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[bookmark: _GoBack]This paper uses the concept ‘venturesomeness’ from Plog (2002) to incorporate ICTs in redirecting the travel patterns of tourists in the Netherlands to ease busy touristic hotspots. A questionnaire was conducted among international tourists in Utrecht to investigate how this can best be applied. Strategies to distribute tourism should both be aimed at the planning phase of the trip and during the stay at the destination. Personalized suggestion using ICTS should be offered. These include information provision in different languages and suggestions of destinations outside of busy hotspots. Moreover, ‘venturers’ will influence via social media other tourists to make the same trips as they have done. It is important to note that these conclusions are based on a small dataset. Therefore, further research has to be done using a larger dataset.
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[bookmark: _Toc516497572]1. Introduction 
[bookmark: _Toc516497573]1.1 Background
The expectation is that by 2020, the number of international tourists that visit the Netherlands will have grown to 16 billion (Rijksoverheid, 2018). Especially Amsterdam faces an increasingly growing number of tourists. This growth in tourism requires thorough management, because the increasing number of tourists causes frictions between residents and tourists (Pinkster and Boterman, 2017). Problems occur when the carrying capacity of a destination is exceeded. Carrying capacity can be defined as the maximum amount of tourists that can visit a destination simultaneously, without negatively impacting the socio-cultural, economic and physical environment of the destination. Moreover, the negative impact on the experiences of visitors should be limited (World Tourism Organization, 1981). Exceeding the carrying capacity will cause overtourism. Overtourism refers to destinations where locals or visitors believe that the experience of visitors or the quality of life of locals has been negatively impacted to an unacceptable extent (Goodwin, 2017). 
To solve and prevent overtourism, busy hotspots in the Netherlands need to be identified. CBS (2016) provides statistics on the average number of overnight stays in the Netherlands per km2 and per 100 inhabitants. Statistics on the average number of overnight stays in 5 large cities in the Netherlands are also provided.  In 2015, the average number of overnight stays in the Netherlands in all accommodation types was 8.4 per km2. The busiest provinces and cities in 2015 are displayed in tables 1 and 2 in appendix A. The ranking of provinces differs between the average number of overnight stays per km2 and per 100 inhabitants. Based on these statistics, Amsterdam, Noord Holland and Zeeland are classified as touristic hotspots in the Netherlands. Considering the big differences in tourism numbers of different areas in the Netherlands, distribution of tourism can prevent overtourism. 
Some initiatives have been undertaken to distribute tourism through the Netherlands. The organization ‘I Amsterdam’ supervises the tourism of Amsterdam. In 2015, they started promoting nearby regions as standalone destinations. For example, Zandvoort was renamed Amsterdam Beach for a year to remind tourists that it is nearby and easy to visit. Also, the reach of the transportation City Card was extended to stimulate tourists to visit other areas. In addition, ‘I Amsterdam’ started to use Information Communication Technologies (ICTs) to further manage the tourism in Amsterdam. The RFID chip inside the City Card holds specific information about the usage of the card, which was traced to determine tourist’s travel behaviour. Recently, ‘I Amsterdam’ began to offer different recommendations, other than the usual popular attractions. Visitors that buy a City Card can use public transport freely and get free entry to the main attractions of Amsterdam. There are many apps to explore the city. The ‘Discover City’ app was recently launched. The application warns users of attractions being busier than normal, and offers alternatives. It helps to distribute tourism through the city, easing busy hotspots. Furthermore, there is a service available for Facebook messenger, which will suggest unexpected activities to do in Amsterdam based on a personal profile. However, currently this service is only available in Dutch and only focused on cultural offers (Ellwood, 2018). These measures can also be implemented elsewhere or on a larger scale in the Netherlands to cope with the growing tourism numbers.
NBTC Holland marketing is a Dutch organization that works on controlling increasing tourism. NBTC marketing developed the HollandCity strategy, which aims at distributing tourism. They promote the Netherlands as a metropole to inform international tourists that the distances in the Netherlands are comparable to some world cities (NBTC Holland Marketing, 2018). One method the NBTC, working together with travel organization Expedia, came up with is the Holland TripBuilder. The marketing instrument is meant for orientation during the planning phase of the trip. Two options are given, either ‘discover’, or ‘I want to’, depending on whether they have some idea what they want to do in the Netherlands. Alongside several categories they will be informed on the range of things to do in the Netherlands (Brand, 2018). Other than this there is limited information available on the use of ICTs, except for social media and their website. However, as overtourism still occurs, additional measures should be implemented that fit with the HollandCity strategy.
In order to understand travel behaviour, it is important to distinguish between different types of tourists. Tourists have been categorized in numerous ways. Based upon the lifestyle segmentation model ‘Mentality International’, developed by Motivaction, the NBTC Holland Marketing focusses on several visitor target groups for tourist marketing. The visitor target groups of NBTC Holland Marketing are ‘Michael: Achiever’, ‘Mary: Traditional’, ‘Paul: Upper-class’,  ‘Nora: Postmodern’ and ‘Peter: Mainstream’ (NBTC Holland Marketing, 2018). Furthermore, according to Plog (2002), tourists have different levels of openness to new travel destinations. He uses venturesomeness to explain travel behaviour of different personality types. The distinction is made between venturers and dependables. Venturers are more adventurous and explorative. They seek out to destinations that have not yet been discovered by other tourists. Dependables are more likely to copy the travel behaviour of others. Understanding the behaviour of different travelers is imperative to manage the distribution of tourism. 
This study contributes to the field of spatial planning, as it becomes apparent that the growth of tourism markets, which is expected to further advance, will greatly affect the physical environment. If a destination’s environmental, economic and social development depends on tourism, spatial planning needs to incorporate sustainable tourism in their strategies. This will prevent excessive exploitation of tourism resources (Risteski et al., 2012). Distributing tourism in the Netherlands will avoid that tourism resources are exploited. Therefore, it will be beneficial to spatial planning. 
[bookmark: _Toc516497574]1.2 Research problem
To solve and prevent overtourism and to ease busy touristic hotspots in the Netherlands, it is important to redirect the travel patterns of tourists. This study aims to discover how ICTs can be used to distribute tourism through the Netherlands to enhance the HollandCity strategy developed by NBTC Holland Marketing. This will be done by using the tourist profiles from Plog (2002) and the visitor target groups from NBTC Holland Marketing. Furthermore, the focus is on moving tourism away from busy touristic hotspots, mainly Amsterdam, Zeeland and Noord-Holland. In doing so, it is important to prevent other areas from facing overtourism, and managing other touristic areas. 
[bookmark: _Toc516497575]1.3 Research questions
The main research question is: “How can Information Communication Technologies be used to distribute tourism in the Netherlands to ease busy touristic hotspots?” 
To answer this research questions, the following sub questions will be answered: 
1. “How can the integration of ICTs be used to further enhance the HollandCity strategy, developed by NBTC Holland Marketing?”
2. “What can be done to redirect the travel patterns of venturers?”
3. “What can be done to redirect the travel patterns of dependables?”

[bookmark: _Toc516497576]1.4 Research overview
First, the theoretical framework will be presented, which provides literature on how tourism can be distributed through the Netherlands, using ICTs. This is followed by the hypotheses and conceptual model. Then, the methodology will be explained. Thereafter, the results will be presented, followed by conclusions, the discussion and recommendations for further research.


























[bookmark: _Toc516497577]2. Theoretical Framework

The theoretical framework will cover relevant literature and their results. A critical discussion of literature is given to show how tourism can be distributed through the Netherlands, using ICTs.
[bookmark: _Toc516497578]2.1 Tourist decision-making
To distribute tourism through the Netherlands, it is important to understand tourist’s behaviour. The decision-making process is central to explaining tourist’s behaviour. Individual theories often explain only one specific part of an individual’s decision in a given context. There is not yet a merging theory that explains or predicts consumer decisions across disciplines. It is also unlikely that one single theory will explain all individual decision processes combined (Sirakaya and Woodside, 2005). Nonetheless, it is possible to break decision-making down into 7 stages. The first stage is when it is recognized that a decision has to be made, the second stage is formulating objections and goals. The next stage is setting alternative objects to choose from. The fourth stage is the search for information on these alternatives, followed by deciding upon the many alternatives. The sixth stage is acting upon the decision and the last stage is giving feedback for the following decision that has to be made (Huber, 1980; Einhorn & Hogarth, 1981; Engel, et al., 1986; Carroll & Johnson, 1990; Sirakaya & Woodside, 2005). Social media has tremendously affected the consumer decision-making process. Evaluation and advocating have become increasingly important (Hudson & Thal, 2013). However, marketers often focus on the early stages of the decision-making process. Primarily on advertising and encouragement of purchase. Marketing investments should focus more on helping consumers with the evaluation process and encourage them to spread positive word of mouth about the brands. This can be equally as important as raising awareness and encourage purchase (Edelman, 2001). Evaluation and word of mouth advertising of new destinations in the Netherlands can be beneficial to distributing tourism. 
[bookmark: _Toc516497579]2.2 Incorporating ICTs 
The aim of this study is to incorporate ICTs in distributing tourism through the Netherlands. The emergence of ICTs and social media is one of the most significant recent changes in the tourism system (Gössling, 2017). It is important to realize in what stage of the decision-making process the use of ICTs can best be applied. Xiang et al. (2015) conducted a study, based upon national surveys conducted between 2007 and 2012 to describe important changes in the usage of the internet among American travelers. They mentioned that previous studies have shown that the available information to individuals, mostly influences traveler’s decision making during the selection of the destination. According to their study, travelers search for information declines, once the destination has been decided. Furthermore, the study also establishes that social media and other forms of online communications tremendously influence travel planning, especially during the planning phase of the trip. This corresponds with various other researchers conducted in the past (Litvin, Goldsmith and Pan, 2008; Schmallegger and Carson, 2008; Xiang and Gretzel, 2010). According to this theory, the use of ICTs can best be applied, during the planning phase of the trip. However, Buhalis & Amaranggana (2015) argue that tourists expect numerous personalized services before, during and after their trip. They want real-time offers and direct personalized service to explore the destination when they visit a smart tourist destination. Smart tourism destinations are destinations where multiple stakeholders are interconnected through a platform, using ICTs for information provision regarding tourism activities (Buhalis & Amaranggana, 2014). Before the trip, they want to receive information based on their personal preferences to make an informed decision. During their trip, they want real-time offers and direct personalized service to explore the destination. Afterwards, they want memories of their experiences as well as the availability of a decent feedback system (Buhalis & Amaranggana, 2015). The paper focuses on specific time based needs of tourists. But is it also possible to use the same principle in a broader sense to propose alternative destinations that might fit more or equally with their interests?  
The concerns the respondents had with using ICTs and Big Data for personalized services were also emphasized. This primarily concerned data privacy (Buhalis & Amaranggana, 2015). Even though data privacy was a primary concern, it will not be considered in this research, because of the privacy paradox. Norberg et al. (2007) researched the privacy paradox, meaning that even though people voice their concerns with consumer privacy they seem to freely provide their personal details. They hypothesized that there is a significant difference between what someone intents to do and what they actually do. When someone is asked whether they are willing to provide personal information, it is expected that the factor risk will significantly influence the response. However, when that same individual is asked to provide personal information in a marketing exchange, they tend to rely on trust. The conducted research is similar to previous research done, which also investigated the risk and trust factors. However, previous research argued both trust and risk influenced behavioural intention, which would influence disclosure behaviour. Norberg et al. (2007) mentioned that they focused more on privacy concerns and intentions, instead of actual consumer behavior. Figure 2 visualizes their theory. Figure 1 shows a visualization of previous research done based on privacy concerns and intentions (Hoffman, Novak and Peralta, 1999; Barnett White, 2004; Bart et al., 2005).
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[bookmark: _Toc514675699]Figure 1 - “Conceptual Model of Disclosure Based on Previous Research”
Source: (Norberg, et al., 2007)
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[bookmark: _Toc514675700]Figure 2 - “Conceptual Model – Privacy Paradox”
Source: (Norberg, et al., 2007)
They observed that the respondents’ level of actual disclosure of personal information was higher than the individuals’ intentions to disclose. Further research has to be done to further prove this privacy paradox and to provide more consumer safety (Norberg, et al. 2007). However, for this research the assumption will be made that although people are concerned with their personal data being used they mostly provide the information anyway if it is beneficial to their travel experience. 
[bookmark: _Toc516497580]2.3 Venturesomeness
To successfully distribute tourism in the Netherlands, travel behaviour of tourists needs to be understood. Plog (2002) examines the predictive power of venturesomeness against household income in types of trips taken to identify travel characteristics of tourists. To do so, he uses data from the annual American Traveler Survey. He distinguishes between venturers and dependables. He further specifies these personality profiles to ‘dependable’, ‘near-dependable’, ‘centric-dependable’, ‘centric-venturer’, ‘near-venturer’ and ‘venturer’. Figure 3 shows the relatively normal distribution of these variables throughout the dataset. True-dependables and true-venturers both account for approximately 2,5%-4% of the population. Near-dependable and near-venturers are both approximately 16% of the population. In the population, 62% are either centric-dependable or centric-venturers. His study showed that venturesomeness is a better indicator than household income for the types of activities pursued and the amount of trips taken. Venturers are more likely to travel to new unknown destinations, while dependables tend to copy travel behavior of others (Plog, 2002). Therefore, it is more efficient to focus on venturers when promoting destinations in the Netherlands, because they will influence others to make the same trips.
[image: ]
Figure 3 - “Psychographic Personality Types: Current versus (Previous)”
Source: (Plog, 2002)
Venturers are comparable to the visitor target group ‘Postmodern: Nora’. The postmodern visitor target group are intellectual, individualists, they like freedom and independence and self-actualization, they travel 3,8 times a year on average, they prefer to live like a local while traveling, they avoid destinations which are overcrowded with tourists and they like to explore and learn about the destination they visit (Motivaction & NBTC Holland Marketing, 2014). The description of NBTC Holland Marketing on the postmodern visitor target group does not shed light on some of the characteristics of venturers. The decision making nature, spending of income, their consuming behaviour, use of travel modes and whether they revisit previous destinations are not discussed (Plog, 2001). Regardless, even though not all characteristics are specifically discussed, the postmodern visitor target group best fits the personality type of venturers. Through an e-mail (A. ten Velde 2018, personal communication, 25 April), the information was retrieved that ‘Postmodern Nora’ visit destinations in the Netherlands outside of Amsterdam relatively often. They prefer cities like Utrecht or Maastricht. 
[bookmark: _Toc516497581]2.4 Promoting destinations
[bookmark: _Toc514675701]To distribute tourism in the Netherlands, new destinations need to be promoted. It is important not to merely promote what destinations have to offer. With the rise of the internet, the customer becomes more controlling of the information provision and marketing of destinations. The customer can decide when and where they access tourism information and how they purchase and arrange their trips (King, 2001). Companies are no longer the experts on the quality of brands and goods. Customers outreach to companies and other information sources are more likely to influence customer’s decision making. During the evaluation stage of the decision-making process, online reviews of other customers or tourists are more informing (Hudson & Tal, 2013). To promote destinations, holiday experiences should be created and connected to the customer. Nowadays, competition in the travel market consists lesser of destinations competing with each other. Tourism and travel have become more about lifestyle and personal enhancement. This needs to be incorporated in marketing destinations (King, 2001). 






















[bookmark: _Toc516497582]3. Hypotheses

The research question is as follows: “How can Information Communication Technologies be used to distribute tourism in the Netherlands to ease busy touristic hotspots?”
The hypothesis is that distribution of tourism throughout the Netherlands can be accomplished through personalisation of information about destinations in the Netherlands during the planning phase of the trip. The expectation is that through personalisation with the use of ICTs both venturers and dependables will be lured to different locations within the Netherlands. Moreover, venturers will simultaneously inspire dependables through social media to travel to the same destinations. Therefore, it is effective to predominately aim strategies at venturers, as dependables will eventually follow and this will lead to the distribution of tourism. As a result, busy touristic hotspots will become less crowded.  Figure 4 shows the conceptual model that provides a visual representation of the research and the hypothesis. 
[bookmark: _Hlk512441248]Furthermore, the visitor target group ‘Postmodern: Nora’ are more likely to travel to Utrecht compared to other visitor target groups. They are similar to venturers. Therefore, another expectation is that there will be more venturers in Utrecht than the population Plog (2002) studied.  
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[bookmark: _Toc514675702]Figure 4 – Conceptual model











[bookmark: _Toc516497583]4. Methodology

Mixed methods are applied to answer the research question and corresponding subquestions. A questionnaire has been conducted to collect primary data, mainly focusing on venturers. According to Clifford et al. (2010), survey questionnaires provide insight in the behaviour and opinions of respondents. The questionnaires were conducted in the form of face-to-face interviews, because personal contact benefits the response rate and questions and answers can be clarified. Information provided by NBTC Holland marketing on tourism in the Netherlands and the visitor target group ‘Postmodern Nora’ will be used to further answer the research question and sub questions .
[bookmark: _Toc516497584]4.1 Primary data
[image: ]Venturers are comparable to the visitor target group ‘Postmodern: Nora’, which are more likely to visit Utrecht or Maastricht. Type of activities they tend to go to are festivals and museums. In order to reach venturers, the questionnaires could best be conducted at either one of these destinations. In terms of travelling and season, the initial plan was to conduct the questionnaires in Utrecht at several museums. However, it turned out that it was not possible to get permission to do so. Therefore, after consulting with the Tourist Information (VVV) in Utrecht, the questionnaires were conducted at the Dom square in front of the VVV building on Ascension day and Friday. According to the VVV, these days are relatively busy with international tourists. Figure 5 visualizes the location of the data collection.
The study population are international tourists in Utrecht. In 2014, 174,000 international tourists visited Utrecht and spend the night, 578,000 international tourists visited Utrecht for a day (NBTC Holland Marketing, 2014). Therefore, the population is 752,000. 70 questionnaires were conducted. Statistical tests can be done with a 95% confidence level and a confidence interval of 11.7. In 2014, approximately 80% of all international tourists that visited the Netherlands were European (NBTC Holland Marketing, 2014). The proportion of European and non-European tourists should be represented in the dataset to make it representative. Figure 5 - Location data collection

The questionnaire addresses all the major points from the theoretical framework; the level of venturesomeness of the respondents, the personalisations of destination suggestions, and what type of sources are used for planning their trip. This provides an overview of the travel behaviour of the participants. The results were analyzed using SPSS to determine how venturers can be targeted effectively to travel to different destinations in the Netherlands. 

[bookmark: _Toc516497585]4.2 Ethical considerations
In order to ensure the privacy of the respondents, limited personal information was asked. Respondents were only asked to give their age and their country of origin. Therefore, the data cannot be traced back to them. The questionnaires were collected on paper, so they cannot be found on the internet. The data collected from the questionnaires is saved on the researcher’s account at the University of Groningen. These are not accessible to others.
[bookmark: _Toc516497586]4.3 Quality primary data
There are some limitations and weaknesses to the data that was collected. It was not possible to collect data at the location where the visitor target group ‘Postmodern Nora’ can best be found. This inevitably has affected the data, and limited the amount of venturers among the respondents. Also, the population of this research is all international tourists in the Netherlands, while the questionnaires were only conducted in Utrecht. Moreover, the sample size is relatively small. Only 70 questionnaires were conducted. This limits the ability to draw conclusions from the data. 





















[bookmark: _Toc516497587]5. Data analysis
[bookmark: _Toc516497588]5.1 Determination of venturers
Question 15 of the questionnaire, which can be found in appendix A, was used to determine the level of venturesomeness. This question was fully answered by 68 of the respondents. Respondents were asked to rate themselves from 1 to 5 on the characteristics ‘self confident’, ‘high achievement drive’, ‘indecisive’, ‘adventurous’ and ‘preference to familiar things, constancy and routine’. According to the theory by Plog (2002), venturers would rank themselves high on ‘self confident’, ‘high achievement drive’ and ‘adventurous’. The other variables should be ranked low. Therefore, true-venturers were determined by selecting the respondents that ranked themselves with a 4 or a 5 on ‘self confident’, ‘high achievement drive’ and ‘adventurous’, and ranked themselves with a 1 or 2 on ‘preference to familiar things, constancy and routine’ and ‘indecisive’. There are only 11 respondents in the dataset that can be categorized as true venturers. Therefore, near-venturers were also included, by also adding the respondents who ranked themselves with a 3 on either one of the characteristics. Dependables and near-dependables were selected by doing the exact opposite, as shown in table 3 in appendix A. All the other respondents belong to the centric-venturer or the centric-dependable personality types. There are no true-dependables and only 2 near-dependables. Therefore, statistical tests were done on all respondents that did not classify as a venturer.
[bookmark: _Toc516497589]5.2 Statistical testing
There are only 11 true-venturers in the dataset. Therefore, statistical tests will be done on true-venturers and near-venturers together. Similarly, as there are just 2 near-dependables in the dataset, the statistical tests will be done on centric-venturers, centric-dependables and near-dependables. Chi-square tests and a Goodness of Fit test have been conducted. However, no further statistical tests were done, because of the limitations of the dataset. There are only 11 true-venturers, 11 near-venturers and 2 near-dependables. For example, a regression analysis will not add value to this study, as the sample size is too small to derive any significant conclusions.







[bookmark: _Toc516497590][image: ]6. Results

A total of 70 questionnaires were conducted. 39 of the respondents were male and 31 were female. Out of the 70 respondents, 66 provided their age. As shown in figure 5, the age of the respondents is not normally distributed throughout the dataset. A relatively large share of the respondents are in their early 20s. There are relatively few respondents older than 70 and in their early 40s.
[image: ][image: ]In the Netherlands, 80% of tourists are European and 20% are non-European (NBTC Holland Marketing, 2014). Preferably, the respondents should hold 
the same ratio. However, 65,7% of the respondents are 
European, 31,4% are non-European and 2,9% are from Turkey, so they are categorized as Eurasian. A goodness of fit test was conducted to test whether the sample size is representable for the population. To do so, the category Eurasian has been classified as non-European. As shown in table 4 in the appendix A, the Chi-square value is relatively large, and the significance value is 0,003. Consequently, the H0 hypothesis is rejected. Therefore, the sample is not a proper representation of the population. An explanation could be that the samples were only conducted in Utrecht, instead of on different locations in the Netherlands. The relative small sample size could also be an explanation..	[bookmark: _Toc514675704]Figure 6 - Origin respondents
[bookmark: _Toc514675703]Figure 5 - Age respondents

[bookmark: _Toc516497592]6.1 Travel behaviour of venturers
To develop strategies to redirect the travel patterns of venturers, it is important to know if venturers can be reached through the proposed hypothesis. In the dataset, 22 of the respondents classify as venturers, of which 12 sometimes share their travel experiences on social media. As 55% of the venturers in the dataset share their travel experiences online, this substantiates the hypothesis that venturers will influence others to do the same trips through social media. 
Ten of the venturers make the decision on what attractions and destinations to visit before the trip, ten do so during their stay, and two of the respondents make the decisions both before and during their trip. Consequently, it makes sense to aim strategies at redirecting venturers both before and during their trip. 
Out of the 21 respondents that filled in the question about personalized suggestions, 15 would like to be offered personalized suggestions of destinations. Furthermore, 14 of these respondents would like this to be done through ICTs. Consequently, 67% of venturers can be reached through offering personalized suggestions using ICTs. Out of the 22 venturers, 19 use online search machines for trip planning. 68% of the respondents also use friends, family and acquaintances as a source for trip planning. Only 45% of the true venturers use friends, family and/or acquaintances as a source for trip planning. Mostly for a small contribution. The use of friends, family and/or acquaintances as a source for trip planning is displayed in tables 5 and 6 in appendix A. The higher percentage of venturers that use friends, family and/or acquantances for trip planning can be explained by the near-venturers. Moreover, still only 32% use friends, family and acquaintances for 50% or more of trip planning. For venturers, online search machines is still the most frequently used source for trip planning.

An aspect of the theory about venturers is that they tend to travel to new destinations, they are usually the first of their friends, family or associates to travel to destinations and they prefer destinations that are less touristic (Plog, 2002). These questions were included in the questionnaire, which can be found in appendix B. Chi-square tests were conducted to see whether there were significant differences in the answers given by venturers and other respondents in the dataset. The results of the chi-square tests are displayed in tables 7, 8 and 9 in the appendix A. There were no significant differences. Therefore, the null hypothesis cannot be rejected, meaning that there are no significant differences between the answers given by venturers and the other respondents on the questions.
[bookmark: _Toc516497593]6.2 Travel behavior of non-venturers
There are 46 non-venturers in the dataset. Nine of the respondents often share their travel experience on social media, 16 respondents sometimes do. So, 54% of the respondents share their travel experience on social media. Out of the 46 non-venturers, 24 decide on attractions and destinations they want to visit before the trip, 17 decide during their trip, and five of the respondents make the decision both before and during their trip. Consequently, it is efficient to focus strategies to redirect tourists both in the planning phase of the trip and upon arrival.
Out of the 45 non-venturers that answered the question about personalized suggestions, 25 would like to be offered personalized suggestions of destinations. Out of these 25 respondents, 23 answered whether they would like this to be done through ICTs. Personalizes suggestions through ICTs are desirable to 21 out of the 23 respondents. Consequently, 47% of the centric-venturers, centric-dependables and near-dependables can be reached through offering personalized suggestions of destinations using ICTs. 














[bookmark: _Toc516497594]7. Discussion
[bookmark: _Toc516497595]7.1 Information provision
Tourists were asked what they would like to see improved referring their stay in the Netherlands. Most of the recommended improvements were related to information provision. They would have liked more clear information in more languages and the availability of free tourist information (NBTC Holland Marketing, 2014). Therefore, strategies to distribute tourism should include better information provision. 
[bookmark: _Toc516497596]7.2 Smartphone ownership
To incorporate ICTs to distribute tourism through the Netherlands, the ownership of mobile devices or tablets are necessary. In 2014, 79% of international tourists on holiday were in possession of a smartphone or tablet. Nine out of ten smartphone or tablet owners use their devices during their stay in the Netherlands and 68% of them use their devices for internet. 36% also downloaded travel apps (NBTC Holland Marketing, 2014). 
Venturers are comparable to ‘Postmodern Nora’s’. Therefore, information on ‘Postmodern Nora’s’ contributes to developing strategies. Only 54% of the ‘Postmodern: Nora’ target group owns a smartphone and/or tablet. However, even though this is relatively low, it is more crucial for dependables’ and ‘near-dependables’ to own a smartphone or tablet. For venturers it is vital that they share their travel experiences with others. Therefore the usage of social media is more relevant. The ‘Postmodern: Nora’ target group tends to use Facebook, Youtube and Twitter (Motivaction & NBTC Holland Marketing, 2014). 
Furthermore, in 2014, 87% of tourists use the internet before and/or during their trip for information search (NBTC Holland Marketing, 2014). This shows that the theory of Buhalis & Amaranggana (2015) can positively influence tourist’s experiences in the Netherlands. Personalized suggestions of destinations and activities can be provided in the planning phase of the trip and during their stay in the Netherlands. 
[bookmark: _Toc516497597]7.3 Returning visitors
Another relevant conclusion the organization NBTC Holland Marketing has made is that a lot of visitors from adjacent regions of the Netherlands are rarely first time visitors. They are more interested in cities other than Amsterdam, which closer to their home regions. Furthermore, visitors from Belgium and Germany often have visited the Netherlands three times before. For their next holiday in the Netherlands, they do not search specifically for destinations but they use broader search terms. Consequently, they helpful to distribute tourism over the Netherlands (NBTC Holland Marketing, 2018). 






[bookmark: _Toc516497598]8. Conclusion
To answer the research question “How can Information Communication Technologies be used to distribute tourism over the Netherlands to ease busy touristic hotspots?”, the following sub questions have been answered. Furthermore, a discussion will be given on whether the hypotheses can be confirmed or rejected.
[bookmark: _Toc516497599]8.1 Venturers in Utrecht
There are only 11 true-venturers and 11 near-venturers among the respondents. The expectation was that there would be relatively more venturers in Utrecht. Surprisingly, there are also very few dependables in the dataset, only 2 near-dependables. Therefore, a lot of the respondents belong to the ‘centric-dependable’ and ‘centric-venturer’ tourist profiles. Plog (2002) concluded that 2,5-4% of the population he studied was a true-venturer, and near-venturers would account for 16% of the population (Plog, 2002). In the dataset 16% of the respondents can be classified as true-venturers and 16% can be classified as near-venturers. True-venturers are better represented in the dataset. Therefore, it could be that the intention to reach more venturers was successful. This is substantiated by the low percentage of true-dependables and near-dependables in the dataset. However, it is important to note that Plog studied a different population. The percentage of venturers of all international tourists in the Netherlands could vary from the population that was studied by Plog (2002). Moreover, venturers are comparable to the visitor target group ‘Postmodern Nora’. On average, 22% of tourists are ‘Postmodern Nora’s, which would imply that slightly less of the percentage of postmodern Nora’s in the Netherlands were targeted (Motivaction & NBTC Holland Marketing, 2014).
[bookmark: _Toc516497600]8.2 How can the integration of ICTs be used to further enhance the HollandCity strategy?
ICTs can be applied in several ways to redirect the travel patterns of tourists. Better information provision was named as the top recommended improvement by international visitors in the Netherlands (NBTC Holland Marketing, 2014). Buhalis & Amaranggana (2015) argued that the value of a tourists experience can be increased by offering personalized services at the right time. This can be accomplished using ICTs. Before the trip, they want to receive information based on their personal preferences to make an informed decision. This can be done using ICTs and social media. During their trip, tourists want personalized services and on the spot information to make informed decisions. Using ICTs, tourists can receive everything they need in whatever language they prefer. Moreover, based upon interests and preferences of tourists, information can be filtered to what the tourists need and want. If suggestions are given of destinations outside of Amsterdam, Zeeland and Noord-Holland, tourism will be distributed. The HollandCity strategy will be enhanced, by providing travel times for nearby destinations. After the trip, a feedback system should be provided through ICTs. Any complains should be handled, so positive word of mouth advertising is encouraged (Edelman, 2001; Buhalis & Amaranggana). 
[bookmark: _Toc516497601]8.3 What can be done to redirect the travel patterns of venturers?
Strategies to redirect the travel patterns of venturers should be aimed at the planning phase of the trip and during their stay at the destination. This contradicts the theory of Xiang et al. (2015), as they stated that the search for information declines when tourists arrive at their destination. Through personalized suggestions, using ICTS, 67% of venturers can be reached. 
[bookmark: _Toc516497602]8.4 What can be done to redirect the travel patterns of dependables?
It was not possible to answer this sub question, because there were only 2 near-dependables in the dataset. Therefore, an answer will be given on “What can be done to redirect the travel patterns of non-venturers?”. 
Strategies should both be aimed at the planning phase and during the stay at the destination. Personalized suggestions through ICTs are effective for 47% of non-venturers. According to the literature, dependables are more likely to be influenced by others referring their travel destinations. Due to the lack of data, dependables were generalized to non-venturers. Social media is used for trip planning, by 36% of the non-venturers. However, it might be possible that the respondents did not realize the influence social media has on their trip planning. According to Xiang et al. (2015), social media has a tremendous influence on travel planning. Moreover, 56% of the non-venturers in the dataset are influenced by their friends, family and/or acquaintanes during trip planning. These observations support the hypothesis that venturers will influence dependables/non-venturers and others to travel to the same destinations. By focusing more on distributing venturers through the Netherlands, dependables, centric-dependables and centric-venturers will follow. Moreover, tourism will be distributed further when centric-venturers, centric-dependables and near-dependables share their travel experiences as well.



















[bookmark: _Toc516497603]9. Reflection
There are some issues regarding the collected data. This limits the amount and the reliability of the conclusions that were drawn. 
[bookmark: _Toc516497604]9.1 Data collection
The intention was to collect data at several museums in Utrecht. However, the media department of the museums did not provide permission for conducting the questionnaires. It took some time to reach the responsible person at the Central Museum. This limited the available time for data collection. Instead, the data collection was done at the Dom square in front the VVV in Utrecht, which was not recommended by NBTC Holland marketing as a location to find the target group ‘Postmodern: Nora’. Another issue is that the data was only collected in Utrecht, instead of different locations in the Netherlands. Consequently, this limits the conclusions that can be drawn from the data. This could also explain why the ratio European to non-European was not representative. 
[bookmark: _Toc516497605]9.2 Contradictions to the literature
The dataset consists of only 70 respondents. 11 true-venturers, 11 near-venturers, 2 near-dependables and the remaining respondents are either centric-venturers or centric-dependables. Because, there were only 11 true venturers, tests were done on both true-venturers and near-venturers. For the same reasons, statistical tests were done on all remaining respondents, instead of only dependables. Moreover, the research done by Plog (2002) was based on the annual American Traveler Survey. The dataset was a lot larger and the population differs from the population in this research. This can explain why his theory was contradicted by the data of this study. There were no significant differences between the answers given by venturers and other respondents on the questions about whether they tend to travel to new destinations, if they are usually the first of their friends, family or associates to travel to destinations and if they prefer destinations that are less touristic. Because there were no significant differences, the amount and the reliability of the conclusions are limited.
Of the non-venturers, 56% are influenced by their friends, family and/or acquaintances during trip planning. This is characteristic for dependables. Surprisingly, 68% of venturers are inspired by their friends, family and/or acquaintances. According to theory, this should be lower than that of non-venturers. This could be explained by the relatively few venturers in the dataset and the limited sample size.

[bookmark: _Toc516497606]




10. Further research
For further research, the sample size needs to be larger. More questions that determine whether a respondent classifies as a venture will make the data more precise and extensive. Another recommendation is to test strategies that involve ICTs, to study if they contribute to the distribution of tourism. Furthermore, further research could focus on tourists from adjacent regions that have visited the Netherlands before. According to NBTC Holland marketing (2018), they are more interested in other cities than Amsterdam, so they could contribute to distributing tourism.
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	Average number of overnight stays in the Netherlands per km2

	Province (all accommodation types)

	1. Noord-Holland
	26.3

	2. Zeeland
	15.2

	3. Limburg
	13.9

	Cities (hotels)

	1. Amsterdam
	213

	2. ’s Gravenhage
	50

	3. Maastricht
	45


Table 1 - Average number of overnight stays in the Netherlands per km2
	Average overnight stays per 100 inhabitants

	Province (all accommodation types)

	1. Zeeland
	7.1

	2. Drenthe
	3.7

	3. Limburg
	2.7






Table 2 - Average overnight stays per 100 inhabitants
	Characteristics
	Venturer
	Near-venturer
	Near dependable
	Dependable

	Self confident
	4,5
	3,4,5
	1,2,3
	1,2

	High achievement drive
	4,5
	3,4,5
	1,2,3
	1,2

	Indecisive
	1,2
	1,2,3
	3,4,5
	4,5

	Adventurous
	4,5
	3,4,5
	1,2,3
	1,2

	Preference to familiar things, constancy and routine
	1,2
	1,2,3
	3,4,5
	4,5

	Total
	11
	11
	2
	0


Table 3 - Determination venturers and dependables
	Test Statistics

	
	Country

	Chi-Square
	8,929a

	df
	1

	Asymp. Sig.
	,003

	a. 0 cells (0,0%) have expected frequencies less than 5. The minimum expected cell frequency is 14,0.


Table 4  - Chi-Square test ratio European/non-European
	Friends, family, acquaintances

	  
	Frequency
	Percent

	Valid
	,00
	7
	31,8

	
	10,00
	2
	9,1

	
	20,00
	2
	9,1

	
	25,00
	2
	9,1

	
	30,00
	1
	4,5

	
	40,00
	1
	4,5

	
	50,00
	3
	13,6

	
	70,00
	1
	4,5

	
	80,00
	1
	4,5

	
	100,00
	2
	9,1

	
	Total
	22
	100,0


Table 5 - Venturers
	Friends, family, acquaintances

	
	Frequency
	Percent

	Valid
	,00
	6
	54,5

	
	10,00
	2
	18,2

	
	20,00
	1
	9,1

	
	25,00
	1
	9,1

	
	50,00
	1
	9,1

	
	Total
	11
	100,0


Table 6 - True venturers
	Chi-Square Tests

	
	Value
	df
	Asymptotic Significance (2-sided)

	Pearson Chi-Square
	3,333a
	2
	,189

	a. 3 cells (50,0%) have expected count less than 5. The minimum expected count is 1,62.


Table 7 - Chi-Square test on question ' Are you more likely to go to destinations you have travelled to before, or do you seek out to new destinations?’
	Chi-Square Tests

	
	Value
	df
	Asymptotic Significance (2-sided)

	Pearson Chi-Square
	2,243a
	2
	,326

	a. 2 cells (33,3%) have expected count less than 5. The minimum expected count is ,33.


Table 8 - Chi-Square test on question ‘Are you influenced by others in deciding your destinations of a trip, or are you usually the first of your friends, family, colleagues and/or acquaintances to travel to a destination?’
	Chi-Square Tests

	
	Value
	df
	Asymptotic Significance (2-sided)

	Pearson Chi-Square
	,829a
	2
	,661

	a. 2 cells (33,3%) have expected count less than 5. The minimum expected count is 2,91.


Table 9 - Chi square test on question 'In general, do you travel to destinations which are very touristic, or do you prefer destinations less popular with tourists?'






[bookmark: _Toc516497609]Appendix B

For my bachelor thesis of the study 'Spatial Planning and Design' at the University of Groningen, I am researching how tourism can be distributed through the Netherlands to ease busy hotspots, such as Amsterdam. I would like to ask you some questions regarding your travel behavior. The data will be anonymous. Thank you for your participation!

1. Female / Male		Age: 
2. What country are you from?

…………………………………………………………………………………………………………………………………………………………….
3. Where did you go on your last trip?

…………………………………………………………………………………………………………………………………………………………….
4. What type of activities did you do? (Name the attractions you have visited and the type of activities you did)
…………………………………………………………………………………………………………………………………………………………….
…………………………………………………………………………………………………………………………………………………………….
5. When did you decide to visit the attractions/destinations on your last trip?
· In the planning phase of the trip/Before the trip
· During your stay
6. Are you more likely to go to destinations you have travelled to before, or do you seek out to new destinations?
· Previous destinations
· New destinations
7. Are you influenced by others in deciding your destinations of a trip, or are you usually the first of your friends, family, colleagues and/or acquaintances to travel to a destination?
· Usually the first
· Follow the advice of others
8. In general, do you travel to destinations which are very touristic, or do you prefer destinations less popular with tourists? 
· Touristic destinations
· Destinations less popular with tourists
· No opinion


	%

	%

	%

	%

	%

	%


9. What type of sources did you use to plan your last trip? And in what ratio did these sources contribute to your trip planning? (0-100%).
· Online search machines				                                                          
· Social media
· Travel agency
· Travel books
· Friends, family, acquaintances
· Other, namely ………………………………………………………………………
10. Would you have liked to be offered personalized suggestions of destinations?
· Yes
· No
11. If yes, would you like the personalization to be done through Information Communication Technologies (i.e. mobile phones, computers, software, etc.)? (If no, fill in not applicable)
· Yes
· No
· Not applicable
12. If no, what are the objections you have? (Otherwise, leave answer space blank)
…………………………………………………………………………………………………………………………………………………………….
…………………………………………………………………………………………………………………………………………………………….
13. Do you share you travel experiences on social media?
· Yes, often
· Yes, sometimes
· No
14. If yes, which social media applications and/or websites do you use?
…………………………………………………………………………………………………………………………………………………………….
…………………………………………………………………………………………………………………………………………………………….
15. Rate each of the following characteristics from 1 to 5. 
1 = Does not apply to you at all 				
5 = Applies to you completely		

Self confident:
	1
	2
	3
	4
	5



High achievement drive
	1
	2
	3
	4
	5



Indecisive: 
	1
	2
	3
	4
	5


Adventurous
	1
	2
	3
	4
	5



Preference the familiar things, constancy and routine
	1
	2
	3
	4
	5
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