relates to shared actions of members, thus, it iseasier to
change and manage. Therefore, some sources of competitive advantage include

differentiation, cooperation and organizational culture.

PESTLE Analysis

PESTLE analysis emphasises six market and non-market factors. The key elements
influencing Top Kinisis’ strategy are discussed. To start with, the first element of PESTLE
which is the political, the Cypriot government during 2020 was forced to act and impose some
harsh decisions regarding the current crisis. The government was central with quite high
degree of intervention even though it isright winged and advocates the freedom of the
markets. Nevertheless, during crisis such as the Covid-19 pandemic, the state played a central
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role in attempting to financially boost the real economy in Cyprus. For instance, the Ministry of
Finance and the Ministry of Employment, have tried with the limited resources
available to thrust to a satisfactory degree the tourism sector that was severely hit by
subsidising employee wages, giving helicopter money for some months and extending the
period that rents and bills were due. They also gave the opportunities for businesses to
conduct Covid loans with some Cypriot banks benefiting from lower interest rates and more
flexibility in repayment. However, it is vital to mention the future ambiguity and the
unknown turn that this pandemic will evolve. Unfortunately, the most recent frustrating
reveals about the Cyprus papers and the golden passports is making the political situation
more turbulent. Moving to the economicelement, whichis intertwined with the
political decisions, thereis a challenging situation not only for Cyprus but globally. The
members of the parliament and many financial analysts forecast that an economic downturn
after Covid-19 is just around the corner. Therefore, from the Covid-19 experience, we realised
that some government intervention is essential because the private sector should be checked,
scrutinised and helped. We need the social value, local communities which need
to be prioritised, and the government acts as a big player but we should all collaborate as a
community. Cyprus is facing a period of uncertainty and tourism has been hit hard. Under
normal circumstances we would discuss about routine development plans, but this situation
needs to be carefully handled and the government should make the right decisions to
stimulate the market financially and especially the smaller companies, regardless of tourism
flow.

Moreover, characteristics of social environmentin PESTLE include demographics,
wealth distribution, geography and culture (Harrell, 2016;Johnson et al, 2017).During
2020 most Cypriots seemed to be behaving according to the emergency regulations and they
stayed at home during the lockdown. This shows their respect and empathy about the
vulnerable citizens asthey did their best toadhere to personal hygiene and distance
themselves from their friends and family. Appreciating technology, many businesses,
educational institutes and most industries found innovative and alternative ways of going
forward and they keep  operating under this tumultuous environment. Regarding the
legal bodies and parliament in Cyprus, they were more flexible during Covid-19 and they ‘bend
the rules’ which was a positive aspectto help the citizens feel safe and less anxious about

their obligations and the bad economic situation in general. Even though there were some
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delays regarding the Cypriot government proposal about state guarantees, by the end of
March the proposal was suggesting giving money to companies that were doing well before
the Covid-19 and since the state cannot do this assessment, only banks could do this analysis
to decide which companies were stronger and more likely to repay. The idea was to give lower
interest rate loans of 1-1.5% to small-medium enterprises. The first legislation was rejected
and the second was regarding 1.5 billion budget with modifications lowering it to 1 billion and
that was rejected on the 19th of May as well. The banks would give easier loans to companies
if the initial proposal was passed through Parliament but unfortunately it did not. Then plan
B was passed through Parliament to give Covid loans both to the new and former loans to
avoid becoming red ones. Some organisations are afraid that many businesses would go
bankrupt now that the government guarantees have been rejected but only time would unfold
the reality. Furthermore, this thesis has at its epicentre the environment as the last element of
PESTLE, and how to sustain it in the longer run through ecotourism and turning Cyprus into a
greener destination. Environmental regulations impose additional costs regarding direct
pollution conformity, product stewardship and sustainable development (Johnson et al,
2017). The E.U role is central in imposing to Cyprus some stricter environmental regulations
and sensitivity and fortunately there are various non-governmental organisations and
sensitive citizens that promote and act as ambassadors of this new lifestyle by doing daily
simple things such as eliminating plasticin their visits to the shops and usingeco-
friendly drink cups, stainless steel straws etc. By combining ecotourism and sustainability
with agritourism, culture and gastronomy, Cyprus can generate enormous
profits, both financial and non-financial, reducing unemployment and increasing the standard

of living especially for residents of mountainous and rural areas.

Porter five forces model-industry Competition

An external industry analysis tool is named Porter’s five forces that drive competition
in an industry (Porter, 1985). The value of this framework is to appreciate the external
environment, thus, having an improved idea of how to respond to threats and opportunities
examined in the TOWS matrix later. Commencing with the threat of new entrants, it is
excessive in the tourism industry, because of its high attractiveness since it has enormous
customer base both domestically but mainly from abroad, a high profit potential and moderate

start-up expenditure (Capon, 2009). Regardless of the maturity of this industry, premium
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travel agents with many yearsof experiencein the market and good reputation, may
emphasise their high customer satisfaction and collaboration to attract new customers and
new partners globally. This suggests that they currently adopt a differentiation strategy,
meaning that Top Kinisis seeks to be unique along with being valued by its customers,
therefore, charging a premium price for its services (Porter, 1985). Secondly, competitive
rivalry explains the factors affecting how competitive an industry is, and the prices as well as
the costs (Capon, 2009). According to Mrs. Tanou from the case study organisation their most
important competitors are all the small freelancers with no licence and representatives that go
to hotels and represent Top Kinisis. This implies that there is high competition in the tourist
industry in Cyprus with low entry obstacles. Entry barriers are usually the result of
patents, or know-how, or distribution channels, or some unique R&C possessed
by incumbent firms (Saunders et al., 2016).

Additionally, the third element of Porter’s five market forces which is buyers’ power, it
is vital to mention that Top Kinisis’ main customers are group of individuals and these drivers
of buyer power are alleviated when consumers are loyal and committed in spreading excellent
reviews on social media and word of mouth advertising. It was apparent from the statistical
analysis above that tourism demand and inflow in Cyprus was increasing before Covid-19
and this makes them even more powerful as buyers since they have a bigger
influence. Fourthly, the threat of substitution implies that substitute services provide the same
function as the replacement good (Capon, 2009). The consumer tendency to substitute is high
in the tourism industry, as there are many alternative tourist destination options such as
Greece, Italy, Spain, Malta etc. We look at the bigger picture and assume that the threat of
substitute services are not other travel agents in Cyprus but travel agents abroad who offer
very similar services in sometimes quite cheaper packages. If Germany, Russia and the UK are
the three biggest tourist customers of Cyprus, there is a high demand which is also shown in
the Statistics section. Assuming this, we make the hypothesis that they could visit Cyprus
because we offer an ecotourism package. What are the characteristics we could foster to show
them off and advertise abroad? The answer is to offer a niche product combining gastronomy
and traditional flavours, sustainability, religion, specialized agritourism activities, unspoiled
beaches. According to a research from the Deputy Ministry of Tourism, there is a high demand
and potential to attract tourists for specialized interests from England and Germany. The main

obstacle is that, there are other countries currently like Spain and Italy which offer a higher
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quality product. Lastly, suppliers’ power aspect does not quite fit into the case study

organisation as their suppliers do not influence their degree of competition in the industry.

TOWS matrix:

From the preceding external analysis, it is concluded that the tourist industry in Cyprus
is a somehow a challenging market to compete, especially during the pandemic. However,
external factors are not enough on isolation, thus, internal analysis focused on
Top Kinisis’ R&C with the TOWS matrix showing that Top Kinisis could pursue their own
solutions (Lynch, 2015). In colliding both approached analysed, a TOWS matrix in Table
1 gives an overview and furthers the environmental analysis. Therefore, at the heart of the
report, TOWS matrix interconnects all the important findings to enable shaping the

recommendations and conclusions tailored to Top Kinisis.

Table 1: Tows Matrix

Top Kinisis

Strengths-S

e Good brand
recognition in local
community (positive
brand awareness), stro
ng networking in
Cyprus and abroad

e Leader in travel

agents, Established in

1987.

e Employees with

high skills and

knowledge about

tourism- 80

qualified staff

members in both

Nicosia and Limassol

offices.

e Technology. Utilizin
g applications to
make
tourists’ experience
better and social
media for marketing
purposes.

e Organizing greener

conferences. Already in

European program

Weakness-W

. Financial
difficulties due

to Covid-19. A
catastrophic
season

without sales thus
rapid reduction

in profitability.

. If there

is low demand for
travelling like
2020 due to
covid-19, then
Top Kinisis unfort
unately has not a
plan B or
alternative ways
to earn profits to
mitigate the
adverse effects of
the pandemic.

. Small
company
compared to other
European

giants (they have

limited
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about Sustainable
conferences.

e The organization
manages to reduce the

of its conferences and

environmental footprint

agility and resista
nce to change).

. The staff
there does not hav
e employees who
speak Arabic, Dutc

events h or other
language which
customers speak.
Opportunities-0 Strengths to Weaknesses to
e Except from the Opportunities: Opportunities:
year 2020, the last 5 years The S-0 The W-0 can be the

were experiencing a tremendous
increase in tourist arrivals.

o Cyprus national strategy aims to
improve agritourism until 2030 is an
opportunity for Top Kinisis to
collaborate with government bodies
such as the Deputy Ministry of
Tourism to offer and promote
agritourism packages in line with
ecotourism. Except Top Kinisis there
are also other tour operators which
are competitors.

e A growing niche consumer
market with environmental
awareness. Many opportunities to
exploit ecotourism and attract high
quality tourism that respects and
appreciates Cyprus culture,
gastronomy and biodiversity.

e Strategic or slow

tourism. It is very important, for
example avoid use a bus for

50 people. In opposite use

smaller minibuses. Organized special
ized excursions and offer high
quality experiences.

o Combination of ecotourism with
agritourism and sustainable tourism.
Escape from the

classical sun and beach model.

order to respond to the
potential opportunities in
the market=attacking
strategy

focuses around how they ca
n exploit their strengths in

o Facilitate Cyprus to
become an attractive
eco-friendly destination
with a variety of
activities for people
with specialized
interests. The need for a
more sophisticated
tourist that appreciates
Cyprus’ natural
habitats, food and
tradition. Already there
are many
collaborations.

e Promote Cyprus
activities to tourist of
specialized interests via
social media and

phone applications.

o Exploit staff

skills, knowledge and
experience in order to
improve
ecotourism/agritourism
in Cyprus and

Top Kinisis packages.

e Top Kinisis must use
its networking and start
conversations and foru

hardest consideration, as
it does not always come
naturally. Consider

how their opportunities
can

remove their weaknesses
=reinforcing the
attacking strategy

e Avoid mass
tourism and target a
niche market, offer
safe and quality
vacation. Easier to
manage small niche
groups during
pandemic.

e Work hard and
offer high quality
packets for daily
excursions and
attract locals. Very
difficult due to Cyprus
size.

e Could take
advantage of its small
company size and
adopt a niche
customer segment
strategy as opposed
to its huge
international
competitors who are
less agile and cannot
focus on a niche
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ms about ecotourism
and sustainability.

product.

Create projects
related with
ecotourism in order
to increase tasks and
avoid fire employees.

Threats-T

Covid-19 and future

uncertainty of the tourism industry
in general. They cannot organize
plan for the long-term future
Cyprus culture since Cyprus

is not a famous ecofriendly country
and there are many difficulties which
do not allow many parties related to
tourism to collaborate for the
common good.

Many tourists prefer to organize
their trips and excursions alone
therefore some age groups could be
difficult to target.

Strengths to Threats:

The S-T examines how
strengths can be used to
mitigate or remove the
threats to the business, and
in some cases look at how
threats can be transformed
to opportunities= defensive
strategy

Use the brand
recognition and
networking in order to
create an
environmental culture
and awareness in the
whole society and other
smaller businesses.
Target 50+
customers with all-
inclusive packages with
a tour operator to get
an insight of the full
agritourism

experience. Additionally
, try to offer attractive
packages for younger
people and persuade
them to buy those

packages.

Weaknesses to Threats:
The W-T highlights how
weaknesses can play
into, develop or enhance
the threats of the
business=

reinforcing defensive
strategy

Now with Covid-
19 Top Kinisis has
serious problem,

no profits and no
demand for tourist
packages.

They should think
innovatively and with
realism to create
what is more
appropriate based on
their current
resources and
capabilities.

Stakeholder analysis

There is

an argument
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that a

closer relationship with stakeholders when utilized effectively, it can be perceived as a more
effective source of sustainable competitive advantage than tangible resources (Jones et al.,
2018). Embracing this approach, the valuable criterion of the VRIO modelis addressed
(Barney and Wright, 1998). Jones et al. article (2018), suggests that to achieve sustainable

competitive advantage, Top Kinisis should maintain close relationships with stakeholders



based on open and honest communication, information sharing, reciprocity and trust. They
argue that these relationships are characterised by VRIO criteria, and consecutively satisfying
the value creation for both parties (Jones et al.,, 2018). Considering stakeholders as having a
voice, it is an opportunity for the stakeholders to move upwards the
participatory stairway and create a more engagingapproach to the decision-making
process through ensuring better representation of stakeholder values (Sharples et al,
2014). Nevertheless, a shortcoming of the stakeholder view is the inconvenience of
interpreting the objective of pursuing the interests of all stakeholders (Saunders et al,,
2016). The fact that Top Kinisis is engaging in ethics and social responsibility, has the potential
to enhance their reputation with key stakeholder groups such as the government and the
Deputy Ministry of Tourism, therefore giving them an advantage over competitors that is both
valuable and potentially inimitable (Worthington and Britton, 2015). Communicating openly
and genuinely, can achieve a transparent discussion between Top Kinsis and its stakeholders,
allowing acceptance and support for a diverse range of opinions (Sharples et al,
2014). Additional economic value would be created when Top Kinisis maintains close
relationship capability, as stakeholders are motivated to contribute more to joint value
creation, and essentially, as value creation proceeds, it becomes more effective (Jones et al,,
2018). Overall, the stakeholder analysis identified a harmonious relationship between
them. Top Kinisis together with all the stakeholders can cooperate in order to give additional
value to the Cypriot product, to grow the negotiating pie and as a result the profits will be

more for everyone regardless of who will get the most out of this.

Chapter 5:

RECOMMENDATIONS AND DISCUSSION:

This chapter is going to explore and give multiple suggestions and recommendations to
the case study organisation based on the preceding analysis. There is the potential to attract
tourists during winter months in order to increase revenues for those off-season and low in
demand months. Give incentives to tourists in order to visit Cyprus in winter and offer them a
variety of activities to do and places to explore (see Appendix 6-8). If we increase the tourist
arrivals during winter months it will then increase the state income and as a result, we can
reduce unemployment and improve the quality of life in many rural areas. Awareness

campaign for the Cypriot people about ecotourism, environmental awareness and agritourism.
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[t is not enough for Top Kinisis to create high quality packages; in the longer term we need to
create and maintain an eco-friendly culture as a society. Additionally, the environmental and
cultural education should be a priority alongside the preservation of cultural
heritage. Top Kinisis instead of looking for a new customer segment, they can attract existing
segments. For example, many people enjoy participating in marathons, thus Top Kinisis can
focus on this customer segment and satisfy their needs. Inform businesses related with the
tourist industry about ecotourism, sustainability and their effects on economyand not
only real terms. Explain that there is a demand for ecotourism, and it is a must to turn page
and become an eco-friendly country. Try to inform and raise awarenessto citizens and

companies and make that change to happen.

Digital Marketing (opportunities for government subsidies):

On the website of Top Kinisis (2020) there is a column where one can find tourist
guides for all the cities where the company has packages. What we have found is that there is
no guide for Cyprus. Our suggestion is to prepare enough photographic material accompanied
by text and then post it on the company's website. This may be done in collaboration with
other agencies such as the Deputy Ministry of Tourism. The purpose for that is tourists who
are looking for packages through the top traffic or has bought a package to visit Cyprus and is
looking for more information about the island, thus they can do it easily. The desired result is
that tourists can find there a variety of activities and excursions where they can experience in
Cyprus. These activities in combination with the Cypriot gastronomy and fresh ingredients, the
beautiful natural landscapes to visit and relaxing walks can look very attractive to the
tourist. As Top Kinisis representative told us, there is a separate page for tourists who want to
visit Cyprus. We urged them to copy the material related to Cyprus and paste it on the regular
website. However, they should be careful about the intellectual property rights reserved. In
addition, Top Kinisis told us that they are planning to give incentives to photographers in
order to motivate them to create photographic material about Cyprus and use it in promotion
actions.

The previous years many people were using Twitter in order to explain their opinions
about different current affairs. Twitter is not like Instagram where the purpose is to upload a

good photo but to make a public statement or even a discussion for exchange of views and it is
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a tool used by most politicians and celebrities in order to influence and raise awareness. We
suggest for Top Kinisis to exploit more Twitter platform and advertise Cyprus’s projects about
ecotourism, agritourism etc. by using hashtags and tag other organizations, not only locally but
also globally. For example, if a project of a house's restoration in Agros is done then
Top Kinisis can make a statement about this and use hashtags and tag UNESCO. Our young
ambassadors can play a vital role by exploiting social media and their power. The
ambassadors could be young girls who have learned from their grandmothers some
traditional Cypriot dishes and perform online streams and videos showing how to make
‘flaounes, or hallumi, or pittes tis sajis’ for instance.

Top Kinisis’ Instagram page has thousands of followers and the content there is just
amazing. Additionally, on Instagram we suggest creating a specific hashtag or maybe more
than one hashtagabout Cyprus and give incentives to locals and tourists to use them.
For example, use the hashtag #goEcoGoCyprus in order to attract tourist who
have environmental awareness and are demanding destinations for ecotourism. Nowadays
social media is very popular,and the use of hashtags is a tool that is used in almost all
Instagram advertising campaigns. After a conversation with Top Kinisis representatives we
suggested in creating more than one Instagram pages in order to be easiest to manage them
and every page will have a different subject. For example, one page especially for Cyprus,
another one for packages in abroad etc.

Nowadays YouTube is very popular, therefore everyone can find everything in that
platform. We suggest that Top Kinisis could create a YouTube channel, maybe in collaboration
with other interested parties, and create videos to show Cyprus’ beauties, culture events,
gastronomy and many activities that tourists can enjoy such as theme festivals in different
villages. Many users will show interest in the traditional Cypriot cuisine and the traditional
way of cooking. Through the appropriate marketing via the YouTube channel can be the ideal
tool in order to attract tourist from all around the world and convince them to come to
Cyprus. Some of them can also visit Cyprus for their wedding and British people are currently
coming to Cyprus to get married. Also, using a YouTube channel is very easy to promote
environmental campaigns such as the non-use of plastics, tree planting, eliminating waste

etc. We must highlight that there are already some good videos in YouTube about Cyprus.
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People many times need incentives or small awards through reinforcement in order to
do something. Therefore, we suggest for Top Kinisis to create an online game with awards in
its website. For example, they could create a 2-3-minute short video about the Cyprus culture
and agritourism activities that tourists can enjoy. Then after the video for 30 seconds the
client could have the opportunity to answer 5 questions related to the video and win awards.
Some awards could be free tickets for Cyprus or a bucket with traditional products like. In that
way tourists will have incentives to learn about Cyprus and convince them to visit Cyprus. It is
vital to remember that learning is better and more effective while playing, as this is an

evolutionary human instinct and as kids it was the first method we learned something.

Lack of information:

Most tourists are coming to Cyprus for the sun and the sea, therefore as a result they do
not know that they can have unforgettable experiences related to ecotourism and agritourism.
When tourists arrive to the island, the tour operator could give them a small guide with a
variety of activities so that everyone will have many choices and things to do. This can be in
the form of an optional day trip with a tour operator or an all-inclusive package with different
trips and activities. From our research we realised that tourists do not have access to a lot
of information about activities they can enjoy here as good as locals. By giving information to
tourists, then year after year with the word of mouth advertising, the demand for winter
months will face a steadily increase. The difficulty in this part is the fact that most of the
tourists are not interested in special activities but come with all-inclusive packages that do not
help the real economy-just a few hotels. An effort should be made to change the status of
tourists and to target tourist with special interests and environmental awareness, a segment

which grows day by day.

Gastronomy:

During our primary research we discovered that there are many beautiful places for
accommodation during winter months for agritourism. For instance, the European Union
has given subsidies to locals in order torenovate their homes while maintaining their
traditional structure and now they rent those houses to locals and tourists. However, they are
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not large hotels with the possibility to offer many amenities and a large variety of traditional
products to tourists. Therefore, our suggestion is that Top Kinisis can organise at one place a
Cypriot traditional breakfast for all tourists who stay in a specific area or hotel complex. For
example, Casale Panayiotis in Kalopanayiotis has approximately 40 apartments and some
small houses, then all the tenants can enjoy every morning their breakfast in a specific place
and enjoy a traditional breakfast with a variety of traditional products such carob honey,
seasonal fruits, halloumi etc. They currently do this in Trullino restaurant, and they have the
traditional Cypriot ingredients. However, more agritourism destinations could adopt Casale
good practice approach. We have visited Casale and tasted its breakfast and was unique with
special products brought from nearby producers.In addition, every day the tourists can
visit a different place where they will enjoy their breakfast, thus more than one
local business can increase their profits. Therefore, this idea will help the whole society to
promote Cypriot products from different suppliers with their unique touch but will also help
the local small business economically. During our thesis project we realised that gastronomy

plays a vital role in our attempt to attract tourists during winter months.

Special events and specialized activities (combination of events):

Many companies from abroad are looking for special experiences with the aim of
making team building events. The goal is to bring their staff closer and increase efficiency.
Although there are not enough facilities in Cyprus for such a thing, groups can be hosted for
such events and interesting agritourism experiences can be offered. Top Kinisis can manage
and organize a special package for such events and attract companies, universities etc. where
located in Cyprus and as a result will have an extra revenue stream.

In our primary research many hotel owners told us that there are not bicycle paths and
according to the research that Deputy Ministry of Tourism has done, there is a demand for this
specific activity. We suggest for Top Kinisis to organize a special bicycle event. Find a nice
location, maybe in an agritourism area and invite dozens of cyclists, maybe hundreds. When
the cyclists will finish their route, they will have the opportunity to taste some special
traditional products or even enjoy a culture event. The purpose is to combine this activity with
gastronomy and culture and at the same time surpass a message to government and other

competence bodies that there is a demand and potential for bicycle lines and paths.
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Additionally, this is an opportunity for Top Kinisis to promote their business core values,
improve its corporate social responsibility actions and starting to create an ecotourism
awareness to the society. Bicycle lines will stay for years, so it is an investment which will help
in long term and that is what we called “sustainability.”

In collaboration with other companies such Riverland
BioFarm, Ecophysis etc. Top Kinisis can organize and advertise events (asking for sponsors) in
these places. Ordinary people will have the opportunity to enjoy some activities (maybe have
extra discounts this day) like kayak, see animals etc. and after participating in a culture event,
workshops and others. Top Kinisis representatives will have the opportunity to speak with
people, explain what ecotourism is, the relationship with agritourism and the benefits that
Cyprus will have. Top Kinisis with such events can increase even more its positive brand
recognition and promote its packages. As already mentioned in the objectives chapter, the
company can focus on existing customer segments in order to meet their needs. One idea is to
organize marathons and attract tourists. Of course, marathons will be combined with

gastronomy, culture-related events, and perhaps with tree planting.

Cultural week:

Through collaboration with many parties and subsidies from the government,
Top Kinisis can lead and organise a week or a 10-day period called “Cyprus culture week.” This
event could take place once per year in November or December- the winter months in order to
attract a specific group of tourists. Then advertise this week-event via travel agents, social
media etc. in order to gather as many tourists as possible for this specialized event. The key
indicator here is the variety and quality of the package thus it is a must to schedule a program
with a high-quality variety of different activities. Activities such as participating in workshops
to produce traditional products, picking honey like a true beekeeper, making hallumi and anari
cheese etc. will dominate. The aim is for the tourist to discover the gastronomic treasures of
Cyprus and at the same time to learn about the tradition and the culture. This combined with
excursions in nature and always with ecological awareness and zero use of plastics can bring
very positive results. Now it is the perfect timing for Cyprus to take the next step, to show
ecological awareness, to create quality agritourism packages and to attract tourists of special

interests. We can suggest letting the last two or three days after the event free, so every tourist
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can do what he/she wants, for example play golf, go to trips etc. This alternative for the Cyprus
society event will take place in many different places in Cyprus and as a result many locals
from all ageranges will be interested to participate. Firstly, Top Kinisis should conducta
market research both in Cyprus but especially abroad, in countries such as England and
Germany in order to discover if there is demand for an event like this. To put it
simply, Top Kinisis will examine the possibility that tourists are willing to pay to buy
such a package and visit Cyprus during winter months. Moreover, festivals can raise
awareness about local uniqueness, culture and attract larger or novel target groups. In
addition, this event can be expanded by collaborating with other neighboring countries and
visitors have the opportunity to get to know more than one culture, to taste different cuisines,

etc. In a such a case it would be easier to earn subsidies from the EU.

Educate others and crate ecotourism awareness to achieve a bigger collective result:

Many companies that offer an attractive product or activity do not know how to do the
appropriate marketing in order to attract both locals and tourists. In addition, some people do
not know any foreign languages or have no communication skills and as a result they are
facing some difficulties when they come face to face with tourists. It would be ideal the time a
tourist does an activity to have people who know how to approach them appropriately and say
some interesting informationto attract their interest. Therefore, tourists can easily ask
questions that they probably have, learn some new interesting things about Cyprus in general.
Additionally, we can successfully promote and suggest to tourists other interesting activities
and places in Cyprus through the culture of collaboration, collectivism and supporting each
other. In this way the tourist will be satisfied, will visit more places and in turn, will suggest
his experiences to other people. In order to achieve this, we propose the Top Kinisis in
collaboration with other agencies to conduct seminars with the aim of the best professional
training of many small businesses related to tourism. Seminars with topics like social media
marketing, communication skills, basic English, German and Russian language classes in order
to communicate with tourists etc.

Organizing seminars and marketing campaigns about ecotourism and sustainability.
Bring tourism companies owners, administrative or representatives and explain to them what

ecotourism is, what the opportunities ecotourism can generate are, and try to surpass them an
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eco-friendly awareness. Explain where ecotourism and sustainable tourism focuses and what
are their differences. Then explain what the benefits for the society are and how they can
exploit our rural areas and combine ecotourism with agritourism. They can ask the Deputy
Ministry of Tourism and other big companies for help. Show them best practice examples from
abroad and explain why other countries are more competitive in this sector than us and try to
find what makes Cyprus unique and promote it. Give solutions and improvements actions that
companies related with tourist industry can do. In addition, they can combine those seminars
with other events like tree planting etc. in order to take government subsidies and increase
their corporate social responsibility actions to society and environment.

Make the first step and gather many companies' representatives in the same place.
Then create a plan to improve ecotourism in Cyprus. Have a dialog with small companies as
well as brainstorming for the common good. Each company can help each other and as a result
improving the overall tourist product thatCyprus offers.Fora small company this is
something very difficult, in many situations something is unknown. For many companies
together it will be easier and the collective results would be much bigger. For example, many
companies can collaborate in order to create a special event or festival as well as take eco-
friendly actions such recycle or usage of alternative resources of energy. As we have learned
from Ecophysis if all beekeepers collaborate then they can have better results and higher
quality products.

Top Kinisis can create and manage an online platform-discussion forum where the
users will be people related with the tourism sector such hotel owners and
managers, restaurants owners etc. The aim of this platform is the fruitful discussion on topics
such as ecotourism, sustainability and everything else that concerns tourism developments.
They will discuss ideas and trends from abroad, there will be a healthy exchange of views in
order to improve tourism businesses on the island. Top Kinisis can be the coordinator in every

discussion or set the topics for discussion. After all, there is always room for improvement.

Improving CSR by helping environment:
The case study organisation could organize a large tree planting where tourists will

participate and there would be a party with traditional delicacies, music nights etc. in order to
combine this purpose with fun and to teach tourists about Cyprus's culture heritage, values
and morals. Finally, give some souvenirs to tourists and photos to remember that they were
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part of this effort for free and show our Cypriot ‘filoxenia.’ Top Kinisis can organise many
events like this and not only in Cyprus but in abroad as well in collaboration with European
and Global eco-friendly organizations.

In terms of recycling Top Kinisis can gather people to lakes, dams and other natural
landscapes where people throw down their rubbish. The purpose is for volunteers to collect
garbage, which is done by different ecofriendly groups. The difference, as in our other
proposals, is to be done under the auspices of Top Kinisisand to be combined with
gastronomy and culture. Of course, representatives of the Top Kinisis will talk to ordinary
people about the need for recycling and how such acts have a positive impact on tourists, and
as a result to state revenues. Finally, there is another action that will be written in the

company’s corporate social responsibility.

New role in company’s hierarchy:

Open a new position-role in the company and hire or promoted a suitable candidate
with all the necessary skills. This position will be called “Top Kinisis Ecotourism Officer.” The
ecotourism officer will be responsible for all topics related to ecotourism, agritourism,
sustainability etc. He/she will stay informed about everything about Cyprus and ecotourism
and will have meetings with the related organizations in Cyprus, such as the Deputy Ministry
of Tourism, Cyprus Agritourism company and other stakeholders. He/she will be collaborating
and coordinate all Top Kinisis departments in order to achieve all the company’s goals about
ecotourism and sustainability. For example, the officer will be responsible for new packages
ideas, ecofriendly actions, new seminars etc. He/she can suggest to Top Kinisis vice-
president new ideas which will help Top Kinisis to achieve its aims. It is very important to
have a professional with knowledge and skills to be inform and oversee all the actions
Top Kinisis take about ecotourism and agritourism.

To sum up Top Kinisis had in mind to invest and complete many actions this year
but unfortunately due to covid19 crisis all actions have been postponed. So, it is difficult to
accomplish all our suggestions but they can manage many of them or ask for subsidies to
achieve as more as is possible. There are several employees who do not have a heavy
workload due to the crisis so they can be utilized and feel themselves active working on new

innovative ideas regarding ecotourism and new packages for agritourism to create new
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revenue streams Also, many ideas have the same purpose therefore Top Kinisis can combine
ideas and events in order to reduce costs and at the same time increase people’s
interest. There are budget limitations to take all these actions, but they should think cleverly

and exploit what they already have and create new collaborations.

SCREENING THROUGH SCENARIOS

Screening  through different scenarios such  as the optimisticc, moderate  and
pessimistic,is a process where strategic options are considered when the environment
is unstable, thus, it enables to decide which option would
be the optimal for Top Kinisis (Johnson et al, 2017). This process compels analyzing how a
strategy is reinforced by R&C which satisfy VRIO criteria and
the strengths to opportunitiescell in the TOWS matrix. Strategy assessment could
be executed using feasibility through resource deployment and financial feasibility; and
acceptability including the risk level consideration (Harrell, 2016). Explicitly, if the strategy
isrobustand hard to imitate, it means that itwould be feasible to implement it
(PRINCEZ, 2020). Furthermore, acceptability implies that the proposed strategy
meets Top Kinisis’s expectations and that could take the forms of risk, return and stakeholder
reaction. Returns are a measure of the financial effectiveness of a strategy and cost-benefit
analysis which due to the complexity of the project and the new unique travel experience, it
was hard to find accurate costing and numbers.

Considering the likely reaction of stakeholders to new innovative strategies such as the
ones suggested in this thesis, Top Kinisisand Mrs. Tanouis highly satisfied with our
suggestions since we got some feedback regarding our recommendations. Interestingly,
stakeholders also include the owners of agritourist places, travelers, employees, volunteers,
suppliers, government agencies, the local community, and competitors (CMI, 2020). However,
some external risks arise from events beyond Top Kinisis control such as Covid-19
therefore, the organization should identify the risks and mitigate their impact (Kaplan and
Mikes, 2012). Lastly, feasibility is concerned with whether this strategy could work in practice
and if current R&C exist or could be obtained to implement the strategy effectively
(PRINCEZ, 2020).

If we were consulting Top Kinisis last year which was an almost perfect season, things

would have been very optimistic and the forecasts for 2020 tourism inflow would be as high as
54



during 2019. However, this year turned out to be totally different and extremely unfortunate
due to the pandemic. Therefore, there are three scenarios if this situation will end in 1-2 year,
3-4 years or more than 5 years. This pandemic came very sudden and paralyzed the whole
planet and especially the human activity. Many fundamental human rights such as the right to
move freely was suppressed and now the masks and antiseptics are part of our lives. These
‘accessories’ have made citizens fear and now with the second wave of Covid-19 Cyprus is
again in the middle of the typhoon. Humanity is looking forward for the vaccine and the end of
this situation to return back to normality and routine. When people overcome this crisis, they
would slowly start to demand travelling and leisure abroad and here comes the role of
Top Kinisis and the Deputy Ministry of Tourism. However, we are not yetin a position to
forecast when the tourism industry will recover from the Covid hit, thus we could either go
with the moderate or even pessimistic scenario of recovering after 5 years. Finally, only time

would reveal which scenario is more accurate and we hope for the best.

IMPLEMENTATION ISSUES

It is vital to recognise this reportlimitations such asthe MBA students’ biases and
potential implementation issues, since Top Kinisis’ respond to risk and change are
unknown (APM, 2020). Furthermore, Top Kinisis risk appetite might be influenced by several
factors, such as their risk philosophy which is the degree of uncertainty a company is willing
to acceptin anticipation of a reward; and risk tolerance, which is the degree of risk
that Top Kinisis would withstand (PMI, 2013; Turner, 2014). Unidentified are also the costs
and benefits prior delving into a strategic decision making such as introducing new winter
travel agritourism packages (Meredith et al, 2016). Moreover, the cost estimation of the
recommendations is often complex, as monetary values include both tangibles and intangibles
(Brown et al, 2015).Fundamentally, competitive advantage tends to decay over
time unless R&C offer durability, transferability and replicability; meaning
that Top Kinisis could build an innovative agritourism travel package on their own (Saunders
et al., 2016). Furthermore, the MBA students as third-party observers and consultants, should
build relationships, protect confidential information, relying
on Top Kinisis and interviewees as a key measure of this applied business project success,

and occasionally see long-term results (Cameron and Green, 2015).
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Chapter 6:

CONCLUSION:

To summarize, tourism will undoubtedly be alwaysa very important sector for the
Cypriot economy. What is necessary is the continuous improvement of the tourist product that
we offer as a country and actions that will contribute to its preservation and sustainability. As
investigators, we got a lot of information during this project, mainly from people who have
been in the tourism industry for years as we also studied older data and past research. We
listened to different viewpoints and studied the actions taken daily by the Deputy Ministry of
Tourism for the development of our tourism product.

It was evident from the primary research that in Cyprus, the sun and beach model has
existed for years, but there is no plan B, while there are many prospects for increasing the
tourist inflow and expand the high tourist season period. There are several types of tourism
that can be promoted in Cyprus, such as agritourism, sports tourism, wellness tourism,
medical, churching etc. All these types have their own advantages and disadvantages as well as
their own prospects as discussed in the previous chapters. Of course, not everything can be
done overnight, and we cannot compete SO easily with other tourist
destinations. Therefore, we decided to promote a product where Top Kinisis and Cyprus can
be competitive in the European and global market.

Cyprus has a long tradition and culture, and incredible natural landscapes where one
can explore and enjoy. Ecotourism and sustainability have many positive impacts both in the
environment and in society when we propose to promote agritourism which is a part of
ecotourism and to combine gastronomy, church tourism, tradition and culture. There are
people abroad who are interested and are willing to pay for such tourist packages but did not
prefer Cyprus for several reasons. Initially there were not the required quality tourist
packages in place to attract tourists of special interests. Although there are many activities and
interesting things to do in Cyprus beyond the sun and the sea, tourists do not
know about them and awareness should be raised.

A collective effort should be made in achieving the goals and recommendations, which
is the same as the national tourism strategy until 2030 set by the Deputy Ministry of Tourism.
Every individual, as well as all businesses- especially tourism companies, should acquire

environmental sensitivities and understand the concepts of ecotourism and sustainability. It is
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necessary for the tourist companies to cooperate for the common good in order to raise the
level of the Cypriot tourist product and as a result the government revenues and gross
domestic  product would increase. =~ Unemployment  will then decrease; rural  areas
will prosper as well as their standard of living.

Lastly, Top Kinisis should make the beginning and convey this message to all tourism
companies and take the first step. The effort will not be easy, all the pieces of the puzzle are
necessary to achieve the desired result, and this will take time. The prospects are huge, some
have already awakened and realized the benefits that can arise with the correct utilization of
the terms "ecotourism and sustainability." We wish that Top Kinisis will eventually survive the
crisis caused by the pandemic and afterwards will do enough to raise the level of both the
company itself and our country. The first samples we took from the vice president of the
company were extremely encouraging and we believe that with the best actions and the right

people in the most important positions the goal would be achieved in the future.
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APPENDICES:

Appendix 1- Interview Guide for Hotel owners

1.

10.

11.

11.

12.

13.

14.

15.

16.

17.

19.

Where is your hotel located?

When did the hotel start its operations? When was the latest renovation?
What is the hotel capacity?

What is your operation period?

If not always open, why? Are you affected by seasonality?

[s there the ability to work all the yearlong and not only for a few months?
How long do they stay in Cyprus or in your hotel/place?

What do you recommend to hotel owners and other stakeholders like municipalities,

travel agents etc. in order to attract tourists all over the year?
Are there activities for winter months in order to attract tourists?
Are your main customers from Cyprus or abroad?

From abroad, from which countries are your major clients?

Do you meet people from different cultures? In your opinion and experience, where
are from the “best high quality” tourists? With best we mean best-spenders, fewer

problems, interested in culture etc?
Are there tourists which are interested to learn about the Cyprus culture and tradition?
What about Cyprus gastronomy? Do you promote our traditional dishes to tourists?

Are you organizing activities or events in order to facilitate tourists learn about Cyprus

culture? For example, a tradition music night etc.

Are customers interested in the activities around the village? Do they ask information

about them?
Is there demand for agritourism, visiting monasteries etc?

Do you follow some steps/rules to help environment?
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20. What other actions are you consider doing in this section? (About the environment).

21.Did you benefit from government subsidies or European Union in order to use eco-

friendly materials?

22. Are you collaborating with other tourist companies in order to offer a higher quality

package to customers?
23. Are you open in such collaborations?

24.Please give us your opinion about ecotourism and how this can be combining with
other kinds of tourism like agritourismin order to avoid seasonalityand as a

result decrease unemployment rates during off season months.

25.1In your opinion is it better to keep only the model “sun and beach” or its better as a

country to promote other models as well?

Appendix 2- Interview Guide for government executives

1. Statistical analysis for lastcouple ofyears in Cyprus. Tourism during summer and

during winter months.
2. What is the difference between agritourism and ecotourism?
3. What is your strategic plan for 20207?

4. Covid-19 tourism inflow expectations were not meet as Cyprus was severely hit. Do you
think if we provided agritourism packages before Covid-19, would we save the ‘bad’

summer with a better winter in 2020?

5. What is the future strategy ofthe Deputy Ministry of tourism in general

and agritourism specifically?

6. Do you think of creating an application as a Ministry for Cyprus and not only for each
city?

7. Do you know any other country that is successful in agritourism?
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8. Why did Mr. Perdios publicly said that he wants to promote agritourism? Why does
Cyprus have the potential? Since Cyprus was hit by Covid-19 and you said you want to

promote agritourism, how would you implement your strategy?

9. The European Union provides many subsidies related to the restoration of old houses,
mainly in rural areas, the creation of small museums in rural houses as well as grants
for the maintenance of churches and temples. How is Cyprus using the EU help

to promote agritourism?

11. How to attract tourists from new origins? Is it possible to create channels with new

countries?
12. How to promote the Cypriot tradition and culture through agritourism?

13. How many agriculture accommodation (hotels, wineries, brunch, farms, parks,

glamping, activities etc.) do you have in Cyprus villages for agritourism?

14. Which village do you think has the most potential and the most accommodation for

agritourism?

15.Do you collaborate with some businesses in order to promote agriculture?
For example, for the Cyprus brunch experience that is very popular did you take

any initiative?
Appendix 3- Interview Guide for Tour operators
1. Do you meet people from different cultures? In your opinion and experience, where are

from the “best high quality” tourists? With best we mean best-spenders, fewer

problems, nice culture etc?
2. Does your company offer day trips and excursions in villages?

3. How long do tourists stay in Cyprus and usually which places do they prefer? Coastal

cities or villages?

4. What do you recommend to hotel owners and other stakeholders like municipalities,

travel agents etc. in order to attract tourists all over the year?
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5. Are there tourists which are interested to learn about the Cyprus culture and

tradition?

6. Are customers interested in the activities around the village? Do they ask information

about them?
7. What about Cyprus gastronomy? Do you promote our traditional dishes to tourists?

8. Please give us your opinion about ecotourism and how this can be combining with
other kinds of tourism like agritourism in order to avoid seasonality and as a result

decrease unemployment rates during off season months.

9. In your opinion is better to keep only the model “sun and beach” or its better as a

country to promote other models as well?
10. Do you believe that ecotourism in Cyprus has potential? (If yes, why? And how?)
11.Is there any cooperation between the government and hotel owners for ecotourism?

12.Do you believe that government initiatives are aligned with private tourism sector

initiatives? In your opinion, how this relationship can be improved?
13.Is there any governmental or European level funding about ecotourism?

Appendix 4- Interview Guide for Food book author

1. How did this idea start?
2. Why did you choose to make the book in German over other languages?
3. What is your book name and what does it include?

4. How many recipes have you invented and/or twisted? le Make anari with feta and

combine French kitchen etc.

5. How do you think we can exploit in a good sense the Cypriot cuisine to create a

sustainable competitive advantage over other countries?
6. Isthere demand in foreign countries for the Cyprus kitchen?

7. Do you think that Greek kitchen that is very similar to ours is a threat?
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8. Are there brunch ideas such as Glamping Park growing their own fruits and

vegetables?

Appendix 5- Interview Guide for Excursions operators

What are your company’s operations?

Have you ever considered targeting a niche customer segment specially to attract high

quality tourists that are more concerned in agriculture?

Who are your customers and what activities do they prefer to do? Where do they come

from (5 popular countries)? What is their most common age range?
In terms of demographics are most of your customers families, couples or friends?

Are customers interested in the activities around the village? Do they ask information

about them?
What about Cyprus gastronomy? Do you promote our traditional dishes to tourists?

Do you follow some steps/rules to help environment? Renewable resources etc? (For

example, recycle bins etc).
What other actions are you consider doing in this section? (About environment)

Are you collaborating with any tourist companies in order to offer a higher quality

package to customers? Are you open in such collaborations?

Appendix 6: Cultural experiences in Cyprus by Petroula Daniel

Ampepn e€6punon otnv Opewvn Emapyia tmg Adpvakag

Mépa 1 (70 Km pe Stavuktépevon)

Ppaypa Acvkdpwv

H Texvnm Alpvn Aevkdpwv Snuovpynbnke to 1973 yia 08pevon ™G Adpvakag Kat
™G AHHoXWOToU. META TNV TOUPKLKY €lG[30A1 Tov 1974, SnuovpynOnkav peyaAvtepeg
avaykes ywa apdevon pe amotédsopa 1 Texvnm Alpvn Asvkdapwv va evtayBbel ota

Staopa oxéda dpdevong. ZuvéxLoe OUWG va XPNOLUOTIOLE(TAL KAl Yl UEpgvon TG
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eAevBepn g emapyiag APLOXWOTOV, TNG TTOANG TG AdPVaKaG KAl SL@OpwV XWPLWV TNG
emapxlag Adpvakas. To @pdypa eivar ywpatwvo kot AB6ppiumto. To vepd Tov

OUYKEVTPWVEL N TEXVNTN AUV TIPOEPXETAL ATIO TOV TOTAUO ZVPYATY).

H ywpntiotta tov @Bavel ta 13,850,000 kuBikd p€tpa vepou kal eivat TpooBactipo
amd xwpatodpopo mpv @tacete ota [lavw Agvkapa odevovtag amd tov AgAiknmo. H
ATMOCTACT ATO TOV XWHATOSPOLO TPOG TO PPAYUA ival YOPw OTA TEVTE AETITA UE TO
apadl, OUwG o€ KATOLO0 onuelo 0 SPOHOG EXEL VTIOXWPNOEL HE ATOTEAECHUN VO EXEL
SnuovpynBel éva yavtakt pnkovg 5-6 pétpwv kat Bdbovg mavw éva TOSL g onueio
IOV Ol 0dMYyol elte MPEMEL va SLAKIVEUVEVGOUY VI TIEPACOVV ATIO TTAVW ELTE TIPETEL VA

QPT)COVV TO AVTOKIVITO KL VX avN@opioouy yUpw ota XiAla peTpa.

Artificial Lake Lefkara was created in 1973 to supply Larnaca and Famagusta. After the
Turkish invasion of 1974, greater irrigation needs were created and as a result the
Artificial Lake Lefkara became part of various irrigation plans. But it continued to be
used for water supply to the free Famagusta district, the city of Larnaca and various
villages in the Larnaca province. The water that the artificial lake collects comes from

the river Sygatis.

The artificial lake of Lefkara has a capacity of 13.85 million cubic meters of water, being
the seventh largest artificial lake in Cyprus. It has overflowed twice since its

construction in 2004 and 2020.

TIPS: To @pdypa elval TEPLYPAYUEVO KL ATIYOPEVETAL 1] KOAVUPNoN KaBws Kol To Papeua

Xwplg adeLa.

Mavw Asdkapa

To opewvd xwplo Aevkapa Bploketal otnv Teploxn g emapyxiag Adpvakag ki glval
xwplopevo ota [avw Aevkapa kat ota Katw Asvkapa. Eival maykooplws yvwoto ya
TA TTAPASOOLAKA KEVINTA SAVTEAEVIX XELPOTEXVIIUATA KL TNV apyvpoyoia tou. To
XWPLO ElVAL XTIOPEVO GTOVUG TIPOTIOSESG TNG VOTLOAVATOALKTG TTAEUPAS TG OPOCELPAS TOU
Tpoddoug, 650 pETpa TAVW ATO TNV EMLPAVELX TNG BAAXCTHS KAl 0 AmOGTAOT 43 XALL
amd Vv Adpvaka. O eMOKEMTNG UMOPEL VA OPTACEL GTO XWPLO AKOAOLOWVTAG TLG

Stadpopég A5, Al xat E105.
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TIPS:

Ol Té(VEG NG SAVTEANG KAL TNG ETECEPYATIAG TOVU AOTULOV AKOKOVUVTUL OTO XWPLO AT
™mv emoyn Twv Evetwv. ZOppwva pe v mapddoon, o Staonpog {wypa@og Acovapvto
vta Bivtol emoké@Onke to xwplo to 1481 kaL aydpace eva SavteAévio VEACUQA, TO
omolo dwploe otov KabBedpikd Nad tov MiAdvou yia va Stakoopunoet Tnv Ayia Tpamela

OTIOV KOl UTTAPXEL HEXPL O LEPQL

To xwplo elvat TOAD ypa@ko, e TTAPASOOIHKN APXLTEKTOVIKY, OTEVA Kal SatSaAwdn
SpopaKLa Kol TIOALA OTiTIA PE KEPAUWTES oTEYEG. [lephapBavetal oty 7n Awadpoun

Tov Kpaolov mov kaAumtel Vv meployr Opewvng Adpvakag - Aeukwaolag.

Inuela evlla@EéPovTog Tou YwPlov Elval Ol YUVAIKEG TIOU KAVOUV TO AEVKAPITIKO
KEVTNUA OTA OTEVE, 1 AATKI] APYLTEKTOVIKT TOU XwpLov, To Movaoelo Aaikng Téxvng, kat
N ekkAnoia tov Tipov Ztavpov, N ekkAnoia toug Ayiov Avépovikou kat 1 Iavayia
Opop@lag, 6Twg emiong 1 TaALd Bpvon Kot To TaAld eAatotpifeio. To xwplo €xel emiong
opop@a kal apyaio mapeKKANola, OMws M ekkAncia touv Twiov EZtowpol kal To
TapeKkANol tov Apxayyédlov MiyomA ota Katw Aedkapa pe tooypa@leg movu

xpovoAoyovvtal amo tov 120 kat 150 awwva.

Av Ba (pATE 0€ KATIOLO ATIO TA E0TLATOPLA TOU XWPLOV TOTE KAVETE KPpATN O, WSlaitepa

av 0a Bplokeote ekel To ZafBatokvplako.

Katw Asvkapa

TIPS:

Ztapuirdpng Kagevelo Brunch - O 18avikog tpdmog yx va apyxloelg v Suuepn
e€opunom oov ylati 6Tws yvwpilovpue ‘Nnotikd ApkoLdt 8ev yopevel. KAnpovould amo
ToV Tammoy Anuntpn mou To Snuovpynoe to 1957 wg mapadooiakd kaeveio. H
kupla IBL kat n k6pn TG Mapla cag TEPLUEVOUVY YIX VA 0OG TIPOCPEPOVV TO KUTIPLAKO
mapadootakd tpoyevpa (brunch) kat To kKa@eddKlL cag 0€ TOAV TTPOOLTI| TLUN KATW ATO

TOV (0KLO TNG KANUATAPLAS TOUG.

Kdavete kpatnomn, WSwitepa av Oa Pplokeote o€ oautdv TOov TAPASEGO TO

ZafBatokupiako.
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[IpooPaom o€ ATopa e avamnpleg.

Aylog Oed8wpog

TIPS:

KoAvumt oto beach bar «Akakia»

Yapouelé otn tafépva «Mapag»

Xto beach bar «Akakia» 0a Bpeite kpefatakia OaAAOONG HE TIG OUTIPEAEG TOUS Kol

UTIOPEITE VA TTEPACETE TO ATOYEVUA GG PE WPALX KAl SPOTEPE KOKTELAG.

It taBépva «Mdapag» kavete kpamon, Wwaitepa av Ba Bplokeote o€ autdv TOV

mapadeloo to Zaffatokvpiako. ZnTtnote va oag BAAEL o€ TPATE(AKL KOVTA 0TO KU,

Awxvuktépevon oto ‘Cyprus Glamping Park’ yua kdtt Sta@opetiko.

TIPS:

EvoAdaktika E0AVa omitakia

To Cyprus Glamping Park SiaBétel maveépoppa VAWV omitdkia TTIPOG@PEPOVTAG EVaY

EVAAAXKTLIKO TPOTIO SLLPOVIG HEG L O TN (UOT).

'OAeg ot povades SlaBETovy KABLOTIKO e Kavaté, Tpamelapla Kal TANPWS EEOTALOUEVT
HIKp kKoullval pe SLAPOPEG TAPOXEG MAYELPEUATOS, OTIWG @OVPVO UIKPOKUUATWY,
Yuyeio kat @puyaviépa. To ISLWTIKO PTAVIO elval TAPWS €EOTAIOUEVO HE VTOUG Kol
dwpedv mpoidvta mepimoinong. Ipooeépel emiong, dwpedv WiFi, dwpeav 8lwTiko

XWPO oTABUEVOTG, TALSIKY XAPA KAl UTTAPUTIEKLOV.

To kaumvyk oepPipel KaBNUEPVA EVPWTIATKO 1 TIAPES AYYALKO/1pAavSiko Tpwive. H
TEPLOXT) TOV BplokeTatl ival WSavikn Yo KoAUUNnon kot nAobepameia o€ pia amd Tig
opyavwuéveg Tapaiieg touv Ayiov Osgodwpov kKaBwWG ameéyouv Alya AEMTA HAKPLA.

Mmopeite akopa va amodavoete e(omopia kat TodnAacia eEepevvwvTag TV @UON.

Mmopeite va to emioke@Beite yia brunch kot va amodaoete Ta 0A0@pecKA TPOiOVTA

TOov
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e OupuBpol ekel etvat apyot kat yaAapol. ATTOAAYEITE TO!!
e  Movadikd el8IKQ TTAKETA TTPOCPOPWV SLAVUKTEPEVOT|G.
Mépa 2 (95 Km)

Movoeio MéAlooag & Kevtnpatog otov Katw Apv / Bee and Embroidery Museum

e To Movoeio MéAlooag Ttapovotdlel Tov TPOTO {WT)§ KL TIG KOXOALEG TWV KATOIK®WV TOU

Katw Apu kal G yOpw TEPLOXNG ATIO TA TIOAD TTAALA XPOVLX LEXPL TNV AVAKAALYM NG

unxavng.

e Ekel ouvavtoape tov kOplo IakwPo pe v kupla 'EAAN kat tv k6pn toug Ogodwpa,

oV €TV TO aypoTouploTikd katdAvpa Garden Kamara, evw olyd-otyd ot (Slot

ONuoVpPyNoaV eKEL KOL TO EVTUTIWOLAKO HOVOE(D, aAAd Kot Eva Movoeio Kevtipatog.

e X710 povoelo elSape TWG OTIAXVETAL TO HEAL 1 YUPLS, 0 BACIALKOG TIOATOS KAl TX KEPLVA

kataokevdopata. O k. IakwPog kat k. 'EAAN pdg €8eav mw¢g mapackealav PEAL

TAALA, KL [LE TIG TiLo oVYXPOVESG HEBOSOUG, LE TA UMYX AV LOTA.

e To povoeio oteyaletal oe éva apadoolakd omitt TG owkoyevelas lwaoilg ToopiAAn.

[Mepappavel mvw amd 1.000 ekbBépata kat kataAapuBdavel 6 aibBovoes. ZTo TPWTO

SWUATLO TAPOUCLALETAL 1 LOTOPIA TNG UEALGGOKOUING KAl OLVOTIOLiAG, 0TO SEVTEPO T

YEWPYIKA ePYaAEln, OTO TPITO TA OLKOKUPIKA OKELT kKal 1 Kovliva (COpwpa Pwpiov,

XOAAOV UL KOt GAAQ).

TIPS:

¢ Brunch otqnv avAn Tov povoeiov yla opddeg Twv 6 - 12 atépwv: I'ia to mo tédelo

brunch tov xwpiov. Yépoyxo mpdyevpa amd v k. ‘EAAN kat ) Ogodwpa. To concept

Toug elval amAod, oepfipovv brunch pe amapaim kpdtnon (t600 Yo TIG KABNUEPIVES

000 Kal Yyl Ta caffatokvplaka). ZUUTEPAAUPAVEL ETTOXLAKA @POVTA KAl AQXAVIKQ,

OTILTIKEG ALYOVLSLEG aTrd TNV 0peLvr) Adpvaka Kot To §1k6 Tous Bpafeupévo ayvo PEAL

o [lepiéxel emiong AypoOTOUPLOTIKO KATAALHX TOU MTMOpPEl va xpnolpomoinBel yla

SlavukTEpeLOM 1)/KAL YL EKENAWOTELS.
Owomoteio XpLotovdia
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TIPS:

To owoTmotelo Ktima Christoudia Bploketat oto Katw Apug kal kKaAwoopilel 6A0VG Toug
AQTPELS TOV KPAGLOU 1) AKOUT KoL eKelvoug TTov B€Aouv amAwg va eEolkelwBovV e Tov

KOO0 TNG AUTIEAOV KAL TOV KPAGLOV.

H emiokeyn meplapfdvel pioe cOVTOUN TEPUIYNON OTOV OUTEAMVA, TN YPOUUN
Tapaywyns Kot Ty kKaBa. Ou €xete emiong v gukalpia va emioke@Oelte TV TEPLOXM

Tov AypoTikoU Movaceiov.

Ol ETOKEMTEG £(OVV TNV EVKALPIX VO SOKILACOVY TA KPAGLA GTNV TEPLOXT] VTTOSOXTG
TOV OWVOTIOLE(OV ouVoSeLOPEVA ATTO TNV OLOoPET BEa Tou apmedwva (3 Aevkd, 1 polé, 3

KOKKLVA KoL 2 YAUKA KOKKLVQ).

To owomolelo SwaBétel eoTiatoplo Tov pmopel va ypnolpomowmBel ylux Sidopeg
ekdnAwoelg. To eotiatoplo oepfipel mapadoolakd TATA TA OTOlX TPETEL VA EXOVV

TIPOKATOYXWPLOTEL

H Kmpa Xpliotoudia SnuovpynBnke amd tv owkoyevela Xplotoudt. H aydamm, o {nAog
KOl TO TTAO0G yla KAAG Kpaol NTav oL o8nyleg Toug yia tn dnpovpyia autol Tov HKpoL

KOl a&LOTILOTOV OLVOTIOLE(OV.

Mnv &gxdoete va tepaoete va xalpetioete Tov «PLopo», To yaidapdKt Tou owvoToleiov

Tov Bploketal SimAa amod v elcodo kat va Byaiete selfie pali tov.

[IpémeL va SOKIUAGETE TO GLOVGLOVKKO TNG K. AAeElaG. OgikOg, OTWE KAl QUTN.

ExkAnocia t™¢ Ayamng - Bapia

H «ExkxAnola g Aydamne», amotedel To povadikd eEwkAnol oe 0AdkANpn TV Kompo

QAAG KAl o€ 6GA0 TOV KOO0, TO 0Tolo elval a@lepwpévo oty «Ilavayia g Aydmmeo».

Etval éva Tavepop@o eKKANCAKL APLEPWUEVO OTOVG EPWTEVUEVOUG, TO 0TI0(0 BplokeTal
KOVTA 0To Ywplo BaBAa, omv emapyia tg Adpvakag, 3xu Bopela Tou Ywplov, otnv
0x6m Tov ToTapoL Tov Ayiov Mnva, o oTolog Stacyilel To XwpPLO.

H «Ilavayila tng Ayamne» ktiotke 1o 1935 kot 1 eikova g {wypagiotnke to 160

awwva. IIpwv 75 xpovia, 1 elKOVa KAGTINKE ATIO AYVWOTOUG LEPOCUAOVG KAEPTEG, OL
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omolol BéAncav va tnv Tapouvv oto €EwTePKO. Opwg petd amd ™ Bavpatovpyn
mapéufaon g [Mavayiag, ol lepdoLAOL ATOEACICAY VA TNV EMLOTPEYPOLY Eva Bpddv,
TomofeTVTAG TNV £Ew ATl TNV ekkAnoia tov Ayiov l'ewpylov. Ald@opeg Lotopieg Aéve
ot N IMavayia dev 10ede va petakivnBel Kol £ToL @POVTIOE VU ETOTPEYPEL TNV EIKOVA

™G 0NV EKKANGLa.

e ¥ auTd TO EKKANOAKL TNYAIVEL CUHPWVA HE TNV TAPAS0oT, 0 AVTPAS 1) 1 yuvaika Tou
emBupel va TNV epwTEVTEL aUTOG Tov ayamd 1 8ev Bplokel TNV avAUEVOUEVN
avtamokplon. Ekel vmapyel to tepd xwpa g Mavayiag, to omoio BplokeTal katw amod
éva pappapo, miow amd v Ayla Tpamela, otnv Iavayia g Ayamnge. ‘Emeita mpémet
VO TIAPEL PO LULKPT) TIOGOTNTA ATTO TO LEPO XWUA, TO OO0 O TTPETEL 0 EVELAPEPOUEVOG
va pi&eL 6To vePO 1 TOV KA@E TIOL Ba TILEL TO TIPOCWTIO TIOV BEAEL VAL OE EPWTEVTEL Kot

TOTE B VIWOEL TNV LW VLK AYATIT, YL TO TIPOCWTIO TTIOU TOV TO £8WOE.

e Emiong Aéve WG av TO ETMOKEPTEIS PE TO TAPL 0OV B ETOPPAYICEL TNV AYATIN 0OG KAl

Ba pelvete yla mavta epwTeVUEVOL

o Y10 efwTeEPKO HEPOG TNG EKKANGLAG LVTIAPXEL Eva S€vTpo, 0TO OTolo Elval Yapayuéva
SLapopa apXIKA EPWTEVHEVWY AVOPOTIWY, EVW OTO E0WTEPLKO TOU VAOU LTIAPXOULV
EWToypa@les (evyaplwv, KEPLX O OXNUA KAPSLAG KAl YPOUHUEVOL OEKASEG OPKOL

ALOVLOG Y ATING.
TIPS:

e Mnv Eexdoete va kKabiloeTe €Ew Ao TO EKKANOAKL yla AlY0o VO ATIOAQUGETE TOUG 11X0VG
™G Ppuonge.
Xotpokortia

14 14 4 4 4 4 4 4
o Ka@e AAAOKOTO ylx £va SPOOTIOTIKO TIOTAKL UE ALYN OTILTIKLA, (PPECKOYTUEVT) OTOV

ELAGPOLPVO YAAOLUOTILTA.
e IMoAiog TaXPASOOLAKOC EAALOHVAOG TOV TIATITIOV ZTAVPLVO.

e H Navayia tov Kaumov - EEwkArol g Mavayiag tov Kdumov, éva katdAoimo tng
Bulavtiviig-pecalwvikng meplodov ™G Xolpokoltiag, TOo omoio Pploketar Svo

XALOUETPA BOPELOSUTIKA TNG KOWVATNTAG, OTOV KAUTO TNG X0lpoKOoLTING, €€ OV KAL TN)PE
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auto to ovopa. H kOpla @daon tov vaol ypovoloyeitatl amo to 10° alwva Kol ovijKeL
OTOV TUTO TOU OTAVUPOELSOVS EYYEYPAUUEVOU HE TPOVAO. ATO OPXOALOAOYLKEG
avaoka@eg tov Tunupatog Apxalot)twy Samotwbnke n VTAPEN Kol THAALOTEPWV
aApXULOAOYIKWV PAcewV. H TaAaiotepn @aon xpovoioyeital mBavoOTATH OTH TEAN TOV
60V HE APXES TOU 70U ALV KOL QVIKEL O€ HLAL TPIKALTY EKKANGIO PE EYYEYPAUUEVES
TAQYLEG aiBEG, 0 APYLTEKTOVIKOG TUTIOG TNG oTtolag Sev €xel akoun Stakplfwbel. Katda
TIG apafBikéG eMIOPOUES 1) eKKANClx 6£xONKe peTATPOTEG. ETA TEAN Tov 150V alwva o
VOOG  ETMEKTAOMKE TPOG Ta OSUTIKA Kol €ywve VEOG (WYPA@IKOG OLAKOOOG.
XapoKTINPLOTIKO TNG OUYKEKPLUEVNG @AoNG amoteAel 1 kUpla €(00d0g ot SUTIKN
TAELPA& pE TO OSUKOPLUEPO YOTOIKO TOEO, TOU KOOUE(TAL HE €VH OKAALOTO KEQAAL
OTOALOUEVO PE AUTEAO@UAAQ. H TeplPeTpOG TOV XPNOLUOTIOMONKE Yot TAPES, EVW OTO
BopeloduTikG AKPO TOU  OCUUTAEYHATOG  QTMOKOAV@ONKav Ta Ogpédla  €vog

glalomieotnpiov.

H Prjyawva épace ar’ 8w - O phbot kat ot Bpvdol 0£Aovy ™) Piyawva va mépaoce kot
amd tn Xotlpokottia ota xpovia tov Meocaiwva. Kovtd oy ekkAnoia g [Mavayiag tov
Kaumov Bplokdtav kat o [THpyog tng Xolpokoltiag, Tov amoteA0VoE GTUAVTIKO KTIoH
TV Iwavvitov mmotwv kat eixe ™ popen @povpiov. H mapddoon Aotmdv avagépel
mws N Piyawva, n omola oVxvale otnv meploxn, ocuvnBile va Asttovpyeital ot

ovykekpLpuévn ekkAnoia g IMavayiag Tov Kapmov.

Mafnuata mapadoong - Mabrijuata TapdSoong oTa £pyacThpLa TIOU AELTOUPYOVV
0TO XwPLO, 6To AAAOKOTO Kaé, 6TTou pumopeils va HABELg eUTELPIKA va @TLAXVELS WU,
XOAOUUWTEG, EALWTEG, XOXAOUVUL, avapt], YAUKA TOU KOUTAALOU, LAPUEAXSES, HoKaApOVIX
TOU OKAWLT{LOU, TapaSoolaKd camouvia, TOKIAPAL KOAABOTAEYXTIKY, KEPAAOLPT] KAl
maoteAakl. Ot TpEG Kupatvovtal ota €10 yia Tpelg SpacTnploTnTES o€ it pépa 1 oTA
€16 ywx mévte Spaotnploteg pall pe KUTPLakd UToUKwua (Yo opddes dvw twv 15

ATOUWV).

Ta @aynto oto Napadkiavtalro - Amévavtt and to AAAOkoto Kaé, og éva ktiopa
TOV TIEPACHUEVOL ALOVA, AelTovpyel pia oAokaivovpla TaBépva e KUTIPLOKY, aLBEVTIKN

Koullva Kal QUOIKA AaxTaploTous peledes. IIidta mpooeypeva kat vootipa! Metd To
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@ayNTO KATELOULVONKAUE YA TPOOKUVIUX OTNV €KKANGIA TOL XwPLoU, ToU Elvoal

aglepwpévn otov Ayto lakwfBo tov [epon.
TIPS:

e Mnv &exdoete va SOKILAOCETE TIG AAYTAPLOTEG XPWHATIOTES BAPAES, KPETES, XUHOUG Kal

TaywTtd tov Doctor Ice

e Mnv &exAoeTe v TIEPTIATNOETE TO HOVOTIATL TNG @UonG. H Stadpour oe odnyel otov
Apxatodoyko xwpo G XolpoKoltiag, VoG amd TOUG ONHAVTIKOTEPOUS OLKIGHOVG TG
NeoAlBikng meplodov, yapaktnpiopevo amo tnv UNESCO wg pvnueio IMaykoopiog
KAnpovoputag.

o Extwopevn Awapkela: 45 Aemta

o BaBuog AvokoAiag: Katnyopia 2: Movomdtt pétpov Babuod SuokoAiag, pe
KATOlA  LOLALTEPA XOAPAKTNPLOTIKA HOP@OAOYIOG €8A@POVG, OTWG ATMOTOUES
VPoPETPIKEG Sla@opoTomoels (avi@opa 1/Kal KATNQOoPA), TIOPEIX OE OTEVO
N/KaL ATtOTOHO E80(POG.
o Kataoctaon Apopwv: H Swadpoun eivat ac@oAtootpwpévn Katd ta TpoTa
800 petpa. Ta teAevtaia 800 petpa elval 68 AVOUAAO, GTEVO KAl ATTOKPT VO
XWHATOSPOO.
o Mnkog Awdpoung: 2 ytAldpetpa
Appendix 7: Cultural experiences in Cyprus 3 by Petroula Daniel
Tpmpepn e€dpunon otnv enapyia Magov
Mépa 1

MMeTpd TOV pOWMLOV EKSPOULKOC XWPOG

o ZTdon ylo HEPIKESG OTLYUESG XAAXPWONGS KL ATIOAQUOT|G TOV TOTIOV.
o Mmopeis va amoAa0CELS TO CAVTOULTG GOV GTOV EKSPOULKO XWPO.
TIPS

e YTGpXOULV ATTOXWPNTHPLA
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Tagot twv BaclAéwv

TIPS

Ou meplpnuot «Tapol Twv Bacléwv» amotedoVv Tunipa tov ApxatoAoykov Iapkov
™m¢ Katw [Magov, Evav amo Toug o onpavTIiKoU§ apyaloAoykovs xwpovs ¢ Kompou,
0 omolog €xel ovumepAn@Oel otov katdAoyo IMaykoouag MoArtiotikng KAnpovoutdg

™¢ OYNEXZKO amo to 1980.

Ol pvnuelakol VTTOYELOL TAPOL EIVL CKOXALGUEVOL ATIO OTEPED BPAYO KAl XPOVOAOYOUVTOL

otV EAAnviotikn kot Popaixkn Iepiodo.

Avtl yia Bacidelg, otnv mpayuatikomTa Bd@Kkav edw vymAdfaduol aflwpatovyol
Kal HEAT ™G aplotokpatiag. Lotdoo, To PEyebog Kol To HEYAAEID TWV TAPWV, LEPLKOL
aTod Toug 0Tolovg elvat Slakoounpévol pe Swplkoug Kioves, ESwoav otny Tomobesia To

UEYQAAOTIPETIEG OVOUA TNG.

Mepkol amd TOUG TAPOUG HOLATOUV HE TIG KATOLKIEG TwV {wvTtavwy, pe aibovoeg
EVTAPLACHLWY TOL avolyouv o’ éva aifplo pe meplotVAlo. Eivatl mapopolol pe té@oug
oL PBpebnkav otnv AAeEdvdpela, amoSEKVOOVTAG TIG OTEVEG OXECELS HETAEY TwV SV0

ToAewV katd v EAAnviotikn Iepilodo.

0 xwpog ocvvdeetal pe TV MoAttiotikn Atadpoun A@podit.

Npeg Asttovpylag:

o 16 XemteuPpiov - 15 Ampidiov, kabnpepwvd: 08:30 - 17:00

o 16 AmplAiov - 15 ZemtepBplov, kabnuepva: 08:30 - 19:30
[Teplodog Aettovpylag: ‘OAo Tov Xpovo.
KAewotol otig 25 Aekepf3plov, 1n lavovapiov kat Kuplakn tov Iaoya.
Tym Ewoédov: €2,50

['a opyavwpéveg opddes mépav Twv 10 atdpwy, vtdpyel o peiwon tov 20% otnv

T El00d0U.
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To Tunua Apxaot)twyv Umopel va ekSwoeL EL8IKEG KAPTES EL0OSOVL Yl OAX TA PLOVCELX
kat apxoala pvnueia: (1) Movonuepn kdapta - €8,50, tpuuepn kapta (3) - €17,00,
e@tomuepn (7) xapta - €25,00.

Entiokeym Kpitov Téppa - Katappdkteg

‘Eva emlyelo mapadelco, i vmevBOULON OTL 1) OHOP@LA TNG @UONG SEMEPVA TNV
avBpwtivn @avtacia. Evag el8UAAaKOG TPooploposg yli 0coug Aatpelovv TOUG
KOTOAPPAKTES TNV PUOT TNV aVaKGALYT Kol TNV TEPLTETELXL. Mia evkalpia yia va €pOeLg
0€ ETAPT HE TNV @UON, SLA@OPETIKN amd Ta kablepwpéva. ‘OAa aUTA TEPIKAVOUEVA

YUpw amd povo éva dvopa "Katappaktng Kpeppiot'.

0 HaygeLTIKOG AUTOG TIPOOPLOUOG KPUUHEVOG Tilow amd éva SUGRATO LOVOTIATL TO OTI0 (0
QTO{NULWVEL [LE TNV OMOPELA TOV TNV OTIOLX KOVPAOT KAL TXAALTwpLa eivat Suvatov va
mpokaAéoel | 1,5 km melomopia mov kaAeital va mepmatoel o kaBe emokenTNG. ‘Evag
KATAPPAKTNG Tov €8w Kol Vo xpovia elvat TpooPAacipog egaltiog evepyelmV TOU
[Ipoédpov Kowvotikov Zupfoviiov g Kpntov Teppa Sivovtag pag Tnv evkalpia va Tov

QVTIKPIOOVUE ATIO KOVTAL.

H wotopia tov "Katappaktng Kpeppiwtn' kpOfel katL 1o amiotevto. H evB0vVN g
Snuovpylag Tov evamokeltal o€ Evav avOpwTO 0 0To{0g 6 GUVSVAGUO PE TNV Hayela
™m¢ @Uong dnuovpynoe éva Bavpa O KATowkog Aotmdv Touv xwplov Kpntol Téppa
okomeVoVTAG va ToTioel Ta epPBoAla Tou Tov PBpiokovtav otnv €v Adyw TEPLOXT TO
1930, okdAloe ToV Bpayo He OKOTO va TPEEEL vePOD, €ToL dBeAa Tov, Snuovpynoe Eva

emiyelo mapadeloo.

0 mavepopog katappaktng tov Kpeppiwm oy Kprjtouv Téppa, pe To amard mpdoivo
XvoUSL va KoAUTITEL Ta Bpdxla TOL, pEEL OAO TOV XPOVO, KIVOVTAG £TOL HECW TNG

SUvaunGg oL £x€L TO VEPD TOV TECTEPLS VEPOLVAOUG.

Meomopia otnv IIiccovpopovTTn- NAOBacidepa

[Mapadoolakd, 0 KAAVTEPOG TPOTIOG YIA VX YVWPIOELS TIPAYUATIKA Eva UEPOG elval va
Tov Slavioelg mepmatwvtag. Ilapd T Hikp Tou €ktaom, to vnol g Kompou
EVOWUATWVEL HE EVTUTIWOLAKO TPOTIO OTO (PUOIKO KOl TOLKIAOMOP@O TOTIO TOU
mapeABov 10.000 xpovwv.
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TIPS

Me guvoiko KAlpa oAG)pova, 1) VTTEPOXM VTIALBPOG TOV VNOLOV Elval EVKOAX TTPOGBAGLUN
KOl TIPOCQEPEL, XAPT OTA TTOAVAPLONA KL [LE OT)ULAVOT) LOVOTIATLA TNG PUONG, TAN0Wpa
EVKALPLWV Yl TPAYUATOTOMON €vOog TaélSlov oTn UOoT, OTNV LloTopla KAl TOV
TOALTIONO. ZUVOAIKA UTAPXOUV 52 oNUaTOSOTNUEVA HOVOTIATIH TNG (PUOTG TOU
TPOBAAAOVY TA OUOPEA TOTIA KL TOV £VTOVO WHECOYELNKO XAPAKTNPA TOU vnolov.
[lepmatwvtag ta Ba avakoaAdOPete €va Bnoavpd molkiAng xAwpidag kot mavidag,
QTTOUELVAPLX TIOV HOPTUPOVV TNV LoTopla TwV HETAAAEIWY TOV VNoLOY, KAB WG Kol AAAa

EVOLAQEPOVTA PVTELQL

[Miooovpopovtn (KukAiko) - Emapyia lagov, Adcog touv Akapa Movomatt tng dvom
o Mnkog: 3 XA
o Xpobvog: 2 WPES
o BaBudg SuokoAiag: 2 (avodikn kat kabodikr kAlon yUpw amod Tov A0@o).

Inueia Ev8ia@épovtog: Ydpxouvv moAA& onueia pe eEapetikn O€a KATA UNKOG ™G
Stadpopng, aAAd M mo evTuTwolakn Béa elvatl amd v kopuvEn tou Ad@ov. Edw,
umopeite va amoAaloeTe ampdoKoTTa TN VoM YUPpw 0aG (TTpog TNV VOTIX akTi): TCLovL,
'epovnoog, Adpa, Aywog Tewpylog Iléyeiag kat mpog ™ Popeia akt): KoAmog
XpuooxoVg). Mépog TG Sladpong mepva péoa am’ Eva TEVKOSACOG TIOU TIPOCPEPEL
OKLA TIG (E0TEG HEPEG TOV KAAOKALPLOU, KABLOTWVTAG TO TEPTIATNUA ISLaiTEPA LOVASIKO
kat evxaploto. O ExSpopikog Xwpog ZULylEG €xel MOOLUO VEPO ATO WA TINYT] TTOU

avafAvlel am' evBelag otnv TTEPLOYXN.

Babuog AvokoAiag: Ta povomatia g @Uong xwpilovrtat ot Tpelg katnyoples Babuov

SdvokoAlag:

- Kamyopia 1: EVkoAo povomarty, pe opaAn kAion. KataAAnio yia 0Aeg Tig nAkieg kot

(PUOLKI) KATACTAOT).

- Katnyopla 2: Métplog Babuog SuokoAiag, KATAAANAO Yiot EVIAIKEG HE HETPLA-KOAAT
(PUOIKT KATAOTAOT). ZAPVIKEG LETABOAEG 0TV KAlon (avn@opa 1] / Kol Katn@eopa), Kot

/ M TopEla 6€ 0TEVO KAL AVWUAAO ES50OG.
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- Kamyopla 3: YymAog BabBudg SuokoAiag. Awaxdpoun pe SUoKoAo £8apoG, OTWG
Ea@VikéG aAdayég otnv kAlon (avneodpa 1 / Kot katneopa), mopela oe WSlaitepa
avopaio kot / 11 oAleBnpo, kat / 1 otevo kat / 1 amotopo €8a@os. KatdAAnio yu

EVNALKEG E KOAT-EEULPETIKT (PUOLKT KATAOTAGCT. AKATAAANAO Y1X HIKP& TToLSLA.

Agittvo otnv TaBépva Zpyiég oto véo XwpLo

Mépa 2

10:30 avaywpnomn and To Apavakt Tov Aatelov yia KoAvumnt oto Blue Lagoon Akdpa

TIPS

Me 1o Alkion II tagdevel katd punkog ™G aKTOYpaApUunG tov Akaua. Iepvdael amd ta
Aovtpa ™G Appoditng, Vv ekkAnoia touv Ayilov l'ewpyiov oto Bouvo, To VNOAKL TOU
Ayiov T'ewpylov, To kOATO [TAaTL(, TG BaAdooieg oTMALEG ToL MavwAn, amod ™) Sidonun
mapoiioa Povtdva Apopdla kal otapatdsl pla wpa ywx koAvurmt oto Blue Lagoon
Akama. Katd tn Sidpkela TG oTdong To MANpwU, TapeEXEL SwPERV ETTOXLAKA @PoUTA,

Kpaol Kat Yuuo.

Ymapxovv cwaoifla yia 0AovG TouG EMBATESG, TOVAAETEG KL ATTOSUTPLA.

EmBdAdete va Seite To kAtw Sd{wpa tou mAolov Tov SlabBétel yudAvo TATO, TO

HeyaAvtepo otn meploxn [agov.

Kuntpuaka ovak amé tov mapadooiakod @ovpvo tn¢ IoAng Xpuvooyov - dovpvog

ApTomtomTic.

TIPS

Etolpdalel mapadoolakad KUTIPLOKA E6E0UATA LE LI SLQOPETIKN TILVEALAL.

Mnv &exaoete va to cuvdvdoete pe éva Beiko kaé illy 1 pe smoothies amé @péoka

@pouTa.
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Amoygvpatvi BoAta pe quad bikes 1 buggies otov Akapa pe tov Aapnpo kat Mapivo

Toaykapd http://www.latchiquads.com

TIPS

AVOAGYWG TWV ATALTOEWY 0G UTIAPYEL TANOWPA EMAOYWV. ATIO TO VA EVOLKLACELS TO
buggy povog cov pia pépa kat va e€epevvnoelg tov Akdpa 1 va kAegioelg safari pe toug

Eumelpovg 061yovs Tov.

Av BéAete va Seite OAa To hot spots kAelote To safari a&ilelL Tov KOTIO.

Mnv Eexdoete TL payld oag a@ov B £XeTE TNV €MAOYN VA KOAVUTMOETE 0TI TAPOALX

Adpa, IOV YEVVAVE 0L XEAWVEG.

Ntubeite avaddyws yla TO GTIOPT KOl UMV EEXACETE TO VEPAKL G Q.

Bpadwvo oto eotiatopto leprytait 6to Aatot.

Mépa 3

9.30 Aovtpa TG A@poditng

To «Aoutpd ™G A@poditne» eival pia teploxn otov Akdpa petagd tng [16ANG kat Tov
akpwtnpiov Apvaovtn. To onueio cvumeplAapfavetal oty TOAITIOTIK Stadpoun

«A@poditn».

Eivat évag 18laltepog xwpog, Ul UAYEUTIKY TNYn, Tov BpIlOKETAL GTNV AVATOALKN)
TAQYLA TOU AKAUA, KOVTA 0T BdAaooa ekel akplBWG OV TEAELWVEL 1) oTEV] TteSLASA
™G XpuooyoUg Kt apxiovv oL amdTopoL BpdxoL TNG XEPoOVIcov Touv Akapa. ZuvSuadlel
TO HUB0 PE TN PUOLKT OPOPPLA TOV TOTIIOV KL TIPOCPEPEL YAAN V] KaL Npepia ot YPuxm

TOV EMIOKETTY).

Ta «Aovtpd TG APPoSIiTNG», TPV TO OVOUA TOUG ATIO LK LLKPT) OTIALA TTOW OTTO [Lo

TOALA OUKLWA, OTX VEPA TNG oTolag, cVp@wva UE To BpvAo, 11 Bed tov Epwta, M
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A@poditn ovvnBioe va AoVletal. O KAaudiavog, €vag momTtng g apyaldTnTog,

xapaktnpilel to Totio wg to «Baciielo g Appoditng».

e XUp@wva pe TN puboroyla, ekel Tav KaL To onpelo mov cuvavtovoe Tov ASwvn, ToV
QYQTMUEVO TNG, TOV OTO0 GUVAVTNOE OTNV TEPLOXT] AUTH], OTAV AVTOG OTAUATNOE Yl
Vo TILEL VEPO evw kKuvnyoLoe. O ASwvng TV pWTEVTNKE UOALS NTILE TO VEPDO ATIO TO

oTmAQLO.

e T va @taoel kavelg ota AovTpd ™G A@PodiTng, 6TOV KATAKOPLUPO eKelvo Bpdxo amo
TIG OYLONEG TOV OTolov péel Spooepd kal kabBapod vePd, akoAovBel Eva TAAKOGTPWTO
HovoTdtl. O Bpdxog KAAVTITEL TN AlpvT oXNUATI(OVTAG HLX OTINALE KOAVUUEVT) JE TTUKVN
BAaotnom. AuTto (el WG ATTOTEAEGUA 1) TINYN KoL 1 Alpvn va elvat TTAvTo OKLEPES KAL VA

xapilouv 8pocid 6ToUG BAUWVES.
TIPS

e 'Omolog evllapEpeTE UTTOPEL VA KOAVUTIT|GEL OTA AOUTPA.

KoAvpumi ot tapadia tov lMNavvakn 6to AdTol Kat HECT|LEPLAVO GTOV 1810 Xwpo.
e M TepaoTia TAPOAi, OpYaVWHEVT, e BoToaAAKL KoL (EOTA VEPQ.

e H mapaiia tov I'avvakn, UTpooTd Ao TO AVTIOTOLXO EGTIATOPLO EVAL EVA (PAVTACTIKO

onpueio.
e AmoAavote ™ BAAacoa peTA amo emiokeyPn ota Aovtpd ™G A@poditng.
e Mia amo TI§ KaAUTEPES TapaAieg TG [dgou

e Tooet otn mapaAia otoyiCel €7,50.

TIPS

o AwBétel 6Aa Ta comfort opyavwpévng mapaAlag.
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Awxpovig ota Eevodoxeio Tavpog 6to Néo Xwpro Mag@ov

TIPS

To Tavros Hotel Bpioketat oto Néo Xwpld kat Sabétel eEwteplk MIOVA OV
mepdAdetal amd pla nAtdAovotn Bepdvta pe @oivikes. Ipoo@épel kaTaAVpATA pE
SuVATOTNTA TPOETOLUACIAG YEVUATWY, UTap SITAQ 0TNV Tolva KOl OVOK UTap. XE

0A0UG TOUG YWPOLG TtapEXeETAL Swpedv Wi-Fi.

‘OAa T KAlpati{opeva otoVVTIO Kal Slapeplopata €xouv UTaAKOVL 1] Bepavta pe BEa
O0TOV KNTO, 0TNV Tolva 1] ot Meodyelo Oaracoa. Kabe povada mepldapfavel koadd
efomAlopEV] HIKpY Kouliva pe eoTieq payelpépatog, Puyelo Kol Ko@eTIEpA. ZTO

KaBLoTIKO UTIGpYEL TNAEOPOT] ETILTTESN G 000VTG.

To Tavros Hotel Apartments améyel 5 Aemta pe Ta MOSLK ATO TIG TOTIKEG TABEPVES Kol
amd éva pive papket. H mapaiia Aatol Bploketal oe améotaon 2xAW., eV 1 TIHPOALA
Twv Aovtpwv ™G Appoditng eivat 3xAu. poakpld. To AleBvég Agpodpopo g Iagov

elvat tpoofacipo oe 70 AeTTA e TO QUTOKIVNTO.

Owoyevelakn eMYElPN O e VTIEPOYOUG KAl EVYEVIKOUG aVOpWOTOUG

Appendix 8: Cultural experiences in Cyprus 3 by Petroula Daniel
Movonuepn e€dpunon otov Kahomavaywwtn (8wpeg amd Adpvaka)

D.K. Michael quad bikes

[Mpwwvo N amoygvpativo 3wpd cagdapt ota fouva Tov TpodSoug pe Tov K. AnunTen.

H Swadpopn exiva amd tov KadomavaywTn Kot 0OAOKANPOVETAL 0TO XWPLO UE TEPAT U

QIO TIAVELOPPES TOTIODED(ES.

To koAokaipt vtapyovv SV0 €opunoelg pia To TPwWI Kol P TO ATMOYELVHA KL TO

XELWVA pio.

H kaAvtepn meplodog va To KAVELS, elval TNV dvolén kol To @OvoTIwpo Tov pupilovv ot

Oapuvol
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e 'Omolog £xel ASELA AVTOKLVIITOU UTIOPEL EDKOAN VO 00T YN|OEL TN TETPATPOXT, AUTOUATY

youpouvitoa.

e Ou youpouvitoeg elvat pHOvo Yyl OpaSIKEG €EOPUNOELS oAPAPL KoL OXL Yl NUEPNOLA

QTOWLLKN evolkioom.
TIPS
e Mnv Eexaoete va To KAeloeTe To pavteRol oag TtpLv Tate otov Kadomavaywn.
o [Ipémel va SOKIUACETE TOV KAPE TOV K. AN TP POV KUKAOPOPAEL LE TA CUVEPYQA TOV.
o YTmdapxouvv SlaBéoipues SwPES Kol 7wpEG eE0PUNOELG.
Meonpueplavo - Xto MMaAd Twvepa

e H xupla Tewpyla, n WSlokmTpla, avoiyet 1o "omitl" ™G Kot pag vmodéxetal
oepPlPOVTAG YEVOTIKA KOl VOOTIHA TILATK TNG KUTPLAKNG Koulivag mou 1 (S

EMIPEAE(TAL PLE HEPAKL.

e Tu va OSokwpdoelg; Kpdta onpewwoelg: mpémel amopaltnta va SOKIHACES T
XEPOTIOMTA OAAQVTIKA, OTIWG AOUKAVIKA, TAGTOUPUAE, AoVUVTIH, 0AAQ KL TO KPACATO
UTTELKOV KoL TNV ToapapéAa. EEaipetikn emidoyn eival kal Ta KEQTESAKLA, Ol GEPTAALES,
EVW O€ Kapla eplmTwon Sev MPETEL VA QUYELS TIPLV YEVUTEIS T BpLALIKA HaKapOVLX TOU
OoVPVOV 1| TO -Ylat TTOAAEG wpeG YNUEVO OTO POVPVO- APVIGLO UTIOUTL TIOU ALWVEL UE

TNV AKPT) TOV TILPOVVLOV.

Iepa Movn Ayiov Iwavvn Tov Aapmadnot

e H povn tou Aylov Iwdvvn touv Aaumadiot) BploKeTal o€ KEVIPIKN TEPLOXN TNG
opooelpds Tov Tpoddovug, péoa otnv kolada g Mapabaocag. Eival ktiopévn otnv
avVaToAKn 6x6n Tou mMoTApOV ZETPAYO, ATMEVAVTL aTd To Xwpld Kadomavaylwng.
Amo 1o 1985 meprapfavetal, pall pe evvéa AAAEG TOLXOYPAPNUEVEG BulaVTIVES
ekkAnoieg touv Tpoddoug, atov katdAoyo twv Mvnueiwv Maykoopiag IoArtiotikng

KAnpovopiag g UNESCO.
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Aev elval yvwoto mote akpwg 8pvbnke 1 povny. To kabBoAko, mouv eival
aglepwpévo otov Aylo HpakAeidio, avayetal otov 110 awwva. Le pia emypa@r) Tov
150v0 awwva Tov ouvodevel ToPTPAITA SwPNTWV OTO vapbOnka, 1 ekkAnoia
AVOEEPETUL WG KABOALKN, SNAadT) w¢ 1 KUPLX EVOPLAKT] EKKANGIA TNG KOLVOTNTAS.
I'vwpiovpe OTL TO pHoOVACTNPL CLVEXLOE va v@loTaTal HEXPL TIG apxES Tou 190v
alwva. ATo téte Aettoupyel poévo ocav vaos. Eta péoa tov 190v atwva, Eva Swpdtio
TWV HOVAOTNPLAK®Y KTplwv xpnopomombnke ws aibovoa Sidackaiiag yia ta

TadLd Tov Kadomavaylom Kot Twv yOpw XwpLwV.

Katd to gutepo piod tov 150v aiwva pooTédnke ota BOPELA TOV TIAPEKKANGLOV
Tov Aylov lwavvn, éva KaUapOOKETAOTO TAPEKKATOLO, YVWOTO WG TO «AQATIVIKO»
TAPEKKANOL0, AOY® TNG LVTOOEOTG OTL KTIOTNKE YlX TIG AATPEVTIKEG AVAYKEG TWV
Aativov. Ze dyvwotn xpovikn oTiypn], HeTady Tou 150V Kot Twv apxwv tou 18ou
aLOVA, OAOKANPO TO GUYKPOTNHX KOXAV@ONKE Ao [l TEPAOTLH SVALVT) OTEYN LE
emimeda ayklotpwtd Kepapidia. 'ETol, o TploumdoTATOg aUTOG VA0S ATEKTNOE

efwTepkd TNV OYm evig peydAov EuAdateyov KTnplov.

0 lwypa@kog Stdkoopog TG povig Tov Ayiov Iwavvou tov Aapmadioti) akoAovbel
TIG SLAPOPEG APYLTEKTOVIKEG auTEG @aoelg. H ayida touv Iepoy Brjpatog tou
kaBoAwkov Touv Ayiov HpakAeldiov, OTwG kot pePKA AAAa onupela ocwlouvv
oTPAypaTa Tooypa@wy tov 11lov kat 120v awwva.. O vmdéAolmog vaods eivat

SLKOOUNLEVOG LE TOLXOYpa@ieg OV YpovoAoyoUvtal oto 130 kat 140 cuwva.

Ol ToOYpaPIEG TOU «AATIVIKOU» TIAPEKKANOLOU TIOU XPOVOAOYOUVTAL YUPW OTX
1500, evtdooovtat otnv «tadofulavtiv)y TEXVOTPOTiK, 1 omola ouvSudlel
Bulavtiva oTtolyela pe avtioToya TG LTAAIKNG TEYVNS TNG Avayévvnong. [Ipokettat
OTNV 0VCIX YLt TO TTANPECTEPO TOLXOYPAPLKO GVUVOAO QUTHG TNG TEXVOTPOTILAG TTOV
owletat otnv Kompo. To «AaTvikdé» TOPEKKANGOLO0, AV TIPAYHATL €Vl TETOLO,
VTOSEKVVEL TN GLVUTIAPEN TwV §V0 SOYUATWY KATW amd v (Sl oTEYN, YEYOVOG
IOV QVTIKATOTITPI(EL TNV KATAOTAON OVEKTIKOTNTOAG TIOVU EMIKPATOVGE OTO Vnol

HETA KoL TNV EVWTIKY cVvodo g Peppapag-dAwpevtiag Tov 1439.

AgloonpeiwTo eivat to VAo téumAo Tov vaoL tou Aylov HpakAeldiov, To omolo

QEEPEL YPATITH SLKOGUN 0T TIOU ULUE(TAL OKOOTUA, Kol xpovoAoyeital oto 130-140
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alwva. [Ipokeltal yux 1o apxatdtepo ocwlopevo E0AVo téumAo TG Kompovu. A&ilel
akoun va ava@epbel 6TL oto TMapekkAnolo touv Ayiov lwdvvn tou AaumadioT,
owletaL n kapa tov Aylov, péoa oe apyvpemiypuvon Aewpavodnkn tomoBetnpuévn oe

ELSIKN KOYXN.

e Ext6G amd To oUYKpOTNUA TWV EKKANOLWY, 0WIOVTaL KOl AAAX HOVACTIKA KTiplo
Tov TepLAapBdvouy keAld, BonBnTikoUs xwpoug kat éva edatotpiPeio. ‘Eva amd ta
SWUATLA AVTA PETATPATINKE OE ELKOVOQUAAKLO KL XPTCLUOTIOLEITAL YL TN QUAEN

KEUNALwV aTt0 vaoU§ 0AGKANPNG TNG KOO TN TS ToU KadoTavarytw .

TIPS

'Npeg Asrtovpylag

Xepuepvo wpaplo

Agvtépa- ZapPato: 09.00 - 13.00 kot 14.00 - 16.00
Kupuakn: 10.00 - 16.00

KaAokaiptvo wpapio

Agvtépa- ZapPato: 09.00 - 13.00 kot 14.00 - 18.00

Kupuakn: 10.00 - 18.00

Evetikn yé@upa Kot vepOpvA0G

o Evlx@épovta aglobéata oto ywplo, eival akopa n Evetikn yé@upa kot o vepopvAog
tov KUkkov. H yépupa tou 160V auwva eival KATAOKELVAOUEVT] ATIO TTHPASOCLAK)
TETPA KAL HUEXPL TIPOT@ATA EEUTINPETOVOE WG 1) LOVN 0866 TTpdoPaong amd To YwpLd

0TO HOVAOTIPL

e To Kumpiakd Tunua Apoomtwv €xeL avaknpLEEL TOV VEPOUUAO G «uvnuelo
TIOALTIOTIKNG KANPOVOULAG» KoL amOTEAEl éva EMIPBANTIKO KTIOUA PE XUPAKTNPLOTIKN

QPXLTEKTOVLIKN TNG TPO-BLopnyavikig TepLddov.
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lapatikég lnyég

Ot wpatikég Tyés tov Kadomavaywwtn Bplokovtal kovtd otig 6x0eg Tou ZETPAYOL

TOTAPOV SITAX OTO EVETIKO YEQUPL.

Ol BepameuTIKEG BLOTNTEG TWV BeloVywV vepwv Tou Kadomavaylwtn Ntav yvwoTeg

aTd Ta TavApY oL Xpovia.

To vepd TwV NY®V XP1OLOTIOLEITAL KAL CTJUEPA YL LAPATIKA AOVTPA.

Appendix 9: Facebook Reviews

Ecophysis: https://www.facebook.com /ecophysis.cvprus/ 4.9 out of 5

A lovely afternoon, learning all about bees and honey in a relaxed, friendly atmosphere.

Highly recommended. Thank you.
It's a pleasant and educational experience for all ages. Try it!

Really enjoyable tour, very interesting suitable for all ages . Well worth the visit really

friendly and knowledgeable staff

At day Beekeeping and candle making. Many thanks to Georgia and Kosta. The blosom
honey tasts amazing. 10/10 % % %

A fantastic few hours spent learning all about bees, dressing up in the bee suits and
inspecting the hives, and making beeswax candles. This is a great experience if you are
looking for something different here in Cyprus. The owners are lovely and friendly, and

the anari cheese with honey was delicious!

It was nice to be a bee farmer for a day. A unique and educational experience.

Riverland Bio Farm: https://www.facebook.com /riverlandbiofarm 4.9 out of 5

Absolutely recommended!!! Many activities for the family and the kids enjoyed the farm

What an amazing little oasis for kids to enjoy contact with rabbits, goats, sheep, ponies,

horses, donkeys, cows and baby pigs etc... Great activities like kayaking, archery, pony
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rides and climbing! Nice fresh organic food! We visited all the way from Paphos and it

was well worth it!!! HIGHLY RECOMMENDED???

if you haven't been to Riverland biofarm you simply have to go! What an amazing place.
We spent 5 days here, camping. Vasilis is the most perfect host and made us feel so
welcome. The cafe offers lovely fresh food and coffees, the 2 ladies in the cafe/shop

were so lovely.

We loved the whole experience, archery, halloumi making demonstration, kayaking, the

petting farm, horseriding. We will be back in the near future.
great for kids!amazing place
Everything was amazing, great view and bioproducts!!

Warm hospitality by everyone,lakovos-Jacob,There are many activities for children and

adults.Will be back soon for Kayak!!

Golden Donkeys FARM: https://www.facebook.com/goldendonkeys 4.9 out of 5

Nice place to spend time with family but it was very dirty...

Baby donkeys were stunning. Friendly place, a bit steep for powerchair but we

managed. Disappointed we could not get any food though.

The farm is in in an idyllic place, it offers a good chnce to children to get to know the
animals apart from the donkeys. You can also buy products including donkey milk such
as face and body creams as well as food products . There are also exposition places of
tradition customs of Cyprus. What's more there is a restaurant with a variety of Cyprus

foods .

Love the place! We were here in October 2017. The place has a picturesque landscape
among mountains, interesting museum and a small shop. The farm itself is big enough
and we really enjoyed the time we spent there. We met a very friendly ginger cat .

an

Please say "hello" to the cat from Jane and Andrey, if you lucky to meet him .
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We had an amazing experience and learnt so much. Fantastic staff and very hospitable

e
—

Kambos Forest Heritage Museum: 4.9 out of 5

Kato

A hidden gem in the forests of Cyprus. This place amazed us, as we did not know what
to expect. Getting there requires effort, because of the location, but it is absolutely
worth it. The museum is small, informative and clear, with interesting content about
the forest's ecosystem, local and colonial history. What made our visit unique. is the
dedicated Forest Guard who works there. He is passionate about the forests and shared
tons of information with us, but most of all his love for the forest which is something

special.

What a lovely little museum in the middle of the Forest #all about the heritage of
Kampos and the workers in the forestry working years ago #thanks for all the

information you’ve given us today, we've really enjoyed the visit

Drys Bee & Embroidery Museum

https://www.facebook.com/KatoDrysBeeEmbroideryMuseum 5 out of 5

ry nice museum with an interesting background of family history woven into the tour.
We heard interesting facts not only about the production of honey but also about the
region. The hosts are warm and welcoming. A must see for all who love all that is

handmade.

Beautiful village, knowledgeable and welcoming hosts, and beautiful natural products

sold in eco-friendly packaging! What's not to like? Highly recommend &

Fantastic place!! So informative and Theodora and Elli are amazing hosts!! Theodora
even managed to keep my 2 children occupied throughout, well most of time, which is
no mean feat with my Youngest @I have since quizzed them on what they learnt, and
they answered every question correctly. A brilliant tour learning about bees, Cyprus
traditions, and history in general. I cannot recommend this place and the lovely family

that run it enough!! Make sure you visit ©3xx

87



Oenou Yi-Ktima Vassiliades: https://www.facebook.com/oenouyi.ktimavassiliades 4.9

out of 5

e Great place to visit. Lovely views,amazing food, lovely wine tasting, Knowledgeable

staff, Great food

e Knowledgable wine host, superb wine and delicious food

e greatvisit very helpfull and polite staff enjoyed the wine tasting we visit again !!!!

e Fantastic wines, food and hospitality

e We've just had a tasting session and tour of the winery. Their knowledge was first class

and the wines are to gorgeous. We'll certainly return here. Large wine list,

Knowledgeable staff

Appendix 10: Interview Dates

Participants

Dates of the interviews and personal visits

Top Kinisis- Mrs. Elena Tanou

23" July and 14" September

Nicosia Tourism Board- Mrs. 11 of August
Matina Zisiadou
Cyprus Agritourism Company 19 of August

Vrissiana Beach Hotel- Owner

31stof August

Bohemian Gardens

31st of August

Adventure Park Kyperounta-
Owner

31s of August

Tour Operator

7% of September

Oreini Larnacas President Mrs. 18 of September
Anna Kosma

Cypriot Gastronomy Awards- 19t of September

Marilena loannides
Deputy Ministry of Tourism-Mrs. 24+ and 26 of September
Maria Sokratous

Ecophysis- Owner 24w of September

Kings Evelthon Hotel- Director 24w of September

Casale Panayiotis- Manager 29+ of September

Riverland Biofarm

5th of September

Golden Donkeys Farm

13th of September

Teisia of Madaris

19th of September

Caledonia Path

27t of September
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Appendix 11: Pictures from our experiences

89








