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Image sourcing: Wikimedia Commons (search 'mastic Chios'), Chios Mastiha Growers Association press kit

The incision: skilled, 
deliberate, shallow enough 

to keep the tree alive.

The tears: resin weeping 
from the wound, slowly 
hardening into value.

The villages: fortified 
monuments to five centuries 

of collective organisation.

The ‘Tree that Weeps’: 
The Chios Mastiha story

It gives nothing voluntarily… 
It must be wounded skillfully!
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From Mastiha to Destination Management: 
Why only in Chios?

The ‘Soil’

• Place / Destination-
specific assets & identity 

The ‘Incision’

• Strategic intervention —
executed, not written

The ‘Tears’

• Value created for visitors & 
residents

The ‘Hardening’

• Measurable, lasting impact

The ‘Hands’

• Competencies, transmitted 
between generations

The ‘Cooperative’

• Governance & stakeholder 
organisation

Success is a system, not an ingredient!
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Mastiha Products:  
Foods, Supplements, Beverages, Beauty Products

Reframing an ancient, anonymous commodity! 
The tree and the resin did not change…
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Core Elements of an Impactful (Cruise-) Destination Strategy
Beyond Generic Market Research-induced Measures! 

Mastiha Success 
Formula

S Smart Data, IoT & digital connectivity
(Gretzel et al., 2015; Boes et al., 2016)

“Ancient tree new tears”

T
Triple-bottom-
line

Environmental, social & economic 
sustainability
(Elkington, 1997)

“The tree must outlive the 
harvest”

R
Resource-
Based View

Leveraging unique destination assets
(Barney, 1991; Ritchie & Crouch, 2003)

“Soil… only in Chios”

I Inclusive Socio-cultural community involvement
(Murphy, 1985; Jamal & Getz, 1995)

“Every grower belongs and 
profits from the cooperative”

D
Destination 
Management

Tourism flows & carrying capacity
(Butler, 1980; UNWTO, 2007)

“Never cut too deep”

E Evolution Long-term strategic growth
(Brouder & Eriksson, 2013; Ma & Hassink, 2013)

“Replanting for later seasons”

Destination Strategy 
Blueprint
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Destination Resilience
Smartness and Sustainability – The ‘Learning Destination’

S
Smart

Data, IoT & digital 
connectivity

PLANNING:  Cruise arrivals are tourism's most forecastable flows. Itineraries are published 
18–24 months ahead. When do ports find out and how do they act on that information.

MANAGING:  Utilisation of arrival schedules (planned and real time – AIS) to organise 
excursion departures. Dynamically route passengers (e.g., signage and destination apps) 
and warn residents (e.g., publish a ‘cruise day forecast’). Streamline (de)embarkation (e.g., 
biometrics, luggage logistics) to increase time-at-port.

KNOWING:  Cruise lines know more about guests than the destinations. Smart 
destinations negotiate data-sharing into agreements and collect data on their guests 
preferences and consumption patterns.

SCALING: Online/AI Visibility and Bookability = Direct source market access = Demand 
control + less platform- or operator-dependency.  

T
Triple-

bottom-line
Environmental, social & 
economic sustainability

ECONOMIC DIMENSION:  Transit calls produce less income than turnarounds (crew 
provisioning, bunkering, hotel nights, air connectivity), and much of the spending ‘leaks’ into 
line-owned excursions.

ENVIRONMENTAL DIMENSION: Shore power is a ‘must’ (EU onshore-power requirement 
by 2030, EU ETS).

SOCIAL DIMENSION: Passenger-to-resident ratio, residents’ tourism acceptance rate, 
quality-of-life index score can serve as core metrics (Examples).
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EU comparison – spend per passenger visit 
(Data: 377 European ports, 2024)

169.50
Eur. Homeports

(21)

: 96.70
Eur. Ports of Call 

(357)

USD per visit. The difference is not 

down to the country, but to the type of 

call.

200 USD per passenger visit 

in Warnemünde (as a 

Homeport, above the 

German average).

The type of call is what matters!
Sources: Cruise Market Watch (2026), 2024 data; own aggregation across 378 European ports with country assignment (spend per visit = 

port spend / passenger visits). Homeport designation. Passenger visits according to Cruise Market Watch are not comparable with Cruise 

Baltic guest numbers (Warnemünde: 90,858 vs 592,000).
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1

Booking

+15%

RevPAR (Revenue per 
Available Room) through
AI pricing

Dynamic pricing and 
personalisation in sales

Evidence: hospitality, 
transferred

2

On board

+11.8%

Guest satisfaction

Real-time 
recommendations, crew 
planning, energy 
nudging
Evidence: cruise

3

Shore 
excursion

+10%

Utilisation of offers

Recommendations and 
visitor management 
ashore

Evidence: tourism in general

4

Port

− 40%

Visitor peaks

Pace passenger flows, 
forecast shore power 
demand

Evidence: crowd management

AI becomes a port matter: Without data access and shared 
standards, only the cruise line optimises.

Sources: Chen et al. (2023); Verma et al. (2025); Orciuolo et al. (2025); X. Wang & Zhang (2025). Four different 
metrics – deliberately without a common scale, as they are not comparable.

The Potential of AI
The guest journey and what the research shows at each stage
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Destination Identity and Cultural Leverage
Culture the Foundation of a Tourism Production System and Attractions its Physical and 
Experiential Outcome!

R
Resource-

based
Leveraging unique 
destination assets

ITINERARY POSITIONING:  
Port-substitutability means lower 
pricing and less negotiating power.

V.R.I.N. TOURISTIC ASSETS: 
Valuable, Rare, Inimitable and Non-
substitutable attractions (natural 
and human-made), landmarks and 
experiences.

I
Inclusive

Socio-cultural 
community 
involvement

ANTI-CRUISE SENTIMENT: Cruise tourism is visible and often serves as an outlet for  
wider tourism- or sociopolitical-conflicts. Community involvement ensures that local 
residents’ and local suppliers’ concerns are taken into account and can facilitate 
compromises (berth agreements, caps, excursion licensing). This can help prevent 
exclusion bred referendums, protests and bans.

POSITIVE SERVICE ENCOUNTERS: Tourism satisfaction and destination loyalty rests on 
‘Hospitality’. Quality entails consistently positive holiday encounters… not only with service 
professionals, but with all residents the guests come in contact with.

VRIN domain Rare (but copyable) Common (Parity only) Rare (but under-organized)

IMITABLE/SUBSTITUTABLE INIMITABLE

R
A

R
E

C
O

M
M

O
N

Geirangerfjord & 
Norwegian fjords

Mastiha & mastic craft 
(Chios, UNESCO ICH)

Historic ruins 
(Ephesus, Pompeii)

Hanseatic 
old towns

Wadden Sea 
(UNESCO natural 

heritage)

Flagship landmark 
('Bilbao effect')

Northern Lights / 
aurora tourism

Cruise terminal / 
homeport capital

Geothermal spa 
concept (Blue 
Lagoon)

Baltic amber 
(fragmented sale)

Duty-free retail mall
Sandy beach

Unbranded 
gastronomy / craft-
beer sceneGeneric 'charming 

old town'
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Sources: Lau et al. (2022); Dimitrov & Stankova (2019); Guo et al. (2024); Espinet-Rius et al. (2018), Pathanassis & Bundă (2016)
Average Spending based on own analysis of 378 European ports, Cruise Market Watch (2026), 2024 data.

Europe – Growth Through Diversity: 
A region is more than the sum of its ports

EXCLUSIVE
Differentiation through unique 
locations, limited capacity

e.g. Visby · Santorini · Dubrovnik · 
Geiranger

15.8% of passenger visits · avg. 
USD 87

ESTABLISHED
Reputation & brand – focus: 
sustainability and visitor 
management

e.g. Copenhagen · Stockholm · 
Tallinn · Venice · Amsterdam

18.0% of passenger visits · avg. 
USD 87

AUTHENTIC
Development potential, cost 
advantage, room for innovation

e.g. Wismar · Stralsund · Sassnitz · 
Split · Constanța

5.6% of passenger visits · avg. 
USD 86

GATEWAY
Hub: turnaround, arrival, 
maximum value creation per call

e.g. Kiel · Rostock-Warnemünde 
· Barcelona · Southampton

60.6% of passenger visits · avg. 
USD 165
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Destination 
factor

Importance

Destination mix: 
highlights + discoveries

●●●

Attractiveness of the 
destination

●●●

Accessibility of the 
destination

●●●

Port connectivity (hub 
quality)

●●●

Quality of the onshore 
experience

●●●

Security situation ●●●

Connectivity/reliability ●●●

Local environmental 
management

●●●

Accessibility of the 
destination

●●●

Quality of the onshore 
experience

●●●

Connectivity/reliability

What makes a route 
attractive?
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Integrative Destination Management
Cruise Tourism is an Evolving, Regional Multi-Stakeholder Eco-System…  Not a Local 
Cruise Terminal!

D
Destination 

Management
Tourism flows & 
carrying capacity

OVECROWDING:  Overtourism is a a seasonal/temporal and localised phenomenon. Defining 
more granular carrying capacity thresholds is key to managing overcrowding (esp. when it 
comes to cruises with pulses of 3,000–6,000 people within a short period in key attractions).

SEASONALITY:  Normalising seasonality is central to optimise infrastructure- and attraction-
capacity utilisation. Berth caps, slot systems, dispersal routing, and differentiated port fees 
are effective tools.

CLUSTER MANAGEMENT:  The governance of cruise tourism cannot be left to port 
authorities and local tourism authorities alone. Regional- and private sector-actors need to be 
involved. 

E
Evolution

Long-term strategic 
growth

TOURISM LIFE-CYCLE MANAGEMENT:  As tourism develops over time management 
failures emerge and locals’ perception shifts. 

TOURISM INTEGRATION:  Single-purpose cruise infrastructure creates an ‘tourism 
evolutionary trap’ and dependencies (i.e., tourism monocultures). Resilient port destinations 
invest in ‘convertible assets’, which can serve several tourism segments, as well as the 
domestic leisure and culture industry.

TECHNOLOGY ADOPTION:  Strategic investment ahead of the fleet development curve 
(i.e., Order books point to methanol- and LNG-capable, shore-power-ready ships and fleet 
polarisation).
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Conceptualising Destination Evolution and its Management
This we know since the mid 70s… Yet we still talk about the buzzword ‘overtourism’!

* But** Doxey, G.V. (1975) *** Faulkner, B & Tideswell, C (1997) **** Harrill, R. (2004). ***** Ap. J. and J. Crompton (1993).
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People have forgotten 
what they cherished in 
the first place and 
what it was that 
attracted the tourists 
in the first place.  

They must now learn 
to live with the fact 
that their ecosystem 
will never be the same. 

Urban/ Spatial 
Planning Failure

Tourism Strategy 
Failure

“Over-Crowding” 
(Physical / Geographical Space)
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What does research say about tourism/cruise levies?
Between steering effect and displacement risk

Differentiated > flat-rate 
Calveras & Sákovics (2025),

3.9 million overnight guests in Venice in 2024 
A record despite the entry fee for day visitors.

Flat-rate levies carry 
displacement risk

With substitutable neighbouring 
ports, flat-rate levies shift 
tonnage, not overall demand.

Mak (2008); Cavallero & Zagler (2024)

Earmarking boosts 
acceptance

Visible investment in 
infrastructure and environment 
boosts acceptance among 
guests and cruise lines.
Uzun Kocamış et al. (2025)

Emissions-based assessment 
as an option

Tourism volume correlates with 
CO₂ emissions. Levies can be 
linked to emissions impact.

Voit & Rhoden (2024)

Steering effect overestimated, data value underestimated

Venice’s entry fee barely reduced visitor numbers, but for the first time delivered robust tourist flow 
data.

Venice case study (2024–2026)
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Remember:

“Destination development is a macro-task. 

Like the Mastiha tree, it takes decades of 
consistent care to produce its resin. 

Attention to resin volume is not success… 

The process- and value- intention of its tears 
is!”



Thank you for 
your attention

To download my presentations  
(including this one) scan here:
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