Achieving competitiveness in Greek accommodation establishments during recession
ABSTRACT
The article examines the strategies which Greek hotels have implemented to strengthen their competitiveness during recession. The research is based on a nationwide e-mail survey to hospitality managers/owners. The results reveal that the most important perceived competitiveness factor is cost reduction and implementation of actions against crisis, followed by innovation, HRM, and marketing. The study also proposes actions that can improve the competitiveness of accommodation establishments. The article helps fill the gaps in our understanding of how hospitality firms tackle competition during crises, and suggests managerial policies that can help hospitality firms to strengthen their positioning and competitiveness during crises.
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INTRODUCTION
The current recession has hit global tourism very hard, with sharp declines in the hotel industry that have negatively affected tourism revenues (Sariisik et al., 2011). This is partially because, due to its nature (large numbers of small, but often interrelated businesses), the tourism and hospitality industry has adopted formal crisis planning to a lesser degree than other economic sectors (Ritchie, 2009). The hospitality industry is the largest sub-sector within the tourism economy, and is also an important ingredient of the tourism experience (Davidson and Ying, 2010). However, it is not immune from crisis (Wang and Ritchie, 2012).

The Greek hotel industry has tried to use its strengths for both further development and greater competitiveness. During the 1970s and 1980s, the rapid development in hospitality was based on natural and cultural resources, the widespread infrastructure of entrance gates (ports and airports), and relatively low production and living costs (EIU, 1994; Buhalis, 1999). As a result, the Greek tourism and hospitality industry evolved rapidly, whilst tourist arrivals increased from 1.6 million at the beginning of  the 1970s, to 15.9 million in 2008, and hotel beds increased from 278,000 at the beginning of  the 1970s, to more than 700,000 in 2008 (AGTE, 2010).

In 2010, the Greek hotel infrastructure exceeded 9,700 companies, whilst Greece was the seventeenth largest tourist destination globally and twenty-first largest in terms of tourist revenues (AGTE, 2011). On the other hand, Greece can not compete on a price basis with new destinations given its current hospitality cost structure that is based on Euro monetary unit with considerably higher living, labour and production costs than other neighbour destinations like Egypt, Libya, and Turkey (Papadimitriou and Trakas, 2008). It also has to confront aspects of operational mismanagement such as a lack of appropriate crisis management knowledge, insufficient communication with employees, the absence of keeping records concerning enterprising needs and internal relations, and an unwillingness to obtain external help and support from specialised experts (BCL, 2012). These problems continue to increase because of a shortage of highly qualified, educated and specialised members of the labour force (Chalkiti and Sigala, 2010).

This article aims to examine and evaluate the strategies which Greek hotels have implemented in order to strengthen their competitive advantage during recession. It investigates the impact of managerial actions related to crisis, human resources, marketing strategies and innovation, on hospitality competitiveness, and also proposes crisis management strategies for further development.

THE BACKGROUND OF THE GREEK CRISIS

Endogenously, it is evidence that running consistently widening public deficits in conjunction with declining external competitiveness played an exceptionally important role on the deteriorating fiscal stance of the Greek economy, whilst the lack of the appropriate fiscal consolidation after 2000, when Greece was experiencing high growth rates, in relation to the continuous false reporting of fiscal data have undermined the credibility of the Greek government (Kourteas and Vlamis, 2010). In addition, decline in competitiveness since the European Monetary Union (EMU) entry has led to a persistent deficit in the current account, and the continuous increase of “twin deficits” together with the lack of structural reforms in home regarding labour market flexibility, social security and market competition, obliged Greece to issue new bonds at short maturity periods and at higher interest rates compared to the “anchor” of the EMU, that is Germany (Malliaropoulos, 2010). As a result, the ability of Greece to roll-over its debt has been questioned due to the perceived high probability of sovereign default by international markets (Kourteas and Vlamis, 2010).
Under an international perspective, the present debt crisis was firstly unfolded in Greece in November 2009, whilst the necessity of tightening its fiscal policy was considered as a long lasting phenomenon (Polito and Wickens, 2012). European governments didn’t give a signal for the bailout of Greek economy until March 2010, and as a result Greek fiscal crisis deepened and its public debt became unsustainable (Kourteas and Vlamis, 2010). Finally, the financial problems of Greece have spread to other weak economies in EMU, and since the pace and extent of the cooperation are still determined by domestic political conditions in Member States, markets do not react fully to the bailout packages and other structural reforms and this eventually hinders the ability of weaker EMU members to prevent the economic meltdown (Yurtsever, 2011). 
Nevertheless, an economic sector such as tourism and hospitality industry is always influenced by the wider financial conditions nationally and internationally. As a consequence, Greek tourism has hit hard by recession. The economic crisis has resulted to the drop of tourism contribution to Gross Domestic Product (GDP) by 2 per cent, a decrease in tourism receipts by 18 per cent, and a per capita reduction in tourism consumption by 11.5 per cent (Kapiki, 2012). Even if the revenues from tourism have reduced between 2009 and 2011, tourism and hospitality industry was still seen as the sector that can mainly contribute to the country’s economic recovery (Smith, 2011). All these underline the important role of hospitality industry in Greece and its crucial role during recession.

THEORETICAL BACKGROUND
The hospitality industry is currently affected by an uncertain, highly competitive environment, due to which it needs information for the correct management of its establishments (Clavier et al., 2006). In modern business, success is defined by the way in which a firm manages and values innovation. Currently, this factor is crucial for local economic development and for patterns of both local and global competition (Canongia, 2007). Kilic et al. (2011) suggest that the creation of a sustainable competitive advantage actually creates value for the company and lead customers to regular purchases. Continuous efforts towards business improvement, and thus added value, result in knowledge construction which will lead to a future of guaranteed competitiveness and sustained development (FOREN, 2001:120).

Nowadays, hotels face challenges from the continuously growing competition. (Tajeddini, 2011). This is particularly significant in mature destinations like Greece. Within this new competitive environment, the salient features are the demands for excellence in products and services, and increases in differentiation, flexibility, speed, cost rationalisation and innovation (Canongia, 2007), formulating an important source of competitive advantage en route to superior performance (Naidoo, 2010). A competitive advantage is created when the buyer receives the greatest perceived value in relation to other options (Rechenthin, 2004), and can be sustainable when other sources cannot easily or rapidly duplicate that value (Barney, 2000). 
During the development of innovation, the strategic assets are growing as the resources increase (Dierickx and Cool, 1989). Thus companies can achieve competitiveness through innovation (Chakravarthy, 1997).
In terms of competition and achievement of profitability, the transformation of the global market at the beginning of the 21st century, and economic recession, have created pressure for today’s businesses to be more effective, whilst competitive capitalism has taught businesses to achieve success by meeting consumers’ needs better than their competitors (Kilic et al., 2011). This change has been implemented through the different expectations and behaviours of consumers during crises, and the prediction of new threats and opportunities within the new unstable business environment (Welch and Welch, 2009). The literature on economic crises highlights the need for better management as a mechanism for survival (Champion, 1999; Naidoo, 2010), whilst companies gain a sustainable competitive advantage when the benefits of their strategies can not be replicated by their competitors (Barney, 2000).

Theoretical Constructs

Crisis Management Practices: Even if there are different categories of crises, including ecological, financial, regional and global (Okumus and Karamustafa, 2005) they have important similarities among them, and one type can lead to others (Kovoor-Misra et al., 2001). The literature also emphasises preparation for crises, focusing on the appropriate response when they occur, and the minimisation of their negative impacts, since they include: a decrease in demand and revenues, rising costs, the disruption of normal operations, failings in decision making and communication activities, staff lay-offs, the cancellation of investments, stressful living and working environments and the closure of organisations (Kash and Darling, 1998). This is also confirmed buy the study of Okumus and Karamustafa (2005) were the hotels seemed to be very concerned about their debts, and focused on cost reduction through the disruption of normal operations and personnel training, increase of staff lay offs, postponement of investments, and increase of environmental scanning. On the other hand, the study of Martin and Isozaki (2013) reveals that the successful hotel companies were very careful not to reduce service quality when cost cutting was unavoidable; something that was considerably helpful since during recessions the customers expected more for their money. Conversely, periods of instability also offer opportunities to introduce new products, management programmes, new markets and ways to reduce costs (Okumus and Karamustafa, 2005). The implementation of appropriate actions by firms facing crises can help them to avoid disastrous pathways and create conditions for further development and higher profitability. These findings lead to the following hypothesis:
Hypothesis 1: There is a direct relationship between crisis management practices and competitive advantage.
Human Resources: The process of human resource planning is significant for the enhancement of industry competitiveness and the understanding of the organisation’s future human resource needs (Lin et al., 2011). Human resources is one of the sections that effective crisis management must handle the impact of crisis (Hickman and Crandall, 1997) and be mindful that employees may experience considerable personal loss in such times resulting to a decline in their workplace performance (Heath, 1998; Anderson, 2006). The studies of Israeil and Reichel (2003) and Israeli et al., (2011) reveal that during crises managers focus on the improvement of company’s efficiency through cost cutting by decreasing staff or laying off employees, freezing or reducing salaries, using unpaid vacations and reducing the number of workdays. These two studies also revealed that that even if the efficiency was improved (at least for a short-term period) these changes had severe negative impacts to the hotels’ effectiveness, leading to the reduction of service quality and customer satisfaction. On the other hand sufficient human resource practices such as the increase of service hours (Lu and Chiang, 2003) can boost the effectiveness and finally the competitiveness of the hotel industry (Wang and Shyu, 2008). Mobilising human resources can increase effectiveness when supported by with a clear and well-understood mission statement which aims to maximise long-term competitiveness (Wong and Kwan, 2001). The main point is that hospitality companies, create a positive relationship on competitive human resource strategy through the understanding and control of customers’ bargaining power (Wang and Shyu, 2008). Thus, Tavitiyaman et al. (2011) observe that customers select certain hotels because of the relationship they have with their employees, even if sometimes they have to reduce their own bargaining power because of the provided service from qualified employees. Based on the empirical findings of the literature, this study has developed the following hypothesis:
Hypothesis 2: There is a direct relationship between human resources and competitive advantage.
Marketing Strategies: Companies implement different business strategies in different economic environments. Since recessions change the buying patterns of consumers (Ang et al., 2000), companies should promote its business despite the difficult times and prepare to exploit the anticipated recovery through judicious investments (Pearce II and Michael, 2006). Ottenbacher (2007) suggests that successful hospitality organisations need to implement sophisticated marketing because of the continuously changing needs of the market. Marketing can build strong relationships between a hotel and its customers and can help the hotel to increase customer loyalty and finally competitiveness and organisational profitability (Sin et al., 2006). During crises advertising expenditures tend to be in line with business cycles, with advertising expenditures cut during a recession (Ostheimer, 1980), the advertising budgets are arranged according to sales so that they increase their budget when sales are good, as well as decreasing it when sales are low (Picard, 2001), whilst promotional activities focus on the adaptation of products (Song, 1998) and discount offers (Ang, 2001). Even so, no matter if marketing strategies change in all the previous aspects, some firms may still be obliged to close down and many others may decrease their production capacity due to insufficient consumer demand because of the strong competition in the marketplace (Kirtis and Karahan, 2011). As the findings of Pearce II and Michael’s study (2006) suggest, during recessions the companies should maintain their advertising because of the strong competition, introduce new products since the promotional cost is lower, and increase their efforts for the attraction of new customers by positioning the firm in multiple markets. In addition, the study of Lilien and Srinivasan (2010) revealed that despite the dominant perceptions of marketing managers, during recessions advertising spending increases profits and can be used as an alternative for price cuts. The consideration of these findings has led to the development of the following hypothesis:
Hypothesis 3: There is a direct relationship between marketing strategies and competitive advantage.
Innovation: It is common knowledge that during crises firms focusing on innovation are more likely to survive (Falk, 2013) since innovation is considered to be an insurance against failure (Cefis and Marsili, 2006) and represents the successful exploitation of ideas that are new to an adopting organisation, into profitable products, processes and services (Johannessen et al., 2001). Unfortunately, during recessions, many companies react to a short- or medium term adverse macroeconomic environment by downsizing expenditures, including expenditures on investment and innovation, even though such actions may carry a risk (Archibugi et al., 2013). As it is revealed in Lilien and Srinivasan’s (2010) study, innovation and R&D spending during recessions increases both, profits and stock returns. Through interactions and knowledge exchange, tourism and hospitality companies are encouraged to create and implement innovative ideas within a collaborative and competitive environment (Schmallegger et al., 2011), whilst innovation can also promote a push effect for the improvement of enterprising productivity (Barros et al., 2009). In addition, tourists seek out creative innovations that increase the quality of their experiences and satisfaction, whilst local innovation can help link the beneficial impacts of tourism with the local economy and further develop local enterprises (Carlisle et al., 2013). The study of Naidoo (2010) suggests that during recessions companies should focus on the development of pioneering marketing ideas and develop innovative improvements in product design, pricing, and market placement. As a result, innovation has become a strategic driver for the improvement of competitive advantage by creating the ability to develop and launch new and successful hospitality services (Ros and Sintes, 2012). These findings have formulated the following hypothesis:
Hypothesis 4: There is a direct relationship between innovation and competitive advantage.
THE PROPOSED MODEL
Since the tourism and hospitality industry is usually a prominent victim of crises (Faulkner, 2001) and is characterised by high susceptibility and vulnerability to such events (Vassilikopoulou et al., 2009), a company’s crisis management capabilities should be of such quality that it can quickly resolve an evolving crisis and prevent it from spreading as best it can (Racherla and Hu, 2009). The competitiveness of companies and organisations is dependent on factors such as political instability, government policy, and economic conditions (Das and Dirienzo, 2012). As Wilson and Anderson (2006) suggest, the enterprising ability to successfully manage a crisis can mean the difference between survival and disaster, and even life and death. An increase in risk decreases the company’s foreseeable performance because the company is in poor financial condition having limited ability to make good investments (Lee, 2008). Especially during crises, a company’s competitiveness is dependent on its ability to change and adapt to the new reality (Papanond, 2007), whilst hospitality organisations are facing increasing competitive pressures due to environmental changes in sales, R&D and distribution, information technology, and human resources (Gomes et al., 2007). As Anderson et al. (2007) indicate, during crises the necessity of urgent management decisions that companies take are not part of the organisation’s normal operating procedures. The hotel executives utilise crisis management tactics involving aspects such as marketing campaigns, innovative techniques, and human resources in order to deal with the declining number of guests and control the damages by cutting costs and attempting to attract alternative segments (Israeli and Reichel, 2006). Moreover, the operational management of crises usually varies since the stakeholders and managers may have different priorities, and may not perceive a crisis in the same way (Campiranon and Scott, 2007).
This study tests a model (see Figure 1) which is built on previous research. It suggests that the extent of the implemented crisis management practices, marketing strategies, human resource policies, and innovation influence the formulation of the competitive advantage during crises (with special reference to the current economic recession). It also examines the influence of a hotel’s accommodation category and geographical type on the dependent variables. The empirical validation of interactions between constructs was important for the support of the specified theoretical relationships. This support had to be under an a priori perspective. The fundamental construct of the model is the competitive advantage, and is related with the other constructs forming the conceptual framework of the model. As shown in Figure 1, all of the constructs are measured by at least three items.
Please input Figure 1
METHODOLOGY
Research Characteristics

The author conducted the study between November 2011 and January 2012 via e-mail questionnaires to Greek accommodation firms. There were three reasons for the selection of this particular time period: (a) it was just after the end of the Greek tourist season when hotels evaluate their operational and financial results, and plan their strategy for the forthcoming tourist period; (b) it was immediately after the 27th  October EU agreement to the Greek bailout, where the national government had collapsed, and a new national unity government had emerged just for a short period; and (c) the possibility of Greece exiting the European Monetary Union (EMU) was considerably strengthened and was officially discussed for the first time by European Union (EU) leaders. All the above create an unstable and uncertain business, political and financial environment, where the implementation of crisis management is vital.

To select a sample frame, the following process was adopted. Due to the expected low rate of potential responses, more than 7,500 e-mails were sent with research questionnaires to hospitality firms all over Greece. The respondents were owners / managers of hospitality firms operating in Greece. The firms were grouped by star category and geographical type (city / resort). The e-mail addresses were sourced from the Greek Travel Pages (www.gtp.gr).

Sample Size Determination

The representativeness of the sample was a fundamental criterion in determining the number of people approached and the research time period. Since the aspects of the current financial and political instability and their reflection in Greek accommodation establishments are very recent, there is no actual research that focuses on the evaluation of the perceptions of managers and owners. According to Sevgin et al. (1996), when the proportions of a population are unknown, the researcher must select a conservative response format of 50 / 50 (assuming that 50 per cent of the respondents have negative perceptions, and 50 per cent do not) to determine the sample size. A confidence level of at least 95 per cent and 5 per cent sampling error were selected. The sample size was:
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The calculation of the sampling size is independent of the total population size, hence the sampling size determines the error (Aaker and Day, 1990). The total number of usable responses was 914. All of these responses were actually used in the analysis. The statistical error for the sample population was 3.1 per cent.

Selection of Variables

The variables which examined the practices adopted to ward off crises (evaluation of company’s credits and costs, cost reduction, increased marketing efforts, postponement of new investments and preparation of crisis plans) were adapted from Okumus and Karamustafa’s study (2005). The variables which focused on human resources (laying-off employees and unpaid vacation in order to reduce labour costs, reduction of workdays, freezing pay rates, replacement of highly paid employees with new low paid employees and increased outsourcing reliance) were taken from Israeli et al.’s research (2011). The marketing strategies (maintenance of advertising, introduction of new products, alternatives to price cuts and attraction of new customers) were taken from Pearce II and Michael’s research (2006). Finally, Naidoo’s article (2010) was used for the competitive advantage (cost reduction, production process, investments in large projects in a distribution system, cost control and competitors, specialisation on a limited number of products and limited target market orientation) and innovation variables (actively seeking innovative marketing ideas on management, readily accepted improvements in product design, placement, promotional activities and pricing).
The grouping variables were also selected due to their importance in previous studies. Fernandez and Bedia (2004), and Tso and Law (2005), suggest that the accommodation category (star rating) is important when studying enterprising activities. In addition, Karagiorgas et al. (2007) state that the hotel’s geographical type (city / resort) is significant for its operational aspects. This paper considers both grouping variables. 
Data Collection and Analysis

The questionnaire consisted of 27 Likert Scale (1 strongly agree / 5 strongly disagree) statements. These statements were designed to assess hospitality owners’ / managers’ views toward actions against crisis (six statements); human resources (six statements), marketing strategies (four statements), competitive advantage (seven statements) and innovation (five statements). There were also two grouping questions (accommodation category and geographical type). The levels of the two grouping variables were for accommodation category from 1 till 5 star hotels, and for geographical type city or resort hotels. All hotels were divided according these two grouping variables and the results were estimated through descriptive statistics, T-test, ANOVA, and probability regression. For the analysis, the author used the Statistical Program for Social Sciences (SPSS, 18). Data elaboration was made through descriptive statistics, T-test, ANOVA, correlation, factor analysis, and linear (factors) and probability (grouping variables) regression. The descriptive statistics, T-test and ANOVA were used in order to examine the importance per statement, the production of statistical significances towards grouping (accommodation category / geographical type) variables, and the kurtosis (extent of probability distribution) for further elaboration of findings. Correlation (through Pearson’s ‘ρ’) was used for the examination of the statistical relationships towards variables. Factor analysis was implemented for structuring the research components, whilst regression (linear and probability) was used for the estimation of relationships among variables. Research and component validities were examined through KMO-Bartlett, varimax rotation loadings and Cronbach A. KMO-Bartlett was used to evaluate the extent of variance’s homogeneity, varimax rotation was implemented in order to maximise the sum of variances of the squared loadings, and Crombach A was applied for the examination of the internal consistency. For the Structural Equation Modelling (SEM), the analysis was conducted using Mplus. According Wang and Wang (2012) when using MPlus the grouping variables is better to be measured as continuous ones, whilst the variables measured that use a five-point Likert Scale (or more) is best to also be treated as continuous although they are in fact ordered categorical measures. Thus, the study has measured the variables as continuous. The findings were significant at the 0.05 level of confidence.

Limitations of Research Approach

Several limitations of the selected approach must be acknowledged. First, the approach does not examine the perspectives of hotel owners/managers throughout time, thus it can’t evaluate the readiness and use of alternatives from the hotel industry in terms of the special circumstances the companies may face. Second, the quantitative character of the research cannot provide an in-depth analysis on the ways the expressed perspectives are formulated, nor to evaluate the formulation of these perceptions throughout time. Third, the research has tested a model based on relevant theories and how they may operate. According to Joreskog and Sorbom (2001) the problem with the confirmation of these models is based on their post-hoc character, which is likely not to be stable since their basis is dependent on the uniqueness of the dataset. Finally, even if the use of parametric statistics can produce more accurate and precise estimates, they can be misleading if the assumptions are incorrect. Thus, the robust perspective of parametric statistics is limited.
FINDINGS
According to AGTE (2011), the majority of the Greek hospitality firms (64.7 per cent) operate as resorts on a seasonal basis. Most of the examined establishments were operating as resorts (60.1 per cent / 549 firms) rather than city hotels (39.9 per cent / 365 firms). At the same time, the distribution of establishments was 3.5 per cent for five stars, 12.8 per cent for four stars, 28.7 per cent for three stars, 39.3 per cent for two stars and 15.7 per cent for one star (AGTE, 2011). In terms of star ratings, most of the companies were two stars (40 per cent / 366 firms) followed by three stars (33.3 per cent / 304 firms), four stars (15.3 per cent / 140 firms), one star (8.4 per cent / 77 firms) and five stars (3 per cent / 27 firms). 

Concerning the descriptive statistics (Table 1), the examination of statistical significances was made through the implementation of T-test for geographical type (consists from two groups: resort / city) and ANOVA for accommodation category (consists from five groups: 1 – 5 star hotels). These ordinal variables were used because they affect the hotels’ decision making, even if the difference between values is not important. The ordinal scales of the grouping variables were both, dichotomous (geographical type) and non-dichotomous (accommodation category), whilst in the latter star classification was situated in rank order for validity purposes. One major aspect is that, excluding statement HR4 (freezing pay rates), all the others examined under the characteristic of accommodation category produced statistically significant results. In terms of geographical type, 11 out of 28 statements did not produce statistically significant results. 
Two-way ANOVA, revealed that there were statistically significant differences among accommodation category and practices against crisis, innovation, marketing strategies, and human resources. Implementing Tukey post-hoc analysis, in terms of practices against crisis, marketing strategies and innovation the results indicated that mean differences between all accommodation categories were statistically significant (p<.5). Towards human resources, only 1 and 2 star hotels didn’t produce statistical significances (p>.5). In addition, the analysis of interaction effects has shown that the lines describing the simple main effects are parallel. Thus, the possibility of interaction is eliminated.
Please input Table 1

Correlation analysis (Table 2) of the examined variables and competitiveness cluster revealed that the highest one was in cost reduction (P3: .960), followed by the cost of a distribution system choice as the most important consideration (CA4: .919) and investments mainly in large projects to realise economies of scale (CA3: .899). On the other hand, the lowest correlation was for five (HR4: .016; HR3: .017; HR1: .074; HR6: .098; HR5: .128) out of six statements focusing on human resources, whilst in the two lowest ones (HR4 and HR3), the correlation was not significant (p>.05).

Please input Table 2

For model fit, the research has followed the studies of Tabahnick and Fidell (2001), and Gross and Brown (2008). First it examined the relationships between the variables and then it evaluated the standardised coefficients for the regression paths. The critical ratio (cr) was used for the examination between path and constructs, falling outside ± 1.96, but the examination of standardised residuals did not identify any possible item for respecification or deletion. The hypothesised model was tested and reasonable support was found, χ2= 2810 (Ν=914, df = 852, p<.01, Comparative Fit Index [CFI]=.932).

As Gross and Brown (2008) suggest, the multivariate statistical analysis of SEM is capable of measuring the concepts generated by Exploratory Factor Analysis (EFA) and the paths of hypothesised relationships between concepts. The study initially used EFA in an effort to be able to (a) decide the number of factors, and (b) select a rotation method. The author wanted to examine the maximum possible variance, with successive factoring continuing until no further meaningful variance will remain. Thus, Principal Component Analysis (PCA) was selected since it is considered as the most widely used method, is the primary phase of EFA, and leads to model rotation for further analysis (Polit and Beck, 2012). Varimax rotation was selected in order to maximise the variances’ squared loadings of factors on all the examined variables in the factor matrix. Following EFA, Confirmatory Factor Analysis (CFA) was implemented for the examination of the constructs’ validity and reliability. 

With regard to factor analysis, there was an effort to focus on the important components of the research. Thus, for higher coefficients, absolute values of less than .4 were suppressed. The correlation matrix revealed numbers larger than .4 over numerous factor loadings in the examined statements. The KMO – Bartlett’s test was 0.870 (higher than the minimum requested 0.6 for further analysis), whilst statistical significance also existed (p<.01). 

To test the variables’ validity, the research also made an analysis using Cronbach’s Alpha (Table 3), whilst the overall reliability was .798 and all variables were over 7 (minimum value 7; Nunnally, 1978). The author also performed EFA with varimax rotation to establish validity in the examined variables. The loadings were reasonably high with the exception of MS4=.306. As a result, the author dropped this item from subsequent analysis.
Please input Table 3

As illustrated in Figure 2, the examination of the above components revealed that the overall R2=.596, whilst p<.01. This relatively high degree indicates the importance of the research. All components produced statistical significance: innovation (p<.01), practices against crisis (p<.01), human resources (p<.05), and marketing strategies (p<.05). The standardised coefficients confirmed that the primary factors affecting hospitality competitive advantage during recession periods were the practices against crisis (β=.572), followed by innovation (β=.303), human resources (β=.205) and marketing strategies (β=.103).

Please input Figure 2
The independent variables, of accommodation category (star rating) and geographical hotel type, also influence the factors of analysis. More specifically accommodation category mainly influences innovation (β=.412; p<.01), followed by marketing strategies (β=.392; p<.01), practices against crises (β=.374; p<.05), and human resource management (β=.154; p<.05). On the other hand, the geographical type of hotels influences practices against crises (β=.317; p<.05), human resource management (β=.097; p<.05), and innovation (β=.085; p<.01), whilst marketing strategies (β=.145; p>.05) did not produce statistically significant results.

The research model (Figure 2) partially explains the endogenous variables of the study: practices against crisis (R2=.585), innovation (R2=.412), human resources (R2=.275) and marketing strategies (R2=.210). The results suggest that is model is actually a sufficient method to evaluate the importance of the examined factors affecting hospitality competitive advantage during periods of crisis. In addition, the examined components become sufficient predictors dealing with enterprising competitiveness in the hotel industry.

DISCUSSION
Today’s economic recession has forced hospitality firms to re-evaluate and adjust their strategies and policies. However, this can neither be quick nor easy, since some companies collapse due to difficult and volatile conditions; whereas, others prosper due to their understanding of how to exploit new patterns (Rumelt, 2009). As a result of the difficult economic times, companies face the challenge of selecting the optimal turnaround strategies to recover from the crisis (Kazozcu, 2011). The Greek hospitality firms do not seem willing to implement innovative pricing strategies and to establish competition with regard to the quality of their products, but focus on cost minimisation for distribution systems, postponement of new investments, freezing pay rates, reducing the weekly number of work days and replacing highly paid employees with low paid ones. This enterprising rationale was also indentified in the studies of Okumus and Karamustafa (2005) and Alonso-Almeida. and Bremser (2013) when they examined the recession’s hospitality impacts in Turkey and Spain respectively. As the results indicate, it is all about credit, debit and cost reduction, thus jeopardising their long term potential for receiving substantial beneficial impacts. 

The descriptive analysis of accommodation categories revealed that in terms of the implemented strategies for competitive advantage, the higher the category, the more the hotels were focused on innovative pricing strategies, advancement of quality of the firm’s products, investments in large projects and minimisation of distribution costs. Lower category hotels gave greater emphasis to extended cost control, production of a limited number of products, higher specification in market segmentation and to all innovation aspects. On the other hand, higher category hotels seemed to place emphasis on emphasise more marketing strategies, since they are usually larger enterprises, and consequently invest more money to promote and advertise. In agreement with the previous studies of Fernandez and Bedia (2004), and Tso and Law (2005), the findings indicate that the accommodation category (star rating) is important when examining enterprising activities.
Regarding geographical type, the survey results showed that city establishments pay more attention to competitive advantage strategies than resort hotels, since the latter mainly operate through packaged holidays, controlled by tour operators. Surprisingly, equilibrium exists in marketing strategies, whilst the only significant differentiation is towards the much higher effort of city hotels to attract new customers. In addition city establishments focus more on all innovation aspects, since they focus considerably more on individual clients and aim to better serve their needs by personalising their offers. The findings confirm the study of Karagiorgas et al. (2007), suggesting that the hotel’s geographical type (city / resort) is significant for its operational aspects.
Concerning the independent categorical variables, the accommodation category appears to be more important than the geographical types (resort / city) of hotel, since it also influences the implemented marketing strategies. Moreover, the influential impact of accommodation category is considerably higher than that of geographical type. Usually, the higher a hotel’s category the larger its investment, which means that it has the necessary financial means and is more likely to hire more and better trained employees and more easily implement marketing campaigns. However, even if large companies have sufficient resources for investing in innovation, they suffer from a variety of issues that may make them less innovative, such as bureaucracy which stifles creativity, and a lower degree of flexibility than smaller firms (Laforet, 2008). Thus, smaller companies can become more innovative and more easily adaptable to the new environment.  

The research has also examined the impact of actions related to crisis, human resources, marketing strategies and innovation, on the promotion of competitive advantage, during a period of high economic and political liquidity. The combination of these components successfully predicts their influence given the competitiveness that hospitality enterprises try to achieve (R2=.596). As expected, the practices against crisis are crucial for the formulation of competitive advantage, undoubtedly, gaining the most important role in that process. This is in agreement with the study of Okumus and Kramustafa (2005) especially with the aspects dealing with cost cutting, postponement of new investments, and adequate preparation of crisis plans. Innovation seems to be the second most important factor affecting enterprising competitiveness. This finding confirms the results of previous studies such as Cefis and Marsili (2006) Naidoo (2010), Ros and Sintes (2012) and Schmallegger et al. (2011) emphasising on the importance of innovation especially during periods of crisis. Human resources and marketing strategies also seem to play a considerable role in the formulation of competitive advantage, but their importance is not that high. Concerning human resources, this finding may reflect the suspicion that Greek hospitality firms underestimate the importance of sufficiently trained (and accordingly well paid) employees, something that is also in agreement with the results of statements HR4 and HR5. In terms of marketing, the industry mainly uses marketing strategies to maintain enterprising positioning in the market. The companies’ tendency to underestimate the power of marketing during crises and avoid investing in advertising and promotional activities is something that has been pointed out throughout time from several studies such as Ostheimer (1980), Picard (2001), and Alonso-Almeida and Bremser (2013). It is evidence that in several countries as in France, Italy (Picard, 2001) Turkey (Okumus and Karamustafa, 2005) and Spain (Alonso-Almeida and Bremser, 2013; Picard, 2001) the marketing expenditures are typically reduced during periods of economic crisis. In addition, Greek tourism is mainly packaged and especially seasonal, where tour operators dominate the market. 
Finally, the research indicates that because of the pervading economic, social and financial uncertainty, in general terms, the hospitality companies in Greece do not seem to focus on their differentiation and excellence promotion for products and services, despite the fact that these are the necessary features in this new competitive environment (Canongia, 2007). They monolithically orientate their strategies towards cost reduction, following a business philosophy which has postponement as its basis. They perceive that if they wait a bit more, everything will come back to normal. Maybe, this is the main competitive disadvantage that the Greek hotel industry faces during this transitional period. 

Managerial Implications

There is a strong relationship of competitiveness between hospitality firms and the destination in which they are situated since the hospitality sector is a related and supporting industry within tourism (Porter, 1998). In that respect, the overall competitiveness of Greece as a mass tourism destination directly influences the competitive advantage of hospitality companies operating in the country. As Clavier et al. (2007) suggest, the hospitality companies in mass tourism destinations should follow the behaviour pattern of proactive hotels since they are the most strategically advanced and competitive establishments, and can also increase competitiveness for the destination itself.

In an effort to recover, crises and recessions force the hospitality industry to critically examine operations and performance and to reassess strategies for gaining competitive advantage. During recession, hotel companies need more than ever to, position themselves appropriately in attracting and retaining valued managers and employees, improve managerial performance, maintain marketing initiatives in the face of sales declines, sustain and expand market positioning through innovation, and gain higher customer satisfaction.

According to the research findings, the recommendations for hospitality firms to strengthen their competitive advantage include the following:

· Investing in appropriate human resources could give the necessary competitive advantage to the establishment in order to increase productivity and efficiency. However, because of recession, many hospitality firms have preferred cutting costs through manpower adjustments, and freezing pay rates, increasing job insecurity and consequently decreasing productivity. The accommodation establishments need to create a safe work environment through the creation of permanent, full time jobs, employee reassurance for their job safety regardless of specific socio-demographics such as age and gender, and continuous training and education of the existing personnel in order to increase quality output to provide products and services.

· In periods of crisis all companies consider cost and debt reduction to be very important factors. Nevertheless, if organisations only focus on such policies, they minimise their potential for further development and economic enlargement. New investments in innovative products and services can create the necessary competitive advantage for accommodation establishments and give them the proactive nature that they desire. In addition, since tourism is a vulnerable sector in recessions and crises, hotels need to prepare risk and crisis plans through the strengthening of their enterprising power and expansion of cooperative practices with other enterprises. Moreover, innovation can also come through the more extensive use of information technology (IT) and information communication technology (ICT), the creation of sufficient product and services distribution channels and the considerable increase of marketing efforts.
· In times of recession, establishments cannot view marketing as an additional and relatively unnecessary expense. It is actually the means for positioning the firm in multiple markets and geographies, formulating the appropriate competitive advantage and enterprising expansion in the national and international market. Greek hotels have to maintain their advertising and, if possible, increase it, especially when introducing new products and services.  Strengthening customer loyalty through innovative promotional campaigns and seeking out new market segments that can give a higher financial boost though the financial crisis period are crucial for success. That is why marketing needs to be aggressive, whilst the hotels must view the crisis as an opportunity, not as a condition that jeopardises the whole organisation’s survival.

· Innovation in marketing and promotional campaigns can help hospitality companies to sustain and expand their market share. Since crises force the consumers to change their buying patterns, a series of carefully planned and implemented innovations can increase the potential for redirecting the market share for the company’s benefit. Moreover, they can strengthen their positioning in the market and increase their competitiveness by launching new and more successful hospitality services. This is also connected with the necessary prerequisite for keeping the competitive advantage in hospitality firms by achieving higher customer satisfaction. The Greek enterprises need to maintain the provided hotel services, increase their quality output and implement innovative pricing strategies to attract more market segments. In addition, they can reorient their pricing policy to serve individual consumer wants and needs, and increase the added value of the provided products. 

These recommendations could help the Greek hotel industry to strengthen its position during crisis and increase its competitiveness. Then, through innovative procedures, it could readjust its strategies and adapt effectively to the new transitional business environment, creating strong potential for further development. 

Limitations and Further Research

Despite the contribution to research, a series of limitations must be acknowledged. First, the generalisability of research must be considered very carefully, since some issues such as destination brand name, national economic and business environment, and operational aspects of the hospitality sector can produce different outcomes. Second, the research did not examine the speed with which they Greek hospitality firms were able to adapt to the new environment. Thus, it is recommended that the reader interpret the research findings with caution. 

The effects of the global economic recession will be significant, at least, in the near future. From this perspective, it would be useful to repeat this research periodically in order to examine the hotel industry’s capability to adapt to new conditions. Evaluating implemented strategies for strengthening the competitive advantage with respect to consumers and cooperative enterprises would also be important. This could give hospitality firms an opportunity to examine the success of the implemented strategies and optimise their policies and tactics. Finally, it would be interesting to evaluate the differentiation which could be used to influence the creation of competitive advantage in various destinations. Such analysis could provide a more complete understanding as a basis for formulating and promoting competitiveness in hotel industry. 

REFERENCES
Aaker D, Day, G. 1990. Marketing research. 4th eds, Wiley: NY.

AGTE 2010. Tourism development in Greece: background facts and current policy issues. Association of Greek Tourist Enterprises: Athens.

AGTE 2011. The importance of tourism in 2010. Association of Greek Tourism Enterprises. Available at http://www.sete.gr/default.php?pname=GreekTourismMeaning2010&la=1 (accessed 2 October 2012).

Alonso-Almeida M, Bremser K. 2013. Strategic responses of the Spanish hospitality sector to the financial crisis. International Journal of Hospitality Management, 32: 141–148.

Anderson BA. 2006. Crisis management in the Australian tourism industry: Preparedness, personnel and postscript. Tourism Management, 27(6): 1290–1297.

Anderson B, Prideaux B, Brown G. 2007. Responding to the crises of 2001: The Australian experience. In Crisis management in tourism, Laws E, Prideaux B, Chon K. (eds), CABI: Wallingford, pp. 267–285.

Ang SH. 2001. Crisis marketing: a comparison across economic scenarios. International Business Review, 10(3): 263–284.

Ang SH, Leong SM, Kotler P. 2000. The Asian apocalypse: crisis marketing for consumers and businesses. Long Range Planning, 33: 97–119.

Archibugi D, Filippetti A, Frenz M. 2013. The impact of economic crisis on innovation: Evidence from Europe. Technological Forecasting and Social Change, article in press.

Barney J. 2000. Firm resources and sustained competitive advantage. Advances in Strategic Management, 17: 203−227.

Barros CP, Peypoh N, Solonandrasana B. 2009. Efficiency and productivity growth in hotel industry. International Journal of Tourism Research, 11(4): 389–402.

BCL 2012. The most common mistakes in small and medium hospitality enterprises management. Business Coaching Lab. Available at http://www.businesscoachinglab.gr/page.aspx?itemID=SPG68 (accessed 30 September 2012).

Buhalis D. 1999. Tourism on the Greek islands: issues of peripherality, competitiveness and development. International Journal of Tourism Research, 1: 341–358.

Campiranon K, Scott N. 2007. Factors influencing crisis management in tourism destinations. In Crisis management in tourism, Laws E, Prideaux B, Chon K. (eds), CABI: Wallingford, pp: 142–156.
Canongia C. 2007. Synergy between competitive intelligence (CI) knowledge management (KM), and technological foresight (TF) as a strategic model of prospecting: the use of biotechnology in the development of drugs against breast cancer. Biotechnology Advantages, 25(1): 57–74.

Carlisle S, Kunc M, Jones E, Tiffin S. 2013. Supporting innovation for tourism development through multi-stakeholder approaches. Tourism Management, 35: 59–69.

Cefis E, Marsili O. 2006. Survivor: The role of innovation in firms’ survival. Research Policy, 35: 626–641.

Chakravarthy B. 1997. A new strategy framework for coping with turbulence. Sloan Management Review, Winter: 69–82.

Chalkiti K, Sigala M. 2010. Staff turnover in the Greek tourism industry: a comparison between insular and peninsular regions. International Journal of Contemporary Hospitality Management, 22(3): 335–359.

Champion D. 1999. The Asian crisis: the price of under-management. Harvard Business Review, 77: 14−15.

Clavier CE, Molina AJF, Pereira MJ. 2006. Strategic groups in the hospitality industry: intergroup and intragroup performance differences in Alicante, Spain. Tourism Management, 27(6): 1101–1116.

Das J, Dirienzo CE. 2012. Tourism competitiveness and the role of fractionalisation. International Journal of Tourism Research, 14(3): 285–297.
Davidson MCG, Timo N, Ying W. 2010. How much does labour turnover cost? International Journal of Contemporary Hospitality Management, 22(4): 451–466.

Dierickx I, Cool K. 1989. Asset stock accumulation and sustainability of competitive advantage. Management Science, 35: 1504−1513.

EIU 1994. Greece – Country Profile 1994–1995: annual survey of political and economic background. Economist Intelligence Unit: London.
Falk M. 2013. A survival analysis of ski lift companies. Tourism Management, 36: 377–390.

Faulkner B. 2001. Towards a framework for tourism disaster management. Tourism Management, 22(2): 135–147.

Fernandez M, Bedia A. 2004. Is the hotel classification system a good indicator of hotel quality? An application in Spain. Tourism Management, 25(6): 771–775.

FOREN 2001. A practical guide to regional foresight [Report EUR 20128 EN]. Foresight for Regional Development Network: European Commission: Institute for Prospective Technological Studies (ITPS), Policy Research in Engineering, Science and Technology (PREST), CM International e Sviluppo: Italy.
Gomes CF, Yasin MM, Lisboa JV. 2007. The effectiveness of hospitality service operations: measurement and implementation concerns. International Journal of Contemporary Hospitality Management, 19(7): 560–573.

Gross MJ, Brown G. 2008. An empirical structural model of tourists and places: progressing involvement and place attachment into tourism. Tourism Management, 29(6): 1141–1151.

Heath R. 1998. Crisis management for managers and executives. Financial Times Management: London.
Hickman JR, Crandall W. 1997. Before disaster hits: a multifaceted approach to crisis management. Business Horizons, March–April: 75–79.
Israeli AA, Mohsin A, Kumar, B. 2011. Hospitality crisis management practices: the case of Indian luxury hotels. International Journal of Hospitality Management, 30(2): 367–374.
Israeli, AA, Reichel, A. 2003. Hospitality crisis management practices: the Israeli case. International Journal of Hospitality Management, 22(4): 353–372.
Israeli A, Reichel A. 2006. Hospitality crisis management practices: the Israeli case. In Tourism security and safety: from theory to practice Mansfield Y, Pizam A. (eds), Butterworth-Heinemann: London, pp: 313–334. 

Johannessen JA., Olsen B, Lumpkin GT. 2001. Innovation as newness: What is new, how new and new to whom? European Journal of Innovation Management, 4(1): 20−31.

Joreskog KG, Sorbom D. 2001. LISREL 8: New statistical features. Lincolnwood Scientific Software International: IL.
Kapiki S. 2012. The impact of economic crisis on tourism and hospitality: Results from a study in Greece. Central European Review of Economics and Finance, 2(1): 19–30.
Karagiorgas M, Tsoutsos T, Moia-Pol, A. 2007. A stimulation of the energy consumption monitoring in Mediterranean hotels: application in Greece. Energy and Buildings, 39(4), 416–426.

Kash T, Darling J. 1998. Crises management: prevention, diagnosis and intervention. Leadership and Organization Development Journal, 19(4): 179–186.

Kazozcu SB. 2011. Role of strategic flexibility in the choice of turnaround strategies: a resource based approach. Procedia Social and Behavioral Sciences, 24: 444–459.

Kilic S, Caglar E, Gungor E, Caglar I. 2011. A new strategic tool for managing the economic recession: Creating shareholder value with lateral marketing. Procedia Social and Behavioral Sciences, 24: 237–246.

Kirtis K, Karahan F. 2011. To be or not to be in social media arena as the most cost-efficient marketing strategy after the global recession. Procedia Social and Behavioral Sciences, 24: 260–268.
Kouretas GP, Vlamis P. 2010. The Greek crisis: causes and implications. Panoeconomicus, 4: 391–404.

Kovoor-Misra S, Clair J, Bettenhausen K. 2001. Clarifying the attributes of organizational crises. Technological Forecasting and Social Change, 67: 77–91.

Laforet S. 2008. Size, strategic, and market orientation affects on innovation, Journal of Business Research, 61: 753–764.

Lee T. 2008. Examination of various financial risk measures for lodging firms. Journal of Hospitality and Tourism Research, 32(2): 255–271.
Lilien, G, Srinivasan R. 2010.Marketing spending strategy in recessions. Australasian Marketing Journal, 18(3): 181–182.
Lin L, Horng JS, Chen YC, Tsai CY. 2011. Factors affecting resource demand in Taiwan. International Journal of Hospitality Management, 30(2): 312–318.

Lu Z, Chiang D. 2003. Strategic issues faced by Ontario hotels. International Journal of Contemporary Hospitality Management, 15(6): 343–345.
Malliaropoulos D. 2010. How much did Competitiveness of the Greek Economy Decline since EMU Entry? Eurobank Research, Economy and Markets, 5(4): 1–16.

Naidoo V. 2010. Firm survival through a crisis: the influence of market orientation, marketing innovation and business strategy. Industrial Marketing Management, 39(8): 1311–1320.

Nunnally JC. 1978. Psychometric theory. 2nd eds, McGraw-Hill: NY.
Okumus F, Karamustafa K. 2005. Impact of an economic crisis: evidence from Turkey. Annals of Tourism Research, 32(4): 942–961.

Ostheimer RH. 1980. Magazine advertising during recessions. Journal of Advertising Research, 20(6): 11–16.

Ottenbacher MC. 2007. Innovation management in the hospitality industry: Different strategies for achieving success. Journal of Hospitality and Tourism Research, 31(4): 431–454.

Papadimitriou P, Trakas T. 2008. The changing face of the Greek hospitality market. HVS: Athens.
Papanond P. 2007. The changing dynamics of Thai multinationals after the Asian economic crisis. Journal of International Management, 13(3): 356–375.

Pearce II JA, Michael SC. 2006. Strategies to prevent economic recessions from causing business failure. Business Horizons, 49(3): 201–209.

Picard RG. 2001. Effects of recessions on advertising expenditures: an exploratory study of economic downturns in nine developed nations. The Journal of Media Economics, 14(1): 1–14.

Polit DF, Beck CT. 2012. Nursing Research: Generating and Assessing Evidence for Nursing Practice. 9th eds, Wolters Klower Health:  Philadelphia
Polito V, Wickens M, 2012. A model-based indicator of the fiscal stance. European Economic Review, 56(3): 526–551.

Porter M. 1998. Clusters and the new economics of competition. Harvard Business Review, 76(6): 77–90.

Racherla P, Hu C. 2009. A framework for knowledge-based crisis management in the hospitality and tourism industry. Cornell Hospitality Quarterly, 50(4): 561–577.

Rechenthin D. 2004. Project safety as a sustainable competitive advantage. Journal of Safety Research, 35(3): 297–308.

Ritchie BW. 2009. Crisis and disaster management for tourism. Channel View Publications: Bristol.
Ros EM, Sintes FO. 2012. Training plans, manager’s characteristics and innovation in the accommodation industry. International Journal of Hospitality Management, 31(3): 686–694.

Rumelt RP. 2009. Strategy in a structural break. McKinsey Quarterly, 1: 35–42.

Sariisik M, Sari D, Sari S, Halis M. 2011. Tourism sector in order to recovering from the recession: comparison analyses from Turkey. Procedia Social and Behavioral Sciences, 24: 181–187.

Schmallegger D, Taylor A, Carson D. 2011. Rejuvenating outback tourism through market diversification: The case of the Flinders Ranges in South Australia. International Journal of Tourism Research. 13(4): 384–399. 

Sevgin A, Peristianis N, Warner J. 1996. Residents’ attitudes to tourism development: the case of Cyprus, Tourism Management, 17(7): 481–494.

Sin L, Tse A, Chan H, Heung V, Yim, F. 2006. The effects of relationship marketing orientation on business performance in the hotel industry. Journal of Hospitality and Tourism Research, 30(4): 407–426.
Smith E. 2011. Greek tourism hit by recession but still seen as recovery hope. The Guardian, 4th August, Available at http://www.theguardian.com/world/2011/aug/04/greek-tourism-recession-recovery-hope (accessed 20 November 2013).
Song KB. 1998. Singapore dream now limited to cash. The Straits Times, 7 April: 30.

Tabachnick BG, Fidell LS. 2001. Using multivariate statistics. 4th eds, Allyn & Bacon: Boston.

Tajeddini T. 2011. Customer orientation, learning orientation, and new service development: An empirical investigation of the Swiss hotel industry. Journal of Hospitality and Tourism Research, 35(4): 437–468. 

Tavitiyaman P, Qu H, Zhang HQ. 2011. The impact of industry force factors on resource competitive strategies and hotel performance. International Journal of Hospitality Management, 30(3): 648–657.

Tso A, Law R. 2005. Analysing the online pricing practices of hotels in Hong Kong. International Journal of Hospitality Management, 24(2): 301–307.

Vassilikopoulou A, Siomkos G, Chatzipanagiotou K, Triantafillidou A. 2009. Hotels on fire: investigating consumers’ responses and perceptions. International Journal of Contemporary Hospitality Management, 21(7): 791–815.

Wang DS, Shyu CL. 2008. Will the strategic fit between business and HRM strategy influence HRM effectiveness and organizational performance? International Journal of Manpower, 29(2): 92–110.

Wang J, Wang R. 2012. Structural Equation Modelling: Applications using MPlus. John Wiley & Sons: Chichester.

Wang J, Ritchie BW. 2012. Understanding accommodation managers’ crisis planning intention: an application of the theory of planned behaviour. Tourism Management, 33(5): 1057–1067.
Welch J, Welch, S. 2009. The recession’s painful reality. Business Week, February 9: 72
Wilson I, Anderson AR. 2004. Small tourist firms in rural areas: agility, vulnerability and survival in the face of crisis. International Journal of Entrepreneurial Behaviour and Research, 10(4): 229–246.  

Wong KKF, Kwan C. 2001. An analysis of the competitive strategies of hotels and travel agents in Hong Kong and Singapore. International Journal of Contemporary Hospitality Management, 13(6): 293–303.
Yurtsever S. 2011. Investigating the recovery strategies of European Union from the global financial crisis. Procedia Social and Behavioral Studies, 24: 687–695.
_1434901427.unknown

