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Abstract
Beyond the successful economic, cultural, technological and ecological operation of an area, a
competitive destination is able to attract travellers continuously and provide visitors with memo-
rable experiences. Well-built image, communication and collaborations also significantly influence
the competitive position. Although the slogan ‘Heart of the Great Plain’ used to identify the Jasz-
Nagykun-Szolnok County of Hungary as a tourism destination, it meets all requirements generally
specified, the perception of its success is closely linked to the awareness of the destination.
The assessment of the detailed aspects afore will be presented by analysing the data of a large-sam-
ple (n=1037) research conducted among visitors of the destination during the summer of 2019. The
conclusions show the need to exploit and develop the existing attractions innovatively by providing
complex experience-generating tourism packages that attract a wide range of new travellers from
different market segments.
Keywords: fourism destination management, brand management, experience management

1. Introduction

In addition to exploiting the unique characteristics of the region, reaching
out to as many segments as possible is a method of tourism development
and management in elaboration of travel packages offered by domestic
tourisms. Among the destinations of the Great Plain, the tourist position of
the region known as the “Heart of the Great Plain”, which can be identified
with Jasz-Nagykun-Szolnok County, justifies a rethinking of the emphasis
and a stronger communication of the experience points.

The objective of developing a geographical area is, first and foremost,
the effective operation of that area, the provision of a place of residence and
prosperity for its inhabitants, through the creation of acceptable econom-
ic, cultural, technological and ecological. Those tourism destinations are
competitive, which are capable of increasing tourism revenues, attracting
tourists continuously, providing visitors with memorable experiences that
meet their expectations, and generating profit for destination (Ritchie and
Crouch 2003). The dynamic growth in tourism demand is also leading to
increased competition between destinations. Strong competition also poses



486 KORODI, MARTA —MONDOK, ANITA —SZABO, ATTILA

a challenge for the organization responsible for tourism marketing in the
field of image building, product development and communication. How-
ever, the successful development of tourism can only be achieved through
a well-functioning, collaborative system.

The assessment document of current capabilities (JNSZM Regional
Development Program 2014-2020) identifies tourist attractions and pro-
grams as scarce, with low capacity occupancy, low number of guests
and length of stay, and significant seasonality. The county development
program therefore seeks to improve hospitality, develop attractions and
tourism services by eliminating bottlenecks and thus directly contribute
to the increase in visitor numbers and time spent, and indirectly to the
generation of income, sustainability and multifunctional recreation and
community spaces.

The research can serve as a support for the tourism project ideas of
the county; it can contribute to the utilization of the tourism capabilities of
the county and the development of tourism areas based on experience.

2. Materials and Methods

Questionnaire research had been conducted from 27/06/2019 to 01/08/2019
with the self-completion method and with the assistance of interviewers on
the SURVIO online interface. A research database was created from the
answers of 1037 respondents.

Among the statistical methods, frequency analysis, cross-tabulation
and association analysis were used. This is complemented by the measures
of association strength (Freedman et al. 2005) as a Cramer V indicator,
which shows that at p <0.05, the relationship can be considered significant
(Wagner 2013). The Kendall's W index (concordance) indicates the scale of
similarity in terms of segments’ opinion.

Seven questions in the questionnaire related to socio-demographic
identification, asking for the respondent's education, age, labour market sta-
tus, income status, gender, place of residence (2 questions). The results are
used for grouping and filtering. The 8 substantive questions related to the
topic are basically suitable for producing descriptive statistics. The questions
consist of 2 simple single choice questions, one of the 2 scale questions is
very complex, it asks the respondents to rate 29 attractions. For the 2 ques-
tions accepting multiple answers, the answers are unlimited. The respondents
had the opportunity to explain the “other” answer in 2 questions. Obviously,
the questions also include the “don't know / don't answer” option.
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Statistical analyses of variables were performed with Excel 2013
and PSPP statistical analysis software. The path to the filling platform:
https://www.survio.com/survey/d/J5V7D5P7Z4R9T1S1Y. The self-com-
pleted questionnaire was distributed via e-mail and community portals
via link sharing.

3. Results

3.1. Characteristics of the research sample, socio-demographic
composition

The questionnaire filling page was visited by 1656 people with a
completion rate of 62.6%. The database was constructed from a sam-
ple of 1037 complete responses. The sample was overrepresented among
women (75.0%), men representing only 24.9% of the respondents. The
distorting effect of female overrepresentation is mitigated by the greater
role that women play in domestic households in travel decisions. The age
composition of the sample is evenly distributed. The willingness to travel
is significantly influenced by income status. 20.8% of the respondents did
not answer the income question, even though it was a scalable technique.
The majority of the 821 respondents feel they belong to two income cat-
egories 5 (27.5%) and 6 (22.5), ranging from very poor to very rich (on
scale from 1 to 10). There is no significant shift in income distribution,
with the income scale averaging 5.5. By labour market status, 71.8% of
the respondents are active workers. Educational attainment is also closely
related to the willingness to participate in tourism, and the average edu-
cation of the respondents is good. It can be stated that the composition
of the sample is suitable for the achievement of the objectives of the
research, however two sub-populations of respondents in the county and
outside the county (73.0% and 27.0%) have to be formed regarding the
recognition of the county.

3.2. Domestic travel habits

Respondents prefer staying two to three nights on their domestic
trips, but they also would like to participate on longer trips for one week.
However, trips that are very short and longer than a week are less attrac-
tive. Tourists believe that the opportunity to enjoy the adventure is a great
motivator for traveling, but respondents find domestic travel less excit-
ing. They believe it does not give them that much novelty and broadens
their horizons.
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On trips, the classic high season, pre-season, post-season and off-
season can be identified. The main motivations for travel are the use of
health tourism services, active leisure activities, cultural tourism, visiting
major events, festivals, and visiting family and relatives (25.5%). The
choice of the travel destination was mainly influenced by the natural fea-
tures and attractions of the destination, as well as the favourable price,
low cost and value for money of the trip. Among the information-gath-
ering channels, the positive experience of previous visits, referrals from
friends, and online channels are outstanding.

Respondents have a tendency to stay longer and that could be uti-
lized by increasing from the critical 3 nights to 4 nights, moving from a
shorter travel category to a longer travel category. During the domestic
trips, the respondents believe that the possibilities to extend their stay
can be realized by improving the existing attractions, creating several
adventure baths, aqua parks and organizing several festivals and cul-
tural events.

When booking a hotel, respondents are more familiar with OTAs
(54.3%) than with website of accommodation (48.6%) and will continue
to use proven booking channels. Openness to online bookings is signifi-
cant. Convincing the “insecure” is a challenge for hoteliers, this potential
clientele has a 24.2% share for intermediaries and 24.7% for direct book-
ings, would probably represent a new market for service providers.

3.3. Awareness of the major attractions

The survey of the frequency of visits to Jasz-Nagykun-Szolnok
County distinguishes the local population (68.5%)., 42.2% of the remain-
ing 327 people said they were regular visitors, 23.2% had visited the
county 1-3 times, 16.8% had visited 3-5 times, 4.9% had been once, 6.1%
have not been there yet, 1.5% have not been there yet, but are planning a
holiday or relaxation there.

A correlation study of county visiting revealed a moderately strong
relationship (Cramer V = 0.24) with respect to settlement type. The resi-
dents of the capital and of the larger settlements, as well as of Békés and
Heves counties, visit the county more frequently. At the same time, the
tourist return from Pest counties is more typical.

The most complex question of the survey is the awareness and in-
terest scale of the county's 29 attractiveness factors and sights. It is worth
analysing all the answers as an average judgment, as well as the respons-
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es of county and non-county residents. Familiarity rankings are based
on the occurrence-weighted average of the scores on the 1-4 scale (rated
4 for “I went there, tried it”).The average awareness (2.72). Based on
these, 14 attractions, settlements, and holiday destinations are above av-
erage, 15 are below average, and responses have shifted slightly towards
less popularity. Then 5 categories were defined relative to the mean: very
well-known supply elements (3.16-3.31 scale average), well-known sup-
ply elements (2.89-3.08 scale average), average known supply elements
(2.69-2, 81 scale average), below average known supply elements (2.41-
2.66 scale average) and not widely known supply elements (2.03-2.37
scale average). The following cities, attractions and holiday destinations
are ranked in the categories.

Very well-known supply elements (5 pcs): Lake Tisza, Abadszaldk;
Zoo and Botanical Garden of Jaszberény; Cserkeszdl6- the refreshing
place; Tiszavirdg Festival, Szolnok; RepTar, Interactive Aviation Mu-
seum, Szolnok;

Well-known supply elements (5 pcs): Berekfiirdd; Gastronomic
delicacies, unique specialties: Szolnok foam isler, Tisza fish soup, Kar-
cag or Kevi lamb stew, Karcag ferdinand; Ttrkeve Thermal Bath; Martfi
Thermal Spa; Nagykort, cherry garden of Hungary;

Average known supply elements (6 pcs): Kevi Shepherd's Festival,
Turkeve; East Fest, Mezotar; Sorarium - Interactive Beer Museum, Szol-
nok; Fish days in Tiszafiired; Tiszakiirt Arboretum and Adventure Park;
Water tour on the Tisza River / Lake Tisza;

Below average known supply elements (7 pcs): Lehel Horn - Jasz
Museum, Jaszberény; Karcag Sheep Cooking Festival, Karcag; Kumdania
Hotel, Thermal Baths and Beaches, Kistjszallas; Museum for Teddy
Bears, Rakoczifalva; Csango Festival, Jaszberény; Gourmet restaurants,
eg: Princess's Estate, Mezdtar, Nimrod Bio- Restaurant, Karcag, Park
Restaurant Berekfiird6; Tiszator- Pig sticker Festival, Abadszalok;

Not widely known supply elements (6 pcs) Opera of Nature, Fes-
tival at Lake Tisza; Tiszazugi Geographic Museum, Tiszafoldvar; Kun
heritage, craft embroidery, knotting - Karcag, Istvan Gyorfty Nagykun
Museum and Nagykun Visitor Center; Canopy Promenade Trail, Karcag;
On the footsteps of Captains Jaszkun, thematic hiking trails; Mancsos
Pancsold - Eastern Hungary's first dog-friendly bathing area at Lake
Tisza in Tiszafiired;
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Lesser-known supply elements include those that are a secondary
attraction of the settlement in addition to the well-known element, but
they may play a role in increasing stay or return by raising awareness.

The ranking of supply items is shown in Table 1, based on the ac-
tual visit of respondents, i.e. their travel decision. It also means the rec-
ognition of attractions. In the table, each attraction is secondarily ranked
for familiarity and then for planned trips. Half of the respondents have
already tried and tested offerings of different types, with natural, cultural
and mixed attractions included in this group.

Table 2 compares the rankings of county and non-county residents
and those of all respondents based on their personal experience of supply
elements. The common and close preference (black background) of the
two sub-populations indicates recognition (4 cases). There is a contra-
diction in the level of awareness and recognition in 2 cases (grey back-
ground), which may indicate a sales channel problem. The non-overlap-
ping elements (light grey background, 4 cases) of the first 12 generally
preferred attractions (including 10 per section) allow for specific com-
munication by the sending area.

Table 1
Tourist attractions awareness of Jasz-Nagykun-Szolnok County by respondents
was was not
went heard not there
Supply elements \ level of awareness there, about | there, | and was
tried it it but not
plans | planning
Lake Tisza, Abadszalék 51,5% 29,7% | 13,3% 4,3%
Zoo and Botanical Garden of Jaszberény 49,3% 27,8% | 11,9% 9,0%
Cserkeszolo- The refreshing place 47,3% 31,3% | 11,6% 7.2%
Tiszavirag Festival, Szolnok 46,9% 27,8% | 13,9% 6,2%
RepTiér, Aviation Museum, Szolnok 42,8% 29,9% | 16,9% 6,2%
Berekfiirdé 38,0% 35,9% | 15,1% 8,2%
Gastronomic delicacies 36,1% 33,0% | 12,3% 11,2%
Tuarkeve Thermal Bath 31,5% 34,7% | 12,3% 14,2%
Nagykori, cherry garden of Hungary 31,1% 33,7% | 14,7% 14,2%
East Fest, Mezotar 30,5% 33,7% | 8,7% 20,9%
Martfii Thermal Spa 30,4% 33,8% | 17,7% 10,9%
Water tour on the Tisza River / Lake Tisza 23,7% 31,1% | 20,3% 16,6%

Source: own construction
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Table 2
Difference in the rank of respondents between county and non-county residents

o county non- all

Supply elements \ respondents' residence residents co.unty respondents
residents

Zoo and Botanical Garden of Jaszberény 1. 6. P
Tiszavirag Festival, Szolnok 2. 4. 4.
Lake Tisza, Abadszalok 3. 1. 1.
Cserkesz616- The refreshing place 4. 2. 3.
RepTar, Aviation Museum, Szolnok 5. 5. 5.
Berekfiirdd 6. 3. 6.
Gastronomic delicacies 7. 8. 7.
Turkeve Thermal Bath 8. 15. 8.
Nagykdrti, cherry garden of Hungary 9. 12. 9.
Martfli Thermal Spa 10. 10. 11
East Fest, Mezotar 12. 7 10.
Water tour on the Tisza River / Lake Tisza 16. 9 12.

Source: own construction

Awareness is closely connected with the identification, that is the
knowledge of the tourist brand of Jasz-Nagykun-Szolnok county. 71.6%
of the respondents identify the county well with the brand name “The
heart of the Great Plain”, the rate of bad answers is negligible, and it does
not reach 3%. But the “don't know / don't answer”” mark is high at 25.6%.
The brand name is most prominent in event flyers (32.0%), but the web-
site also had a significant information impact (31.9%). The brand name is
well-established, well-identified, and has a good associative effect based
on its reputation.

3.4. The possibilities of extending the trip

The third question of the question group measures the possibilities
of extending the length of stay by multiple answers. The first three places
in the ranking are the development of existing attractions (37.8%), the
establishment of several adventure baths, the aquapark (36.8%) as well
as the organization of several festivals and cultural events (35.7%). These
proposals were probably at least every third respondent indicated. The
desire to expand active tourism opportunities (new cycle paths, mainte-
nance of existing ones, water sports facilities) was mentioned in 31.5%
of the answers, and it is welcome that the opinion of the surveyed popu-
lation follows the national trends. The direction of product development
can also be determined by the suggestion of more interesting thematic
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routes (25.7%), preference for new adventure parks (18.4%) and new
visitor centres (16.8%). The high proportion of the last items in the rank-
ing justifies the desire for experience, and it would be advisable to apply
experience management methods to existing attractions as well. A recur-
ring suggestion for “other” answers is to improve traffic barriers, improve
road quality, develop Tisza's free waterfront, solve the dog travel prob-
lem, but also suggest more advertising.

The order of priorities varies by age group, which should be con-
sidered when designing segment-specific offerings. With a high degree
of conviction of educational attainment (Kendall W = 0.9), it would be
desirable to develop more adventure baths, festivals, and existing attrac-
tions. Respondents uniformly consider unnecessary to set up new visitor
centres in order to increase travel time, with 75% concordance among age
groups (Kendall W = 0.75). High income respondents said that the most
important thing would be to improve the existing attractions and then
to develop the supply elements to increase the length of stay (Kendall
W = 0.86). For women, expanding the range of bathing facilities would
be most important, while men would rather develop existing attractions.
Increasing the number of festivals and cultural events would also benefit
female respondents (Kendall W = 0.89).

Residents of the capital and other cities likewise think of the fac-
tors most influencing the lengthening of domestic travel, they would be
encouraged to offer more festivals, cultural events in the destination area,
or to develop existing attractions or expand active tourism opportunities.
In contrast, residents of towns with county rights and those living in the
villages attach the greatest importance to the expansion of bathing facili-
ties (Kendall W = 0.82).

4. Conclusions, recommendations

The results of the research highlighted the characteristics of the
county that should be taken into account in destination management, des-
tination and service level product development, and visitor management.
They recommend the development of attractions and make them more
interesting but on the appropriate scale. The development of the visitor
centres is much less preferred, despite the fact that these facilities provide
much greater comfort to tourists.

The satisfaction of the guests' experience needs to be emphasized.
The experience evokes emotions that are uncommon in time and inten-
sity; they come mainly from experiencing situations that have not yet been
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lived. The guest wants to record (online photo, video) the experience be-
cause he feels that it is only there, then and happens only with him that
is unique. When designing the services, consideration should be given to
whether the service provider has such a supply element and what could be
developed with the existing experience base or with the help of experience
generators. In other words, it is appropriate to carry out an analysis of the
content experience.

The results of the survey can be utilized at the level of the destina-
tion examined, and serve as a feedback to the tourism management that
the majority of the attraction developments implemented are identical to
the needs of the tourists.

The tourism slogan of the county is closely related to the slogan,
and its awareness is proven by the survey. Although the slogan ‘Heart
of the Great Plain’ used to identify the Jasz-Nagykun-Szolnok County
of Hungary as a tourism destination, meets all requirements generally
specified, the perception of its success is closely linked to the awareness
of the destination. Therefore, it is advisable to supplement and direct
the focus of communication to the tourist and the experience. Recom-
mended, retaining but modifying the proven slogan as “Jasz-Nagykun-
Szolnok, the Heart of the Great Plain — its every heartbeat is an
experience”.
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Kopekrypa:
beampixc [lycmoi-Tapyi, Edina Illin, Onexcanop Kopooneys, Tomaw Bpabenw

OOKIaaMHKAa:
Cmegan Monuap /1.

BinmoBimanpHi 32 BUITyCK:
Livoixo Opoc, Onexcanop JJobow

BunasaunrTso Ta nogirpagivni nocayru: TOB «PIK-Y»
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