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Abstract: The aim of this research was to explore the implementation of strategic management
approaches in Greek tourism and hospitality businesses during economic crises, in order to further
expand our current knowledge of operating in a turbulent environment and embracing novel aspects
by linking economic crises with the current literature on the COVID-19 pandemic. This research
emphasizes the connection between the strategic management approaches of 131 tourism organizations
and hospitality business performance by analyzing entrepreneurs’ opinions and hospitality business
markets. The results reveal that a significant percentage of the participants understand and use some
strategic management procedures, and some strategy in general, but there is a lack of a concrete
strategy for managing the turbulent environment caused by an economic crisis. However, a large
percentage of small tourism businesses are completely unaware of strategic management approaches,
and their knowledge of implementing a strategy during an economic crisis is limited. The practical
implications of this research can act as a navigator of the economic consequences caused by the
COVID-19 pandemic.
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1. Introduction

Tourism is one of the most important pillars of Greek economic growth, accounting for 20.8%
of the gross domestic product (GDP) and 21.7% of total employment which, before the COVID-19
pandemic, was estimated as totaling 846,200 jobs [1]. However, the recent report from the Bank of
Greece [2] revealed a dramatic situation caused by COVID-19, as the tourism revenues for June 2020
were only 64 million euros, in comparison with the 2.56 billion euros of June 2019. The importance
of Greek tourism for the economy becomes even greater when considering that the total revenues
reached 17.7 billion euros in 2019, according to the official data of the Bank of Greece [2]. Hospitality
companies comprise the main sector of Greek tourism development, with a total of 10,121 hotels that
offer a capacity of 798,650 beds, according to the latest data of the Hellenic Chamber of Hotels [3].
The importance of Greek tourism is also revealed through academic studies, as in developed countries
such as Greece, tourism contributes to economic growth and development [4].

The global financial crisis of 2008 affected the Greek economy and, consequently, the Greek
tourism industry after 2010 with the entry of Greece into the International Monetary Fund, mainly
due to ever-increasing deficits, the amount of public debt, and the amount of current transactions.
One of the main factors that influenced the Greek tourism industry during this time was the prestige
and solvency loss of Greece in foreign countries, especially during the loan period, that led to a
reduction in disposable income and a reduction in tourism expenditures, especially for Greek families,
as their income was reduced by 25% and they were unable to borrow from the financial system.
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Indeed, the parameters and conditions that influence tourism growth in each country [5] and economic
crises together generate a new mosaic of conditions.

Nevertheless, tourism and tourism companies managed to significantly mitigate the effects of
the 2008 financial crisis as a result of the continuous rise of inbound tourism, where revenues more
than doubled during the crisis period from 9144.5 billion in 2010 to 17.7 billion in 2019. It is worth
mentioning that a decisive factor in the rise of revenue and inbound tourism during the decade
following the 2008 financial crisis was the Arab Spring and the crisis in North African countries that
directed visitors to the rest of the destinations in the Mediterranean Basin. In 2020, Greek tourism
entered a new but different crisis due to the COVID-19 pandemic, where the initial forecasts of the
Association of Business and Retail Sales of Greece (H.R.B.A.) estimate that revenues will experience a
20–25% reduction compared to 2019, totaling 4–5 billion euros.

Taking into account the above context of an economic crisis, this paper addresses the recent calls
for more extensive research on the strategic management approaches in tourism and hospitality
businesses [6–8], along with recent calls linking crises and strategic management in tourism
businesses [9,10] and tourist destinations [11]. Furthermore, this paper draws upon the emerged
areas of studies exploring strategic decisions and economic crises in Greece [12]. Thus, the aim is to
investigate the implementation of strategic management in ages of economic crisis and to expand
our existing knowledge in the field. This research can further contribute to understanding the
COVID-19 pandemic and the economic impact it will have on the tourism industry. Indeed, the new
environment brought about by COVID-19 requires organizations to use a new corporate governance
model, new management methods, a new approach to gain customers, and a new way of coping
with competition.

In light of this, this paper contributes to the academic debate regarding whether or not hospitality
business have embraced strategic management in their operations [8,13]. In addition, it further
expands the theoretical discussion on the role of strategic management during periods of crisis [9].
Indeed, despite the many studies that have investigated crises in the tourism sector, the role of strategic
management in turbulent times still remains unclear, and this paper contributes to this discussion.
In countries that greatly rely on the economic prosperity brought about by tourism, such as Greece,
where 20.8% of the GDP comes from tourism [1], this paper contributes to the practical aspects of
designing a supporting policy for hospitality businesses, and evidence of the obstacles and limitations
of not implementing a strategic management approach are presented.

Furthermore, this paper contributes to the sustainable development of tourism in the
post-COVID-19 period and the economic consequences caused within the tourism industry by
the pandemic. Indeed, entrepreneurship can act as a transformational agent with regard to Sustainable
Development Goals (SDGs) [14], as in cases of countries with highly developed tourism industries.
The economic consequences of COVID-19 will have a negative impact on the eighth SDG of economic
prosperity, thus highlighting the need for sustainable development in tourism and hospitality [15].
In the hospitality sector, there is a fear that the economic crisis caused by COVID-19 will reduce
commitment to sustainability [16]. However, it is important to maintain sustainable development at
the heart of tourism, as sustainability contributes to economic growth [17]. As regards Greece, as stated
by the Bank of Greece [2], by June 2020, the revenues from tourism were already 93% less than those of
June 2019. This highlights a severe negative impact on the eighth SDG and, as a consequence, there is
an ongoing debate in academic and research circles regarding the opportunity to learn from flaws of
the past and to transform the sector toward an economic, social, and environmental path of sustainable
development [18–20]. In light of the above, the lessons learned from this paper for dealing with the
economic consequences of the 2008 financial crisis can be useful for both academia and policy in the
post-COVID-19 hospitality sector, as well as for achieving sustainable economic prosperity.

The remainder of this paper is set out as follows: Section 2 develops the theoretical background
of economic crises and strategic management. Section 3 describes the methodological approach
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used in this paper, while Section 4 unfolds the findings and discusses the results of this research.
Finally, Section 5 provides concluding remarks, future research avenues, and practical implications.

2. Theoretical Background

2.1. Crises, Tourism, and Hospitality Businesses

According to the international literature, a significant number of research papers have analyzed the
role that crises play in tourism in general, and particularly in the hotel sector, which is also investigated
in this research [21]. Global tourism has suffered a series of crises, in terms of both epidemics (e.g., SARS
and MERS) and pandemics (most recently COVID-19), as well as financial (e.g., 2008–2009, 2011) and
terrorist (e.g., 9/11) crises. Despite such crises, global tourism has shown resilience over time [22].
In particular, financial crises greatly affect tourism revenues by significantly reducing the dynamics
of the hotel industry [23], as the disposable income of prospective visitors becomes very limited [24].
Tourism-related employment challenges caused by a crisis are more focused in the Mediterranean
region, such as Greece, Cyprus, Croatia, and Turkey, and particularly in Spain [25–28]. Several studies
have approached financial crises from a visitor’s point of view, focusing on how they are affected
in terms of their spending capacity [29,30]. Nevertheless, there are few studies that approach such
crises from the strategic point of view, specifically in relation to tourism companies. Another strategic
approach was developed that studied the effects of financial crises on hotels and the measures taken
relative to the performance of the hotels under investigation [10]. The research focused on the quality
of investment in the brand and not on the horizontal reduction of business costs. Determining the
links between strategic management, uncertain external environments, and crises is an area on which
researchers must focus more intensely in the future [9,10]. An attempt was made to approach strategic
management from the point of view of the survival of hotel businesses, but in combination with the
governmental choices at the economic level [31]. Regarding the Greek context, many studies have
approached the effects of economic crises on tourism from the destination point of view [32], attempting
to establish the necessary requirements to regain efficiency in the wider tourism sector [33], as well as
the required marketing and planning strategies to get out of a crisis [12,34].

A significant number of papers have dealt with the strategic role of innovation and technology in
the tourism industry, and particularly in the field of hospitality. There are various papers focusing
on new technologies and their implementation during times of crisis, especially COVID-19 [35,36].
Knowledge management though machine learning technologies, innovation, and technology in general
in the global context demand the use of disruptive technologies, involving all aspects of the tourism
sector, from every stakeholder to every subdomain of the industry [36–39]. Hospitality businesses
are characterized by the interaction between stakeholders, business digitalization and agility [40],
and rethinking science, growth, and technology in response to COVID-19 [36]. The rapid development
of technology allows tourism and hospitality enterprises to significantly increase the quality of their
services [41]. In the post-COVID-19 landscape, hospitality businesses will need to draw on necessary
knowledge from other sectors, such as that of governments, and will need to follow specific steps,
such as: (1) start small and safe; (2) integrate data and service management; and (3) concentrate on the
customer experience [42], along with technological enablers for websites [43]. Unless hotel owners
and hospitality managers fully comprehend how new technologies function and adopt them into their
strategic management processes, they will likely struggle to recover from the COVID-19 pandemic.

The above analysis focused on the economic crisis linked to the ongoing COVID-19 pandemic,
as well as its anticipated economic impact on hospitality businesses in the post-COVID-19 period.
It is likely that the hospitality sector will face a resourceless environment [18], and scholars are
questioning the growth model of the tourism industry [22]. The questions and problems regarding the
future of hospitality businesses have set an agenda for the sustainable development of the hospitality
sector as a response to the non-optimistic outlook of its future so as to drive the sector to sustainable
solutions [16,19,20]. However, the same discussion has taken place during previous crises [44,45],
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which brings about questions regarding the ability of the hospitality sector to remain on track for
sustainable development after the COVID-19 pandemic [16]. Thus, learning from past crises can help
inform future strategic planning for hospitality businesses.

2.2. Strategic Management and Tourism Businesses

As regards strategy and strategic management, there are two different schools of thought in
the literature [46]. The first school approaches strategic management as an ongoing and dynamic
process [47–49] while the other school approaches it as a way of thinking for businesses [50–52].
Other researchers [53,54] state that this demonstrates that a strategic approach is made in more of a
multidisciplinary way. The key difference is that the former approach includes the strategic planning
process within strategic management, while the latter approach addresses it as a set of decisions, a way
of thinking in which strategic planning plays a major role. As far as the vital tourism and hospitality
industry is concerned, a number of attempts have been made to revise strategic research in this field.
Athiyaman in the tourism industry [55], as well as Olsen and Roper [56] and Tse and Olsen [52] in the
hospitality sector, considerably revised the year-long literature on strategy. Strategic management in
tourism, just like in other industries, involves action that aims to gain a competitive advantage through
a unique standard of services [57]. The most important aims of strategic management in tourism
consist of aligning the capabilities of a business with market opportunities [58] and understanding how
hospitality businesses involve and add value through knowledge to develop their own strategy [13].
Thompson and Martin argued that tourism and hospitality businesses can only prosper and keep
gaining a competitive advantage by using strategic management [59]. This can be achieved through
the continuous organization of learning, defining a well-structured vision for the future, and adopting
a flexible strategy and a unique approach with regard to employees and stakeholders. Along the same
line of reasoning, many authors argued that strategic management represents the segments of actions
required to realize the overall vision of a tourism organization, as well as to remain competitive [50].
Few studies have assessed the approach of strategic management through different parameters [8,13].
In recent years, a number of important academics have approached strategic management in hospitality
businesses, in combination with digital transformation, smart hospitality, and smart cocreation,
though this topic remains under-researched in the tourism sector [7,60].

2.3. Strategic Management, Performance, and Tourism Businesses

One of the most important and interesting academic issues is the relationship between the strategy
followed by businesses and their performance [61]. The strategic behaviors of tourism businesses,
hotels in the case at hand, affect their performance, as there are certain strategic parameters, such as the
size and type of hotel, its category, and its competitive advantage, that also affect its performance [62].
Taking into account the environment in which an organization operates, the choice and effective
implementation of appropriate strategies should instinctively lead to better performance compared
with an alternative [63]. Consequently, the environment of a tourism business is a significant parameter
to be investigated through the lens of strategic management [8]. The performance of a tourism business
depends on various factors including, among others, the strategy selected, the size of the business,
and the industry in which it operates [62,64]. However, business performance is a multidimensional
phenomenon with several interpretations in terms of both how to understand it and how to measure
it [63]. The measurement of the performance of a tourism business can be converted into measurement
of the effectiveness and efficiency of its strategic planning [65]. Traditionally, businesses use financial
data to assess and measure their performance and overall strategy. In recent years, however, given the
technological changes that have occurred, businesses have been searching for more efficient assessment
systems [66,67]. Several researchers have placed emphasis on non-financial factors, such as the
attainment of goals and their culture [68]. Reference is made below (Table 1) to the most important
research approaches in the field of strategy and strategic management with respect to the performance
of, primarily, tourism businesses.
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Table 1. Key research strategy and strategic management approaches in relation to the performance of
hospitality businesses.

Researches Subject Matter of the Research

[69] Strategic management factors relating to finances, clients, in-house business procedures,
and innovation and learning were analyzed.

[70]

The balanced scorecard (BSC) approach was proposed as the most useful tool to assess
tourism businesses and to implement strategic management processes. The authors
translated a business’s mission and vision by integrating them into its strategy and into
more tangible and measurable goals and actions.

[65] Four strategic planning parameters were defined, and then 18 characteristics that are
important in measuring strategic planning effectiveness were specified.

[71] The views of strategic management officers in hotels were investigated in terms of their
wish to integrate and invest in technology as a strategic choice.

[72]
The following priority factors for small- and medium-sized tourism businesses were
investigated: budget control, management of client relations, strategic management,
and cooperation.

[62]
Hotels’ competitive strategies and competitive advantages were analyzed in relation to the
broader environment in which they operate, the first mention of strategic groups in the
literature on hospitality businesses.

[73] The key performance resources and skills of businesses and the factors required to achieve
a competitive advantage through organizational agility were analyzed.

[74]

The impact of strategic management on hotel performance and the impact of the following
factors were investigated: management strategy for client relations, strategic planning,
competitive position, Information and Communications Technology (ICT), and
organizational learning.

[75] Strategic management in the tourism industry was examined through research aimed at
identifying strategic practices appropriate for hotels.

[76] Macro- and micro-level critical evaluation of strategy and strategic management in the
hospitality business field.

Own paper
The implementation of strategic management in hospitality businesses was examined
during periods of economic crisis, which was linked to the COVID-19 pandemic in order to
avoid failures of the past.

3. Methodology and Statistical Analysis

In this research, performance is approached from the perspective of tourism businesses,
in particular from the perspective of hotels, in which the use of strategic management was studied
empirically through field research that included a questionnaire. The research aimed to measure the
effectiveness of the use of strategic management and the extent to which it affects the performance of
tourism business, ensuring sustainable growth in a highly competitive environment. An effort was
made to use a holistic and upgraded approach to the strategy’s research branch from the broader
perspective of strategic management as a fundamental value of hotel businesses, that offers a competitive
advantage by enhancing performance and which managers seek to implement [77]. The main purpose
of this research was to measure the effectiveness of strategic management in tourism enterprises.
The most interesting part of this research is that it was conducted in the middle of a financial crisis in
Greece; as a result, we obtained conclusions on how hotel companies perceived their strategy during
such a crisis. Through research, an attempt was made to extract data, such as how effectively hospitality
businesses use strategic management during a period of crisis.

Trying to approach the above research question, we examined three factors (i.e., instrumental
variables) as they emerged from the statistical processing (factor analysis) of the responses to a
questionnaire set up for this purpose. The main research tool was a properly designed questionnaire,
which consisted of 50 questions. As regards the preparation of the questionnaire, the strategic
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management planning parameters were based on the model concerning the strategic management
process in tourism [56]. The strategic management parameters were based on the strategic management
steps defined by Raju [58], and the strategic management planning parameters were based on the
strategic management process analyzed by [26]. Finally, the performance characteristics of tourism
businesses were adapted according to the theory [62,63,65]. More specifically, these factors concerned
(a) the defining of strategies based on the market and clients, (b) the defining of strategies based on the
internal and external environments, and (c) the defining of strategies based on competition. Creating
these three components, we managed to provide the quantitative status of what we refer to as strategic
management for tourism companies.

As a next step, an attempt was made to correlate these factors with three very important indicators
(again based on the questionnaire) that measured the measurement of effectiveness, the enhanced
effectiveness in the use of function, and the positive impact on the economic performance of hospitality
businesses. We did this in order to examine whether, ultimately, there is an effect of strategic
management (through the three above-mentioned factors) on the operational and financial status of
hotel units, as well as on their effectiveness in general.

We found, according to the results of the correlations given in Table 2, that the factor of defining
strategies based on the market and clients was positively correlated with the indicator of enhanced
effectiveness in the use of function in relation to the company. This is because the Pearson coefficient
(measuring the linear correlation) was equal to 0.652 (greater than zero) with p < 0.05, which means that
there is a statistically significant (and positive) correlation at a significance level of 5%. The hypotheses
examined here to reach the above conclusion were as follows Hypothesis 1 and 2:

Hypothesis (H1). There is no correlation between strategies based on the market and clients and enhanced
effectiveness in the use of function.

Hypothesis (H2). There is correlation between strategies based on the market and clients and enhanced
effectiveness in the use of function.

Thus, based on the estimated p < 0.05, Hypothesis 2 is not rejected at a significance level of 5%.
Therefore, we were able to conclude that the more you define strategies based on the internal and
external environments, the higher the indicator of the enhanced effectiveness in the use of function in
relation to the company.

Table 2. Correlations of factors and indicators.

Indicator of Enhanced
Effectiveness in the

Use of Function

Indicator of the
Positive Impact of

Strategy on
Financial Data

Measurement
of

Effectiveness

Defining strategies based
on the market and clients

Pearson
Correlation 0.652 ** 0.486 ** 0.790 **

Sig. (2-tailed) 0.000 0.000 0.000
N 109 114 115

Defining strategies based
on the internal and

external environments

Pearson
Correlation 0.623 ** 0.493 ** 0.649 **

Sig. (2-tailed) 0.000 0.000 0.000
N 109 114 115

Defining strategies based
on competition

Pearson
Correlation 0.542 ** 0.531 ** 0.503 **

Sig. (2-tailed) 0.000 0.000 0.000
N 108 113 114

** Statistically significant at level 0.01, or 1%.
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Following exactly the same logical approach of statistical tests to examine the correlation between
the rest of the factors and indicators, we can conclude that the correlation observed between them
(see Table 2 with the respective results) is positive and statistically significant at the level of 5%.

Thus, comparing the indicators of effectiveness with the three factors that reflect quantitatively the
terms of strategic management, we can conclude (judging by the positive and statistically significant
sign of the correlation tests) that the implementation of strategic management is beneficial, at least for
the sample of companies that were surveyed during the critical period of the economic and financial
crisis in Greece.

However, it should be noted that the above conclusions do not apply universally to all companies,
regardless of the size of the hospitality business. It is more of a characteristic of companies with a
high star rating and a higher capacity. This is inferred from the results of the independence tests
(chi-square tests) of the factors with these two characteristics, as well as those of the indicators with
these characteristics (i.e., star rating and capacity).

It can be seen from Table 3 that many of the factors and indicators differ within their specific
categories in terms of the company’s size (business capacity), as well as in terms of the number of stars.
For instance, checking the independence between business capacity and measurement of effectiveness,
the chi-square statistic is equal to 8.152 with a p = 0.043 < 0.05; therefore, the measurement of
effectiveness depends on the size of the business. Our hypotheses were as follows Hypothesis 3 and 4:

Hypothesis (H3). Effectiveness measurement is independent from business capacity.

Hypothesis (H4). Effectiveness measurement is not independent from business capacity.

Given that p = 0.043 < 0.05, we were able to reject the null hypothesis.
Based on the average scores of the specific indicator (i.e., the measurement of effectiveness),

we realized that the effect is more evident in companies with a higher capacity (chart 1 in Figure 1).
For companies with less than 50 beds, the average effectiveness score was lower compared to those
with more than 50 beds (22 vs. 18 on average). This differentiation was also reflected in the previous
independence test.

Table 3. Results of comparing factors against the individual characteristics of hotel businesses.

Factors and Indicators

Measurement
of

effectiveness

Defining
strategies

based on the
market and

clients

Defining
strategies

based on the
internal and

external
environments

Defining
strategies
based on

competition

Indicator of
enhanced

effectiveness
in the use of

function

Indicator of
the positive
impact of

strategy on
financial

data

Comparing factors and indicators per business capacity

Chi-square 8.152 6.712 15.171 10.441 7.483 3.327
Df 3 3 3 3 3 3

Asymp. Sig. 0.043 0.082 0.002 0.015 0.058 0.344

Comparing factors and indicators per star rating

Chi-square 26.178 14.788 18.472 6.103 18.636 25.079
Df 4 4 4 4 4 4

Asymp. Sig. 0 0.005 0.001 0.192 0.001 0.000
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Figure 1. Analysis based on the number of beds of hotels.

If we exclude the following factors and indicators, then all of the others appear to depend on
the size of the company (based on the chi-square results in Table 3): (a) defining strategies based on
the market and clients; (b) the indicator of enhanced effectiveness in the use of function; and (c) the
indicator of the positive impact of strategy on financial data. In addition, observing once again the
results in Table 3, together with Figure 2 charts 7–12, only the indicator of enhanced effectiveness
in the use of function seems to be independent of the number of stars in hotel ratings. The rest of
the indicators and factors are statistically dependent (at the level of 5%) on the number of stars in
hotel ratings.
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4. Research Results and Discussion

The key factor identified by the analysis that has a significant impact on the businesses that
participated in this research was the economic and political environment in Greece, which is
understandable, while the intensity of competition was ranked lower. The overall economic
environment as a significant factor has also been confirmed by other studies. However, a good
number of businesses, i.e., 82%, felt that they were different from their competitors. According to the
businesses, their location and the quality of their services provided important competitive advantages,
while innovation was ranked lower. They considered their vision, mission, goals, and objectives as the
most important strategic management planning parameters. Most of the participants indicated that
they had not used any strategic management tool other than identification of their internal strengths
and weaknesses, as well as their external opportunities and threats (SWOT analysis), and most agreed
that strategic management was important in enhancing their performance.

The research showed that a significant percentage of the participants understood and used
individual procedures of strategic management and strategy in general, but lacked an overall picture
of what strategic management meant for tourism businesses. Also, a large percentage of small three-,
two-, and one-star hotel businesses stated that they were completely unaware of strategic management
and, therefore, had not adopted it. Drawing upon the results, it seems that small firms are more
reactive than proactive, due to the lack of an implemented strategic plan. The last one is linked to
the trends in tourism in recent years, where customers are positively influenced by the sustainability
practices of hotels [5,78,79]. This study confirmed, despite the fact that some hotels were not proactive,
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that market trends influenced entrepreneurial decisions, and sustainability practices could be set at the
core. Adopting a management model based on strategic management requires qualified staff with
appropriate knowledge and resources. Small- and medium-sized tourism businesses have limited
resources at their disposal and low management capabilities. This, coupled with economic limitations,
is a roadblock to development in an international competitive environment. Their poor management
capabilities render them unable to compete with larger businesses, both at local and international levels.
The findings are consistent with the literature, indicating that there is a lack of strategic management
in the tourism and hospitality sector in order to cope with a crisis [80]. Strategic management can be
equally successful in very small tourism businesses, enabling them to turn their disadvantages into
advantages [81]. Setting up business networks can be beneficial for modern small- and medium-sized
tourism businesses, particularly in the field of strategy, which requires a new approach for business
models. In the current new environment, tourism businesses will have to address profit and risk
through synergies within these cooperative networks [82].

As shown by the research, there are specific strategic management factors that can help enhance
business performance and, more broadly, business functioning. These factors include defining the
vision, mission, long-term goals (marketing goals in particular), market analysis through segmentation,
alternative strategies, optimization of these strategies, and analysis of the needs of tourists, as well
as strategy implementation assessment of a tourism business. Other critical factors identified by
this research that hotel businesses need to focus on at all times include emphasis on technological
developments, quality, and innovation, as well as differentiation of services. Indeed, the capability of
tourism businesses seems to play an important role [12]. Other critical factors that affect performance
and effectiveness include competition in the industry and taking measures to cope with the volatile
economic environment in which businesses have to operate.

Overall, these findings are consistent with the literature, indicating that there is a lack of strategic
management in the tourism and hospitality sector in order to cope with a crisis [80]. This is why this
paper argues that, in the post-COVID-19 tourism environment, there will be a need for transformation
from embedded sustainability [15,19] to the strategic management of hospitality businesses as a
response to the economic crisis caused by the COVID-19 pandemic.

5. Conclusions

As shown by this paper, the new environment in which tourism businesses have to operate greatly
stresses the importance of strategic management. The management bodies of tourism businesses need
to adopt a well-defined vision and mission, as well as specified values, in order to understand both the
tourism product they offer and that offered by competitors in order to keep up-to-date with changes
in the external environment at all times, which could have a significant impact on them, and should
become better acquainted with their clients’ and would-be clients’ characteristics. A sustainable
competitive advantage can only be gained through a client-oriented approach and through the
emphasis placed on clients by the business itself. Through systematic knowledge, such businesses
will manage to coordinate different skills and integrate multiple flows of innovation and technology,
which will be useful for making requisite decisions, ensuring secure and sustainable growth, and being
able to utilize suitable analysis and revise their specified directions at regular intervals as appropriate.
Through target setting in accordance with the above guidance, tourism businesses will strengthen their
strategic position in the industry’s value chain, but only by making clients a priority and quality a
dominant goal to be attained through the constant pursuit of innovation.

With that said, this paper sets some future research avenues related to (1) investigating strategic
management in periods of crisis and carrying out comparative analysis of different countries suffering
from austerity measures and a resourceless economic environment; (2) conducting more extensive
research in small businesses in the tourism sector and investigating their special characteristics through
the lens of how they can overcome a crisis through sustainable development practices; and (3) analyzing
the micro-level economic consequences in light of the COVID-19 pandemic, which has caused a negative
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impact on tourism activities, through the lens of strategic management and its implementation. In light
of the digitalization and implementation of new technologies forced by the COVID-19 pandemic,
strategic management in hospitality has to be examined through the digitalization of customer
services [42], technological enablers for online services [43], and new technologies [41]. While this
research investigates decisions based on the market and clients during economic crises, there is a need
for more intensive research on dynamic pricing as a strategy in hospitality businesses [81,82] during
and after the COVID-19 pandemic as a strategy to mitigate the impact on revenues.
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