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Introduction

Since December 2010, perceptionsof tourism risk in the M iddle East have been dom inated by
the spread of politicalinstability which has affected many countriesin the region. This chapter
will focus on Jordan which has experienced episodes of politicalinstability inherentin the
widespread Arab uprisings.However, by comparison with its contiguous neighbours lraqg,Syria
and to a lesser extentlsraeland its nearneighbour Egypt, the extentof politicalviolence in
Jordan has been relatively low.Nevertheless,Jordan’s tourism statisticsrevealthe number of
internationaltourism arrivalssince 2011 has been affected mostly by the perceptionof instability
and outbreaks of politically and religiously motivated violence in neighbouring Arab countries,
notably Syria,lraqg and Egypt (W orld Travel and Tourism Council, 2016). The politicalviolence
in Syria,to Jordan’s North, and Iraq to Jordan’s east has contributed to shaping a largely

inaccurate perceptionthatJordan is an unsafe destination.

This chaptercom mences with a detailed discussion of the currentpoliticalcrisisin a numberof
M iddle Eastern countries and the impactthatthis is having on Jordan’s tourism industry.
Reasons asto why Jordan, despite having no directinvolvementin the instability thatsurrounds
it,isexperiencing a significantdownturn in internationaltourism are proposed with research led
insightas to why touristsare choosing to avoid the destination. A number of destination
managementand marketing strategies are recommended for Jordan’s struggling tourism sector
and other M iddle Eastern destinationswhose tourism trade may be affected by political

instability.

The Arab Uprisings 2010-2016

In December 2010, Tunisia was the firstof many countriesin the Arab world including Egypt,
Libya, Syriaand Yemen to experience mass civildemonstrationswhich demanded the overthrow
of establishedregimes.The demonstrations,which mutated to popularuprisingswere initially

referred to as the Arab Spring, largely due to the factthat many of the activistsinvolvedin



leading anti-regimedemonstrationsin Tunisia and Egyptwere young, educated people calling
fordemocratisation of theirnationalgovernments (M arkham ,2014). However, as politicalunrest
spread throughoutthe Middle East during 2011, and continuesto this day,the politicalelements
dominating these anti-governmentprotestshave increasingly been dom inated by Jihadistgroups
which seek to impose theirspecificbrand of Islamicobservanceand Sharialaw on the populace
(Lutterbeck,2013). The youthfuland largely secular intelligentsiawho dom inated the early days
of the uprisings,especially in Egypt and Tunisia,were effectivesocial mediacommunicatorsbut
lacked a substantial politicalsupportbase outside the main cities.They also lacked any reliable
and substantialsource of funding, backing of a structured membershiporganisationora political
party.Conversely, the jihadistgroups,were wellorganised, linked to structured political
organisations,often included armed militiasand had access to reliablesources of funds. They
were ideologically tapped into the more religious,conservative mindsetof regionaland rural

populations (Bayat, 2013).

By 2013 itbecame clear thatthe term Arab Spring was an inappropriatelabelto describe the
politicalmorassinto which Egypt, Libya,lraq and Syria had descended (M arkham ,2014). Long
entrenched politicalregimesincluding thatled by Zine El Abidine Ben Aliin Tunisia, Hosni

M ubarak in Egypt, Ali Abdulla Saleh in Yemen, Muammar Ghaddafiin Libya were all
overthrown between early 2011-2012.1n Egypt, thearmy which had been the mainstay of

M ubarak’s politicalcontrolbetween1981-2011,supported hisoverthrow in 2011. In turn during
2013, the Egyptian army ousted the M uslim Brotherhood governmentof Mohammed M orsi,
elected in 2012 and replaced itwith an interim military governmentrun by Abdul Fattah EI Sisi.
This governmentbecame entrenched when Sisiwas elected in presidentialand parliamentary
electionsin 2014 (an election boycotted by the ousted M uslim Brotherhood) (Dandashly,2015).
M any other Arab countries from M orocco in the west to Irag in the eastexperienced m ass
protests from 2010-2016. In Syria, lraq, Libya,and to a limitedextentin Egyptian Sinai, a state
of civilwar now existsinvolving militiaswhich engage in combatwith each otherand the
officialregime for power. This has been complicated by the involvementofthe Sunnidominated
Islamic State (ISIS) which occupiessignificantbands of territory in both Syria and Iraq (Gelvin,

2015).



PoliticalUnrest in the M iddle East and Jordan’s Tourism Industry

The dominantimage of the Middle East since 2011 has been one of a region besetby political
instability and violence. As touristsare increasingly opting for safety and stability asa primary
attribute of preferred tourism destinations, many countriesin the M iddle East, with the notable
exceptionsof Oman and the United Arab Emirates (especially Dubai, Abu Dhabi) have

experienced declinesin touristarrivalssince 2011(W orld Travel and Tourism Council, 2014).

In the past,a considerable portion of wholesale tourism productto Jordan, especially from

W estern countriesinvolved linkages between Jordan, Syria, Egyptand Israel.Consequently,
when the security situationin Egypt and Syria began to deteriorate from 2011, many tourists,
especially Europeans and North Americanswho were planning itinerarieswhichcombined travel
to eitheror both Egypt and Syria eithercancelled or deferred their travelplans. W hile many
Christian groups continued to undertake pilgrimagetourscombining Israeland Jordan, this
marketalso suffered due to negative perceptionsof Jordan, largely stem ming from its proxim ity
to the civilwars raging in Syria and lrag.Unrestin Israeldue to ongoing conflictbetween
Israelisand Palestinians exacerbated negative sentiment (M ansfeld & Korman,2015; Israel
Central Bureau of Statistics,2015). Some Christian pilgrimage groups areconcerned thatthe
persecutionand murder of Christiansby ISIS and other Jihadistgroups represents a potential
danger to them in a predominantly Islamiccountry like Jordan (S. Green, personal
communication,January 8, 2016). Jordan has thereforebeen increasingly obliged to marketitself
in isolation,as a stand-alone tourism destination.In facta core elementof Jordan’stourism
strategy since 2011 has been to enhance the marketing of destinationJordan to the Islamicworld
as acore strategy to com pensate for the decline in tourism arrivals (traditionally dominated by
Christian pilgrims) from Europe and North America.

Jordan’s Key Tourism Products: Promotionallnitiativesand Challenges 2011-2016

Jordan’s location on the Hejaz route between The M uslim holy sitesof M ecca and M edina in
Saudi Arabia and the predominantly M uslim statesof Irag, Syria and Turkey places itat the
geographicalepicentre of the Arab world. Jordan’s Royal fam ily (The Hashem ites)have been
the traditionalguardians of the Hejaz route and a number of Islamic Holy sitesincluding the
Dome of the Rock in Jerusalem .The nationalcarrier,Royal Jordanian airlinesoffersexcellentair

links between Jordan and all majorlIslamicstates.



The wide reporting of a million Syrian and Iraqgirefugees taking refuge in Jordan (UNHCR,
2016) raisesconcerns (however unjustified) thatthe conflictsin Syriaand Iraq could spillover
into Jordan. According to the UN High Com missionon Refugees, the vast majority of refugees
residing in cam psin Jordan are in camps located close to the Syrian or lragiborder. M ost tourists
to Jordan tend to focus theirtour programsin W estern and Southern Jordan. The classicalJordan
touristitinerary tends to stretch as far north as Jerash,include Amman and hug the border with
Israelto include Petra, M adaba, Mt Nebo, W adi Rum , the Dead Sea and Aqaba on Jordan’s
sliverof Red Sea coast. The overwhelming majority of touriststo Jordan who take thisroute are

unlikely to encounter refugees from Iraq of Syria’s civilwars.

Figure 1 Tourism M ap of Jordan. The Holy land = Israel
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W hile Jordan is home to the ancientcity of Petra, (elected in 2007 by an UNESCO pollas one of
the seven wonders of the world) and a further28,000 archaeologicalsites (Al Haija,2011), these
attributesalone are not enough to attractand retainthe visitationlevelspreviously experienced
by Jordan when packaged with neighbouring countries (Jordan M inistry of Tourism,2013). Prior
to the outbreak of regionalinstability since 2011, Jordan was relianton complementing itsown
attractions with those of Egyptand Syria for its tourism success.In the currentpoliticalclim ate,
itis in Jordan’s bestinterests to disassociate itself as a touristdestination from these countries.
However, thismay be easier said than done however due to the tourists’ exposure to media
commentary thatoften regionalisesthe locationof crisesas opposed to making directreferences
to the specificcountriesinvolved (W alters & Clulow, 2010).In this case,the media’sreference
to the M iddle Eastas opposed to Syria forexample inevitably causes confusion among the

tourism marketregarding the precise geographic location of the crises.

Those responsible for marketing Jordan continue to try and determine the best way to
communicate with the tourism marketand bring touristsback to Jordan. Jordan has employed a
strategy of highlighting the diversity of tourism experiencesin the country such as promoting
new types of tourism with a focuson eco-tourism or health tourism centred on Jordan’s Dead
Sea Coast. Recovery campaignswhich include reductions on tax imposed on tourism have been
em ployed by Jordan’s tourism industry but the politicalunrestin the M iddle East continues to

create new challenges for marketers (Avraham,2015).

W hy tourists are avoiding Jordan

Technically speaking,the media’s failure to use specific termsof reference when reporting on
crises leads to whatis described as a generalisationeffect(Beirman,2003). Generalisation
occurs when the lack of geographicalknowledge about foreign destinationsthatare experiencing
some form of crises blurs the perception of danger in a person’s mind. Thus crises affecting one
country consequently deter people from travelling to neighbouring countries regardlessof the
country’s actualinvolvement (Beirman,2003; Cavlek, 2002; Steiner,2007). The generalisation
effectis a recurrentconsequence of politicalcrises.These effects arecommonly seen between
countriesthatshare culturalsimilarities (Clements & Georgiou, 1998) and/or geographical
borders with countries perceived to be unstable (Beirman,2003). Various conflictssuch as the

Irag W ar, the war against Al-Qaeda and morerecently the Arab uprising (Avraham,b2015;
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Steiner,2007) have spread a common misunderstandingamong touriststhatthe entire M iddle
Eastis dangerous and unstable. W hile Jordan has notbeenimmune from internalpoliticalprotest
since 2011, by com parison with three of its four Arab neighbours,lIraq, Syria and Egypt, the
extentand depth of politicalunrestin Jordan has been relatively modest. Unfortunately however,
the politicalinstability thatsurrounds Jordan would be having a significantimpacton the
tourist’srisk perception and theirbeliefthatthe destination would be able to provide a safe and

secure holiday (Sharifpour, W alters,Ritchie & W inter,2013).

In addition to the region’s less than favourable politicalclim ate,the M iddle Eastis generally
perceived by westernersas a risky region to visitowing to itsculturaldissimilarities(Lepp &
Gibson, 2008). The region alsoremainsa M uslim state,in which the livesof women are
perceived by westernersas restricted and there is little com patibility between the needs of the
hedonistic westernised touristand Islamicway oflife (Henderson,2006). Similarly,consumers
from Arabic countries such as Saudi Arabia are more likely to avoid western countriesbecause
of significantly differentsocialstructureand dissimilarlanguage (Yavas,1987). There is hence
a broad range ofrisks thatneed to be considered,notonly by the individualtravellerbut also by

those responsible for prom oting Jordan to western markets.

As aresultofthe politicalinstability and disruptionoccurring in the M iddle East, Jordan is in
need of a repositioning strategy thatwillachieve two objectives.The firstobjective isto prom ote
the country as a safe and relatively low risk destination.The second isto convince their target
m arketsthatJordan has a sufficientdiversity and quality of tourism productworthy of mono
destination long haul travel.ltis importantto recognise however thatatthe currenttime,the
Jordanian governmentallocatesa high percentage of financialresourcesto heightening security
measuresand unlike many of itsresource rich Middle Eastern neighbours,Jordan has a high
reliance on foreign aid (Jordan Economy Profile,2014). Tourism related funding for the

m arketing of the destination and collection of marketrelated data,despite the importanceof
tourism to the localeconomy,is thereforelimited. These challenges faced by the Jordanian
tourism industry are addressed below via a seriesofrecommendationsas to how they may be

managed.

Recom mendations for M arketing Jordan as a Tourism Destination
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Branding destinations that are perceived as risky is difficult. Tourism managers responsible for
the promotion of risky destinations need to understand the potential tourist’s psychological
evaluation of the destination in terms of the imminent risk they perceive in order to mitigate
concerns and encourage visitation. Below is a series of strategies that may assist the region’s
primary tourism destinations to regain a favourable brand position in the global tourism m arket

place.

(1) Motivateand Collaborate

An internalmarketing cam paign likely to motivateand or educate stakeholderson the
importance of being pro-activein timesof crisisand take ownership of the problem could of
generate a collaborativeresponse to the issue. Some examplesinclude:

a. A platform for the sharing of marketintelligence -i.e.generated via social media
commentary and global mediareportsthatprovide a good indication of the kinds of
perceptionsthatare being created and where,could provide a collectiverepresentation
of whatconcerns existamong the global tourism marketand those thatneed to be
addressed through targeted marketingcom munications.

b. Jordan constitutesa very fragmented industry and representation from allregions and
districtsisneeded. The sharing and reporting of key issues facing the industry such as
visitation levels,touristfeedback, infrastructuralissues,safety and security breaches,
rogue operatorsand otherrelevantincidences is essential for Jordan’s governing
tourism authoritiesif they are to succeed in taking a holisticapproach to the
managementof these issues and reinforce the safety and security statusof Jordan to the
outside world.

c. Regular seminarsand workshops for the dissem inationand sharing of industry
initiativesand case studies thatdem onstrate bestpracticein crisis managementand
response should also be made available to tourism stakeholders.Such examplescould
come from operators who are taking leadership in this space or have marketinform ation

worthy of sharing.

(2) Delegateand Communicate
In order to encourage ownership of the image associated issues shared by the industry and its

counterparts,operatorsneed to be educated and informed of the significantdifference the



destination will be able to make interms of marketing and destinationimage enhancement
should everyone play a role. In addition,from a policy and planning perspective,the roles and
responsibilitiesof senior officialsand theiragenciesneed to be clearly defined and
communicated so everyone isclearwho isresponsible forwhich task.Should risk mitigationnot
be included in these publicly defined roles,then itneeds to be made clear to the private sector
thatthey need to play a role them selves.The initiativesundertaken by the private sectorwould
need to be orchestrated in such a way thatthey rem ain consistentwith the destination’s
overarching brand image and positioning strategy.Table 1 presents some examplesofthe kinds
of tasks thatcould be delegated to the private sectorand those thatshould be addressed ata

governmentand destination managementlevel.

Table 1 Suggested Roles and Responsibilities for the Enhancement of Jordan’s Perceived Image

GovernmentLevel Destination M anagement Private Sector

Organisation/s

Reinforcing safety status Ensuring thatall marketing and Enhance collaborative

and economic dependence promotionalactivity includes effortsboth regionally and

on tourism to diplom atic factualinform ationrelating to nationally and work together

partners the safety and security across the sectors
measuresthe destination has in (accom modation,food &
place to minimiserisk beverage and attractions) to
perceptionsand ease market educate the marketon the
confusion around mixed actions they take to
messages dissem inated from minimiseany risks the
the media and other sources. visitors are likely to be

concerned about.

Creating awareness of M onitor governmentand m ass Operators should maintaina

implicationsofGovernment mediareporting thatrefers to positivesocial media

Travel W arnings in Source the M iddle East and maintain presence and update this

M arkets website inform ation to mitigate constantly with images,
such messages. testimonialsandany other

m aterialthatis likely to




dispelunnecessary risk

associations.

Raising awareness of the

impactsof global media

reporting on the destination

image

Incentivise the private sector to
become pro-activein prepare
forand responding to negative
press. For example;public
acknowledgementand
recognition,linking noteworthy
rises in visitation with relevant
industry activities (i.e.social
media monitoring,
collaborative marketing efforts)

to show cause and effect.

Operatorsneed to take

responsibility forthe

monitoring of socialmedia

commentary directly

relevantto their site,region,

business and act

accordingly.

Once a desirable brand
image is established — be
instrumentalin
communicating thisthrough
logo’s,symbols and icons in

all correspondence.

Be a voice for the industry in
termsof media management.
Liaise with or form ally
communicate with global
media managersor global
media watchdog organisations
to control misleading media
reports and encourage reporting
thataligns with and supports

Jordan’s ‘safe’ position.

There isan opportunity for
operatorsto generate
newsworthy publicity about
specialoccasionsor events
in theirarea thatcan be
shared by mainstream or
social mediaand may
possibly distractpublic

attention from the negative.

Ensuring thatall safety and
border protection measures
arecommunicated to
diplom atic partnersin
source marketsas well as
any otherrelevantlaws,
policiesand regulations

likely to be seen as

M onitor marketing effortsof
membersof the private sector
to ensure they are consistent
with the nationalbrand
message (whatever thismight
be). Providing access to logo’s,
tem platesand the internal

promotionof the desired brand

Share any relevant feedback
relating to public
perceptionsrelating to
security and safety issues
with the broader industry so
the perceptions may be
countered at both an

individualand a




enhancing the safety of and

security of the destination.

image to allindustry
stakeholders may assistwith

this.

collaborative (industry)

level.

Embrace digitaland social

media vehiclesas both ameans

of promotionand a means of

gathering marketing

intelligence relating to risk

perceptionsthrough constant

monitoring of contentfrom

past,presentand future

consumer.

Provision of factdriven and

reliableinformation to travel

intermediariesin source

m arkets so they too have the

appropriatetools to

overcomecommonconcerns

held by touristswho may be

considering a trip to Jordan.

(3) Encourage financial supportfor marketing activities from the private sector

Fund raising is an issue foralmostallregional and national tourism associationsbutin lightof

the fact that Jordan’s lim ited public sector funding for destination prom otion there is an

opportunity to encourage financialcontribution from the private sector. Examplesinclude:

a. Tourism Industry Accreditation Schemes: Operators pay a fee to become an accredited

provider and orcomplete the relevanttraining through various professional

developmentschemes that com plem entJordan’s core productoffering and desired

m arket position.Specificsuggestions thatalign with Jordan’s Tourism Labour M arket

Development Strategy include: these suggestionsbelow could be relevantto business

owners and employers.

(i) Safety and Security Affiliated Schemes — thiswould resonate well with Risk

Averse Tourists

(ii) Sustainability and Environmental Accreditation Schemes (local)

(iii) Food safety and Hygiene Accreditation

(iv) Online booking protection

b. N ational Tourism Awards: Entrants pay an entry fee and arerewarded with exposure,

mediacoverage and ifa winning entrant- certification and trophy for display at facility.

Attendees also pay to attend the Awards function when ittakes place.Judging can be




‘people’schoice’ (i.e.tourists nom inate and vote) or a panel of ‘high profile’ industry

names and local celebritiescan judge.

M arketing buy-in to local, regional and national marketing cam paigns and listings on

websites.

Donations of room nights, food and beverage and attractionentry to visiting traveltrade

and press (smallinvestmentformaximum exposure).

Dinar for Dinar matching agreementbetween Jordan’s Destination M anagem ent

Organisationsand Government — i.e. Tourism Industry isrewarded for its efforts to

raise funds independently of aid and government.

These fund raising initiativescanonly enhance the quality of the services and visitor

experiences as accreditationand Tourism Awards schemes arerenowned fordoing.

Tourism awards also capture the attention of the media and promote the industry to the

broadercom munity.

(4) Access low cost marketresearch

Finally, the Jordan National Tourism Strategy (2015) reinforcesthe importanceof reliable

marketresearch,yet one mustacknowledge the funding lim itations faced by the industry.W hile

the authors em phasise the importanceof reliable marketing intelligence fordecision making -

particularly thatrelating to brand development, we propose some ideas as to how the Jordanian

tourism

industry may address theirresearch related needs withouthaving toinvesttoo much of

their limited marketing funds.

a.

Secondary data availableonline via social mediacom mentary.W e advocate the value of
this freely accessible data thatcom municatesgreatdetailconcerning the potential
visitor’s concerns.

Accessing University students: Across the world there are 1000’s of post graduate
students studying tourism and academ ic institutions that are open to the opportunity to
engage with industry and offer their students chance to work on a ‘live’ project. These
students are generally methodologically qualified in arange of methodsand techniques
and are supervised by highly qualified academ ic staff. W hile Jordan tourism authorities

might have to provide assistance with access to data, be on call to answer research



related questions and guide the student as to the industry’s research needs — this is a
smallprice to pay forthe kind of research data the studentcould provide.

c. Recruiting a fulltime research manager/assistant.University graduateswho study higher
degrees often search forresearch related positions where they can practiceand apply
theirresearch based skills.For the costof an annual salary, having such staffon board
the tourism managementteam can work out to be a portion of consultancy related fees.

d. Research training for existing staff — again having the expertise within the organisation
isoften less expensive than having to outsource this skill.Shortcourses in data
collection and analysisrun by industry professionalsoracademics could enable existing

staff to collectand manage industry specificand marketspecific data.

The above recom mendationsem phasisethe importanceofcollaboration,effective
communicationand information sharing and shared responsibility acrossthe public and private
sectors for the effective managementand promotionof Jordan during timesof crises.In addition,
recom mendations are made as to how Jordan’s tourism industry can raise the funds needed to
advise and implementtheirdestination marketing strategieswhen public funding islimited as a

resultof Jordan’s governmenthaving to allocatea high proportion of theirbudget to defence.

Conclusion

This chapterhas spoken of the politicalcrisisthatis currently occurring acrossa numberof

M iddle Eastern countrieswith specific focus on the impactthatimpactthatthisunrestis having
on the peaceful kingdom of Jordan. Tourists are avoiding Jordan as they are unable to
perceptually separate Jordan from the hostileand high risk environmentsofitsneighbouring
countries. This, accompanied by the generalrisk perceptions thatexistamong western markets
towards the M iddle East presentssignificantm arketing challenges for notonly Jordan but
potentially any destination thatis affected by, butnotdirectly involved in,politicalcrises.
Cooperation and collaborationisneeded forthe collationofrelevantmarketintelligence and the
developmentof a consistentm arketing message to mitigateunfounded concerns and position
Jordan as destination capable of offering a safe and rewarding tourism experience.Further
studies in this area are needed to explore the strategiesand responsesimplementedby other

M iddle Eastern countriesand perhaps those outside of the M iddle Eastwho have in recenttimes

been exposed to politicalcrises.Such research would allow for the sharing of bestpractice



examplesand facilitate the developmentof aglobally relevantresponse strategy to an

increasingly relevantissue.
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