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https://theaugeanstables.wikispaces.com/

 The challenge:  

 Clean stable with 3000 animals that has not been cleaned in 
30 years…  In one day! 

 Hercules offered to clean the stables in a single day for 1/10 
of the Augean king's entire cattle. King agreed to pay 
Hercules IF he could do it in one day. 

 Augean king's son as witness 

 The solution:  

 Hercules tore a big hole in the front of the stable yards. 

 Next he made a hole in the back wall of the stable yards. 

 Then he dug a trench and diverted 2 rivers into the front of 
the stable yards and out the rear of the stable, effectively 
washing out all the filth 

 The outcome:

 The Augean king refused to pay saying that if Hercules 
didn't agree he could always take the Augean King to court. 

 Hercules even had the Augean King's son testify that his 
father did indeed promise to pay Hercules 1/10 of all his 
cattle. The King reluctantly paid Hercules…  But since he was 
paid, Eurystheus refused to consider this labour as 
completed
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What level and type of corruption 
are appropriate for tourism?



© Alexis Papathanassis * Source:  http://files.transparency.org/content/download/1856/12434/file/2014_CPIBrochure_EN.pdf

Base Data:  WTTC (2015), Transparency International (2016)
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Every $1.00 invested in tourism generates 

$8.55 in tourism income (tourists’ spending)!

*  Data Source:  World Travel and Tourism Council (2015)
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I wonder what was the impact of 

Hercules’ approach on the 

cattle?!  Understanding the 

corruption phenomenon is about 

management vs. 
elimination; the cattle vs. the 

Augean stable! 
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synonymous to ‘alteration’

Preliminary coding:  40 
Online Reviews resulted to 
Corruption Incident 
Classifications (for the meta-
data analysis)  
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Corruption Impact on Tourists’ Perceptions
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Trip Advisor ratings (Scale 1-5 with 1 = 
Poor and 5 = Excellent)

Highly negative and highly positive 
ratings have the highest impact on 

review readers. On average each review 

impacts 1 to 3 review 
readers

H1:  There is a relationship between review-rating (RR) and review-impact (RI):  The Pearson correlation test 
resulted to a value of: -0.136 which was significant at the 0.05 level. Simply stated, the lower the review rating (RR), 

the higher the review-impact (RI) and vice versa.  



© Alexis Papathanassis

The most frequently-
mentioned incidents 
are directly related to 

tourism…  Tourism 
professionalism
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Battling corruption-incidence 
occurrence in Amenities and 
Attractions could eliminate 

70% (88/125) of 

unfavourable reviews (1-3 star 
ratings)
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Story-Telling / Anti-Corruption Advocacy:  

Incidents of corruption story-telling, re-

collection and proposal of potential 

measures

Overcharging / 

Scamming / Bribery:  

Financial fraud aiming 

at tourists

Misinformation / Intransparency / 

Hidden Costs:  Incidents involving 

tourists being confronted with 

expectation failure and unforeseen costs   

Tax Evasion / Fund 

Misappropriation:  Incidents 

of suspicious transaction 

practices (as perceived by 

tourists) 

Sustainability / Social 

Responsibility:  Situations 

where tourists associate 

sustainability and social 

responsibility failures with 

stakeholder corruption 

Health & Safety Regulations:  

Incidents where low health 

and safety standards are 

attributed to corruption of 

control authorities

Crime Support / Authorities:  

Incidents where tourists 

were crime-victims, seeking 

support from authorities 

(private and public)

Discrimination / 

Mistreatment / Service 

Denial:  Preferential 

mistreatment of tourists in 

terms of service levels and 

pricing 
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H2:  There is a relationship between corruption-
incident-classification (CIC) and review-rating (RR):  

• The main question here is whether particular 
types of corruption incidents are related to less-
or more- favourable ratings.  

• An ANOVA test was conducted, indicating a 
significant RR difference between the CIC groups 
(alpha = 0.031 < 0,05).  

H3:  There is a significant review-impact (RI) 
difference between corruption-incident-

classifications (CIC):  

• The main question here is whether particular 
types of corruption incidents are related to 
reviews been perceived as more- or less helpful.  

• The ANOVA test here revealed no significant RR 
difference between the CIC groups (alpha = 
0.359 > 0,05).  

The type of incident 
significantly affects 

tourists‘ online ratings

…  But does not appear to 
affect whether others find 

the review useful or not

Guest Satisfaction Reputation≠
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Tourism Professionalism 
may not eliminate corruption…  But is 

limits its negative impacts on 

guests’ overall holiday 
satisfaction!  
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Corruption Impact on Tourists’ Perceptions
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Incident 
Occurrence:
•Incident of victimisation -
exploitation (e.g. 
intimidation, fraud)

•Authority Involvement (e.g. 
police, security officials).  

•Corruption Annoyance

Tourism 
Professionalism:
•Service Failure

•Expectation Failure

Active Reactions:
•Anti-corruption activism 
(i.e. warning to others, 
social media defamation 
and further communication-
related escalation)

•Own-participation / 
involvement in corrupt –
and even illegal / criminal 
counter-practices (e.g. not 
paying, providing false data

Passive Reactions:
•Stereotype Formation & 
Reinforcement

•Anti-Corruption Advocacy

•Heritage Depreciation

• Anti-Corruption Empathy

•Corruption Attraction -
StorytellingDestination Reputation Impact / Costs
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Proaction Domain Reaction Domain

Tourist 
Police Local 

Tourism 
Authorities

National 
Tourism 

Authorities
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There is no part of the world 
where corruption is absolutely 

eliminated. 
Olusegun Obasanjo * 

Corruption is like a ball of snow, 

once it's set a rolling it must increase. 
Charles Caleb Colton **

*  https://www.brainyquote.com/quotes/quotes/o/olusegunob591449.html
** https://www.brainyquote.com/quotes/quotes/c/charlescal156470.html
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