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Abstract 
The European Union lays an emphasis on catching up of disadvantaged rural areas and within that focuses the 

endogenous resources in improvements. The economic diversity is a main priority and tourism is one of the most 

important elements of it. In the agricultural areas tourism may be a tool for the revival and development. If a well-

structured organization coordinates the tourist’s and the economic participants' interests, assesses the 

opportunities in rural areas, then a complex social, economic growth may begin in the disadvantaged rural regions 

as well. In recent years, several local and micro-regional destination management organizations were established 

to bring participants together in tourist areas. The main task of these tourist organizations is to offer valuable 

experience for tourists and to help the economic, social and environmental development of the rural regions, too. 

In our study we examine the wider rural development role of touristic organization in Tokaj Wine Region. We 

explored how tourist servicers and municipalities evaluate the situation and the future of the wine region, what 

kind of improvements would be necessary to can be a successful tourist destination. 
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1 Theoretical frameworks 
Cooperation had been always playing an important role in the life of mankind but networks are 

becoming more and more momentous in every aspect of life since the past few decades. In 

tourism it is even more important to create networks since there are uncountable independent 

and often small units of business (Soisalon-Soininen and Lindroth, 2006). The specialty of the 

tourism industry is that it is mainly made up of micro- and small enterprises, it consists many 

communities (companies, enterprises, non-profit organizations, local inhabitants) while in most 

of the cases the public sector ensures the developments (like infrastructural background). 

Successful cooperation could only become implemented if the right partners are brought 

together in a network and whose acts are coordinated by a proper and competent person or 

staffs, clear agreements are made and they pay attention to managing connections with other 

networks. Horizontal cooperation can be developed between personas working in the same 

geographical area (like product improvement groups). Diagonal cooperation are usually created 

between different industries and service providers working on different levels. In case of 

vertical networks, organizations of different territories and operational levels are connected – 

destination management organizations are classified in this category (Panyor et al. 2011). The 

word destination originates from latin and it can be interpreted as a reception which is the 

territorial basis of tourism (Nyirádi and Semsei, 2007; Carter and Fabricius, 2007). Many 

definitions are accepted for “destination”. In international literature „destination” is also 

represented by some as a provider area of groups of products or services (Buhalis, 2000; Bieger, 

2003) while others (Kaspar, 1992; Crouch és Ritchie, 2000) define it as the place of gaining 

experiences. In the Hungarian literature Lengyel (2007) states that „destination” is reception 
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area which can provide touristic products to visitors in a complex way. The concept of 

destination can be separated too according to whether we consider it as a touristic product or 

not. There are some (Bieger, 2003; Tasnádi, 2006), who define destination as a product, while 

others (Hu and Ritchie, 1993 in Presenza et al, 2005;. Buhalis, 2000) suggest that the destination 

consists of more products and services, thus, it appears as a combination of touristic products. 

In December 2016, the Hungarian Tourism Law was created, which defines the concept of a 

tourist destination as follows: „Touristic region (destination) means a geographically definable, 

identifiable part of area which can be displayed as a single reception area on the touristic market, 

it consists of related elements in respect of human built environmental, geographical or cultural 

values, so there is a national interest in it's planning, development and creating regional touristic 

brands following a uniform concept” (Magyar Közlöny, 2016 82117th p.). In conclusion 

„destination” is a territorial unit, it consists of the touristic products and services which are able 

to attract tourists and generate experience. Piskóti and his co-authors (2007) defined the essence 

of destination management the following way: „The transformation of attractions located in a 

specific area into modular (freely combinable) products, their organization into networks, 

creating the product attached to the destination to be marketable and competitive and then 

selling it with the ambition of preserving sustainable development, increasing the development 

of a specific geographical area and the wellness of local inhabitants while reaching success on 

the tourism market” (Piskóti et al., 2007. 7. p.). 

 

Both the National Tourism Development Strategy (2005-2013) and later the National Tourism 

Development Plan (2014-2024) considered the establishment and strengthening of the domestic 

destination based institutional structure as a high priority task (Káposzta et al., 2013). Despite 

initial concepts and tender options the complete hierarchical organizational network did not 

develop, most organizations struggled with sustenance difficulties. Until 2016 there was no 

Tourism Act in Hungary, which would have regulated the system of tourism management, so 

different level tourist organizations operated defectively and often with territorial and 

functional overlaps. Over the past decade developing organizations did not affect only our 

country's most advanced touristic areas (eg .: Heviz, Lake Balaton, Siofok, Hajdúszoboszló, 

Buk), but also an increasing number of destination organizations were set up in rural areas – 

like Tokaj Wine Region – dealing with a variety of economic and social problems.  

 

In recent decades several economic and social changes have taken place which had significant 

impacts on rural areas (Enyedi, 2004). The agriculture’s role in economy and job opportunities 

has declined, unemployment has risen in many areas, population has decreased, emigration has 

grown and many other drawbacks characterize rural regions (Ritter, 2008). The Hungarian and 

EU rural development policies place great emphasis on the catching up of lagging peripheral, 

less-favoured areas where upon economic diversification got high priority and they are focusing 

on complex developments based on endogenous resources (Káposzta és Nagy, 2013). Also, the 

touristic value of the agricultural landscape has slowly come to the fore. The Tokaj Wine 

Region is one of the most famous and beautiful Hungarian wine region, which is, on the other 

hand, a disadvantageous rural area. Despite the economic and social problems of the region, 

tourism is considered a breaking point by the various regional operators. The Hungarian 

government announced that the development of the region will get high priority. We find it 

extremely actual to explore the needs and opinions of local actors of the wine region. Many 

significant and efficient developments could be done in the European budgetary season between 

2014 and 2020. 

 

27 settlements belong to the Tokaj Wine Region, which is a disadvantaged rural area, facing 

many economic and social problems; however, it has plenty of tourist sites and facilities. Locals 
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believe tourism is a breakout point, many destination organizations (4) operate in the area and 

the government declared the region a priority development area for the 2014-2020 EU 

budgetary period. These facts strengthened our exploratory decision. The main profile of the 

operation of the Tokaj-Hegyalja, Taktaköz, Hernád Valley Tourism and Cultural Association 

is creating and operating a unified wine tourism; the strategic and promotional objectives 

include the coordination of wine tourism; and members related to wine dominate the 

membership, this is why we chose this organization as subject of our investigation. Our goal 

was to learn about the association's operation and efficiency from member's perspective. We 

explored the touristic judgement of the wine region, the areas in need of development, the ideas, 

experiences, expectations and requirements regarding the association. 

 

Our goal was not only to get to know the service providers’ side within the membership, but 

we considered it important to know the opinions of governmental officials, especially as 

someone involved in complex development of rural areas, about the endowments, possibilities 

and opportunities for development of wine tourism as well as their point of view about tourist 

cooperation and about the role and operation of the organization. We visited 22 local 

governments (81%) of 27 settlements. We assessed how the mayors see the situation of tourism 

in the wine region and how they evaluate the operation of destination organizations. We studied 

the service provider's next to the local government's opinion separately because of territorial 

aspects. We made interviews with 54 members (80,5%). We will present the opinion of the 

services providers first, after we will analyze the local governments’ answers. 

 

2 Results and discussion 
The main profile of the Tokaj-Hegyalja, Taktaköz, Hernád Valley Tourism and Cultural 

Association as a TDM organization is to create and operate an integrated tourism related to 

wine while its strategic and promotional purpose is to coordinate wine tourism. The members 

are related to wine as well and this was one of the reasons why we chose this association as the 

subject of our study. We will analyze the above mentioned organization in detail in the 

following section.  

 

We asked service providers of the survey to evaluate the factors associated with the Tokaj Wine 

Region along a scale from 1 to 6, where 1 was unqualified; the 6 was excellent. Approaching 

the region by car got the highest average (4.6), since the motorway and road 37 makes the 

region easily accessible. The operators think that the public transportation is in the worst 

condition in the wine region (2.0) as there is no coordinated bus or train service between the 

settlements. 
 

After forming opinions about the given factors we asked them to explain with their own words 

what kind of development is required in the wine region. Based on their responses the vast 

majority of providers (96%) think that developing the infrastructure of transportation is highly 

important. While the availability of the wine region by car is appropriate according to the 

opinion, there is still a major need for transport infrastructure. Because the roads between 

settlements and sloping roads are often in very poor condition, there is no coordinated public 

transport and cycling route. In these are the most development needs. The majority of 

respondents (98%) think that greater and more integrated marketing appearance would be 

expedient, unified corporate identity and creating logos were also mentioned, but many of them 

would increase appearance in television and on other advertising surfaces. The need for more 

quality programs and services which would attract tourists and diversify supplies in the wine 

region was mentioned at a much lower rate (40%). Mainly cultural and gastronomic events 

were mentioned. Respondents considered the creation of quality accommodations (24%), 
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unified marketing activities (20%), other developments (20%), developing a beach or bath 

(13%), promoting human infrastructure and hospitality (11- 11%) and the change in attitude 

(9%) less important. 

In the following section we explain the deficiencies listed by the service providers regarding 

their own destination organization. They missed the coordination (20%), internal and external 

communications (16%), real collaboration (10%) and professionalism (10%) the most. The lack 

of brainstorming, sending guests and marketing only got 7%. Other deficiencies were also 

mentioned relatively often and program organization, the dominance of individual interests and 

passivity of the member's appeared the most. Overall, the majority of members expect 

appropriate coordination, more efficient communication, creating actual cooperation and 

expanding its professional background. 

 

We also analyzed how the active service providers of the studied area see the actual impact of 

their organization on the rural economy (Figure 1), whether these cooperation are really able to 

play a role in employment, building community and promoting economic and infrastructural 

development. Only 5% of them stated that it has an effect, but it is very difficult to detect it or 

it is not detectable at all. 11% of the respondents said that such cooperation has no or only a 

negligible impact, yet they do not see the practical benefits of destination organizations. 

 
Figure 1: The extent of the impact of a destination organization on rural area based on opinions of 

providers. 

 
Source: The authors’ own research and editing, 2017. 

 

We also assessed what the respondents think about how the efficiency of the work of a 

destination organization could be measured. The majority of providers (67%) say that mainly 

the tourist satisfaction index can display efficiency, but the number of visitors of their website 

is an especially important index (60%) as well. The program attendance (56%), application 

activity (53%), the number of programs (53%) and the occupancy rate of hotels (47%) can also 

be significant indicators in detecting organizational efficiency. Local resident's attitude (36%) 

and satisfaction with tourism (33%), the number of guests (31%), economic indicators (20%), 

the number of guest nights (18%), the IFA revenue (18%) and social indicators (11%) were 

considered less appropriate to measure the effectiveness of an organization with. 

 

The next question was about the Tokaj-oriented destination organization's financial, legal and 

professional sustainability, on the scale was from 1 to 6 where one was totally unsustainable; 6 

was totally sustainable. The legal background got an average of 3.9, so that is considered to be 

partly sustainable, while they find their own association financially and professionally less 

sustainable. The general experience was that most of the providers think that their own 

organization's sustainability is highly questionable. 
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After exploring the service provider's opinions we are following with the opinions of council 

members. 

 

The development of tourism is now the task of local governments; along this we considered it 

important to know the perceptions, opinions and visions of council members of the villages in 

the wine region regarding tourism. The governments operate and think in a wider spectrum, 

with more complex (economic and social) development philosophy and therefore from a 

territorial development perspective they evaluate such organization in a more comprehensive 

way (theoretically). We managed to interview 22 mayors or notaries of towns in the region and 

after analyzing them we got the following results. 

 

The representatives of local governments were also involved in the study and we asked them to 

evaluate the different factors related to the Tokaj Wine Region on a scale from 1 to 6, where 

number 1 was unqualified; the number 6 was excellent. The number of programs in the spring 

and summer (4.7) and the quality of the accommodation (4.6) got the best value. The advertising 

image of wine (2.5), as well as public transport in the wine region (1.9) got the worst averages 

so there are serious shortcomings in these areas which should be resolved, however, due to bad 

financial situation of the municipalities they think it is difficult to develop these areas. 

 

The opinion of the respondents is that these developments would be required in the whole 

region: according to members of local governments the most necessary things would be 

improving the region's infrastructure (100%), taking full advantage of the opportunities of 

integrated marketing (80%), or emphasizing the quality in the case of services, programs and 

wines (75%). In addition the enlargement of hotels, restaurants (34%), supporting young people 

and small family wineries (40%) and the establishment of small factories and manufactures 

(30%) would also be a big help in the development of the region. 

 

According to the local government's members collaboration based on destination management 

is basically a good concept, but its value can rarely be observed in practice. They were expecting 

the organization to coordinate cooperation and create integrated marketing. In reality, it could 

not meet the expectations, and the main cause of it is the financial problem (73%), but several 

people mentioned that professional and information gaps (63%) were also present. Some of the 

government members (45%) do not see concrete results and efficiency of the organization's 

work, its members think that there could be more communication within the organization. 

Everyone gets the newsletters but is not aware of the actual activity of the organization, besides 

receiving information about events. More personal contact and some further reports are needed 

in order to be aware of what exactly is happening within the organization. They recognized the 

need for a unified destination organization in the wine region, which could be a strong bastion 

of stakeholders in tourism in the terms of rural economy as well. 

 

By learning about the opinions and experience of local governmental personas in connection 

with the operation and efficiency of TDM organizations, it became interesting to us what they 

think about a rural destination organization's economic impact in the life of a town or region 

(Figure 2). The largest proportions (41%) of the representatives of the governments are 

convinced that these organizations have a real impact on rural economy, though the effect is 

small. There were a significant proportion of those who say that these tourist associations have 

no (27%), or at least a very little effect (9%). However, a proportion of 23% states that 

destination organizations can even play a bigger role in rural areas. Overall, the majority 

recognized that the associations are able to produce economic effects, but its extent varies. 
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Figure 2: The opinions of local authorities regarding the effects of destination organizations on the rural 

area (%) 

 
Source: The authors’ own research and editing, 2017. 

 

The next question revealed how the efficiency of an organization could be measured and 

demonstrated according to governmental personas. The index of tourist satisfaction (82%), the 

economic (68%) and social indicators (68%), the index of local population's satisfaction (59%), 

the number of visitors on the organization's website (45%), tender activity (45%), the number 

of programs (45%) and attendance at programs (45%), the occupancy rate of hotels (41%) and 

the local population's attitude to tourism (41%) mentioned with the greatest proportion. While 

the number of visitors (27%), the number of guest nights (27%) and the IFA revenue (27%) are 

not the best indicators to measure efficiency with according to the representatives of local 

governments. 

 

3 Conclusion 
The service providers of the Tokaj Wine Region and government personas agree that the tourist 

cooperation have an impact on the economic life of rural areas, but is either small or not 

detectable. In our research we also surveyed how the work efficiency of an organization could 

be showed to its members. Due to the different interests of governments and service providers 

they emphasized the importance of different indexes. The tourist satisfaction index and the 

number of visitors on the organization's website, the economic and social indicators were the 

most important indicators for groups while tender activity was similarly momentous. However, 

there were significant differences in the cases of other indicators. Based on this it is absolutely 

necessary to develop a system of indicators in the future which adapts to the needs of all 

stakeholders. Besides the statistical data, the involvement of other data and indicators is also 

needed. In our opinion, the system of indicators is also important because the transparency and 

activities of the organization can be showed to its members, thus cooperation and trust can be 

strengthened. 

 

Tourism service providers and municipal leaders of the Tokaj Wine Region have stressed the 

importance of cooperation, but its practical implementation is lagging because of the lack of a 

coordinating power. The operation of cooperation and tourism in the wine region is expected 

from the destination organization. The cause of member’s passivity could be several 

professional, communication and contact deficiencies. The significant consensus can be 

detected among tourism operators, municipalities and consumers in the case of development 

trends affecting the Tokaj Wine Region but the power which would coordinate the unity is 

missing. 

 

In our opinion, it is necessary to develop the investigated destination organization in Tokaj 

Wine Region: more active coordination; preparing quarterly reports, organizing informal 
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gatherings, collaborating with educational institutions, strengthening external and internal 

communication, unified marketing, creative product development and program organization 

would help in the future. The research proved that the destination organizations have an impact 

on the rural areas, but their impact cannot be detected clearly. Therefore we recommend the 

development of a complete system of indicators measuring the efficiency. The transparency 

and activities of the organization can be showed to its members, thus cooperation and trust can 

be strengthened. 

 

In the light of the opinion of service providers and representatives of governments in the Tokaj 

Wine Region we suggest that future developments should be focused on the infrastructure (bus 

or taxi facilities in wine region; more sloping and cycling roads; development of water tourism), 

organizing unique, colorful and high-quality programs, it would be subservient to create 1-4 

days long program packages based not only on wine. They need creating integrated marketing 

activities, more and more advertisements should be available in Hungary and abroad too. 

Based on our research, we believe that through the analysis and comparison of the opinions of 

the various economic and social participants a much more pronounced development process 

may start in the Tokaj wine region in the future. This could suit the demands better, making this 

unique domestic wine region finally reach an economic and touristic performance that is worthy 

of its name both on national and international levels. 
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