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Abstract 

Issues regarding the impact mass tourism has had in countries worldwide have 

raised concerns from numerous national governments to research alternatives and 

develop conscious travel, through using events to de-seasonalise and change the 

already-formed destination image of nations. This research looked at discovering the 

effectiveness of diversification policies and the use of events implemented by the 

Spanish Government to resolve unsustainable mass tourism caused by previous 

branding, considering future connotations. It, therefore, focused on researching the 

case of Ibiza, due to the increase in popularity it received as a destination for luxury 

travel and party holidays. To meet objectives, qualitative data was collected through 

interviews with a council representative and a series of event professionals working 

in Ibiza to understand the topic through their experience and expert opinion.  

Analysed results showed seasonality and previous branding's impact in tourism and 

event businesses, increased demand from attendees for authentic experiences, and 

evident involvement from the Government in promoting MICE (Meetings, Incentives, 

Conferences and Exhibitions) and sports events to de-seasonalise and reposition 

destination brand. However, results also showed the influence of external factors in 

mitigating unsustainable issues, such as the high dependance on transport 

connections and the need for a better balance between public and private 

sponsoring for Sports events. Finally, the researcher provided recommendations to 

consider for the future, indicating the opportunities for further research into the topic, 

as an example, by the Government investigating ways to improve communication 

and effective collaboration.  
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Introduction 

Background 

As mass tourism increases, causing irreparable damage in destinations, the present 

days have seen a development in governments introducing event strategies for 

policy formulation to rebrand and reposition tourism. Millions of tourists visit famous 

landmarks in cities such as Barcelona and Venice every year, particularly in summer 

(Kettle, 2017). This has kept generating extreme seasonality and negative cultural, 

economic, and environmental effects in nations, which many reporters and 

researchers hoped governments could fix before generating irremediable damage by 

achieving a sustainable balance in offer and demand (Becker, 2017).  

In the case of Ibiza, it is important to examine these issues concerning mass tourism 

for numerous reasons. The Spanish authorities implemented campaigns and 

policies, such as the national development and competitiveness plan, Spanish 

Tourism Plan Horizon 2020, to ensure a sustainable tourism system (Turespaña, 

2008-12). This was designed to defeat tourists' saturation in destinations and create 

long-term positive environmental advances through implementing Sports and MICE 

events portfolios politically, among others (Turespaña, 2008-12). This tourism and 

events plan recently came to an end in 2020, generating an appeal to research if the 

objectives have been met. Furthermore, this 572.56km2 island part of the Spanish 

Balearic Islands (Ibiza Travel, 2019) has increased in popularity as a tourist 

destination during the last decade, particularly during the summer season, receiving 

3.2 million tourists in 2018 (IBESTAT, 2020), while its estimated population is only of 

157,704 residents (Forte, 2020). This continuous growth has consequently caused 

tourism development, bringing many economic benefits to the island, to the point it 

now heavily relies on tourism as the island's main economic motor, where 90% of the 

GDP is generated directly through the tourism industry (Palomo, 2017). 

Additionally, Ibiza has been characterised for many years for its climate, beaches 

and nightlife (Balearic Islands Tourism Board, 2017), and is recognised as one of the 

world's leading markets for 3S tourism: "Sea, Sun and Sand" (Aguiló et al., 2005, p. 
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219). Nonetheless, Ibiza's key attractions go much further. Ibiza's biodiversity and 

culture were declared World Heritage by UNESCO in 1999 due to its endemic 

species oceanic Posidonia (UNESCO, 2020). Finally, the overconcentration of 

tourists has also led to negative consequences, including territorial and 

environmental deterioration (Ibiza Preservation, 2019) and the rejection from local 

communities and businesses towards tourists' misconduct regarding their 

involvement with substance abuse, sex, and violence, causing a loss of tourism 

competitiveness (Briggs, 2013, p. 11).  

Research Aim 

This academic research aims to explore the use of events within diversification 

strategies and policies used in the well-known party tourism destination Ibiza. 

Findings of this research should make an essential contribution to examining the 

effectiveness of using these events to rebrand and reposition the island as a 

destination, with a particular focus on their role in avoiding tourism seasonality and 

economic reliance on one specific tourism sector. 

Research Objectives  

- To consider the impact of the island's previous branding as a "party island" 

and the broader positive and negative implications of using different events, 

such as sustainable events, as a reaction to diversify tourism and change the 

island's destination branding. 

- To discover if the objectives of tourism development strategies and 

Government policies implemented in previous years on the island of Ibiza 

have been met. If so, to analyse if events organised in previous years were 

part of the success. 

- To recognise the consequences COVID-19 has had in using events to meet 

tourism development strategies and the future implications it will have on 

recovering strategies. 
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Literature Review 

Increase in popularity and growth of tourism has made it crucial for government 

bodies to recognise the economic, social and environmental impacts tourism brings 

to destinations (Leiper, 1979, p. 391). As reported by WTTC (2019), tourism has 

become increasingly popular over the last decades, and it is now recognised as one 

of the world's largest industries, accounting for $8.9 trillion contribution to the world's 

GDP. 

Tourism and destination development 

Leiper (1979, p. 391) defined tourism as visitors "touring and travelling for pleasure", 

which the UNWTO (2008) similarly describes as travelling to locations outside usual 

environment for personal or professional purposes. Despite the economic benefits, 

including driving economic growth and destination competitiveness (Webster and 

Ivanov, 2014, p. 137), uncontrolled mass tourism growth can negatively impact host 

communities (Gursoy et al., 2010). In addition, Xing and Dangerfield (2011) explored 

how an increase in mass tourism in islands with tourism-based economies can 

approximate irreparable damage. At present in Ibiza, mass tourism has led to beach 

privatisations, party boats' overuse, rise in crime, increase in rental prices and noise 

pollution, and the rejection from locals towards "unlimited, disrespectful and 

excessive tourism" (Dickinson, 2018).  

Issues with seasonality:  

Cuccia and Rizzo (2011) recognised the short-term economic benefits of 

seasonality; however, explored the long-run unsustainable effects it also creates in 

accessing capital, holding full-time staff, and overusing facilities (Butler, 1994, p. 5). 

Jang (2004, p. 819) defined this as a cyclical yearly pattern creating a temporal 

imbalance in demand, expressed in dimensions of visitor numbers, expenditure, 

transportation, and admissions to attractions (Butler, 1994, p. 23). The persistence of 

these issues has challenged the public sector's efforts to mitigate them, including 

financial aid, alternative marketing strategies, and policy formulation (Butler, 1994).  

 



8 
 
 

 

Destination life cycle  

Following Butler's (1980) Tourism Area Life Cycle Model, seen in Figure 1, 

destinations go through 7 stages of tourism evolution brought by changes in visitors' 

preferences and needs, resulting in the cultural attractions and natural resources' 

gradual deterioration and possible disappearance. 

 

Figure 1. Hypothetical evolution of a tourist area (Butler 1980, p. 7). 

Responding to Butler's (1980) cycle, Cardona and Cantallops (2014) applied these 

stages to Ibiza, starting in 1931 with the exploration phase and increase in tourism 

offer, and in the 2000s entering the stagnation stage, in which peak capacity levels 

were reached. This raises questions of what stage Ibiza falls in presently, perhaps 

falling under the rejuvenation stage, due to the Government's efforts to recommence 

the cycle using Ibiza's natural resources to achieve sustained growth. As Cardona 

and Cantallops (2014) recognised, this stage is almost unreachable without a shift in 

the tourist attractions, which Giannoni et al. (2020) confirms, showing the Balearic 

Islands' Government success in implementing restructuring policies to redefine the 

tourist offer to attract new market segments. 
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Event tourism development, event portfolios and national event funding policies 

Looking at the public sector engaging in tourism development to ensure long-term 

improvement (Dung et al., 2018) and allocating resources in creating destination 

marketing campaigns to attract more visitors (Kubickova and Martin, 2020), national 

event funding policies have been used in destinations to achieve economic 

development objectives. Getz (2008) researched using events as motivators for 

tourism development to create economic impacts, including job and income 

generation through tourists' expenditure (Burgan and Mules, 2001, p. 322). In 

particular, sports mega-events, including the clear example of the Olympic Games, 

were widely used as government policy tools for capital accumulations and urban 

space transformation (Hiller, 2000, p. 440/41). 

Nonetheless, despite mega-sporting events enhance destination brand image, 

increase tourist visitation, and create an uplift in tourism (Kotler and Gertner, 2002), 

Lea (1988, cited in Almeida-García, 2014) explored the lack of empirical research on 

tourism development policies' impact, as they disregard the social and territorial 

imbalances they create. Alternatively, Mikkonen and Lahovuo (2020) explored how 

introducing cultural events instead can build a destination brand by diversifying the 

cultural offer. As Ormerod and Wood (2020) argue, the local government would 

achieve this by introducing and developing comprehensive local event portfolios, as 

they are characterised as being more effective in attracting and satisfying visitors. 

Along with the use of event portfolios in destinations, Ziakas (2010) defined these as 

strategically interrelating events taking place in a host community through 

implementing joint event experiences (Ziakas, 2010. Cited in Kelly and Fairley, 2018, 

p. 261). Kelly and Fairley (2018, p. 260) similarly recognised they follow an 

integrative approach and are more complex than single events, as they shift to 

synergies to meet tourism, social, cultural and policy goals. In contrast, Andersson et 

al. (2020) established that by evaluating complex value-creation and its long-term 

impacts, it is possible to identify the social and cultural benefits event portfolios bring 

to regions. They also identified risks' complexity in present days, due to COVID-19 

and the caused disruption in the events industry, including global mass cancellation 
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and postponement of events (Andersson et al. 2020, p. 414). This has caused event 

portfolio managers to rethink how to strategically manage risks in destinations to 

create a favourable destination image and achieve long-term outcomes (Andersson 

et al., 2020). 

Looking at the national event funding policies implemented in Ibiza, in 2007, the 

competitiveness development plan worth 322 million euros, Spanish Tourism Plan 

Horizon 2020 (Turespaña, 2008-12), was approved by the Ministry CONESTUR to 

centralise efforts to improve Spanish tourism by 2020 (Europa Press, 2007). 

Objectives included: 

- Promoting socio-territorial balance of tourism activities to increase economic 

benefits and improve natural and cultural locations' quality. 

- Creating services capable of operating throughout the year, such as 

strengthening MICE development schemes to increase off-season tourism. 

- Monitoring growth rate to create a new tourism cycle moved by sustainability. 

(Turespaña, 2008-12) 

However, this plan did receive criticism from the Popular Party, who described it as 

"unrealistic", questioning the viability of actions proposed and expressing its lack of 

effective execution (Noriega, 2007). Nonetheless, concerning Ibiza, this plan marked 

the start of promotion initiatives from the Balearic Islands Tourism Board (2017), 

such as the Plan Integral de Turismo de las Islas Baleares (2015-2025). This plan 

aimed to diversify the tourist offer to avoid seasonality issues and enhance 

destination branding by forming a cohesion of events. The local government became 

involved in: 

- Hosting events of environmental repercussion 

- Supporting present events part of the identity of Ibiza, such as sports, cultural, 

gastronomic, nautical, music and leisure events.  

- Offering economic incentives to private event agencies considered of touristic 

interest. 

(Plan Integral de Turismo de las Islas Baleares, 2015-2025) 
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Furthermore, considering the impact of COVID-19, UNWTO (2020) looked at 

implementing a recovery strategy to meet the UN Sustainable Development Goals. 

Objectives included: 

- Incentivising development to reorient the Tourism Value Chain towards 

contributing to sustainable travel and tourism. 

- Boosting off-peak tourism to stimulate travel by specific groups. 

- Diversifying services to avoid reliance on one single tourism activity. 

- Reviewing country image in main markets by identifying strengths and 

weaknesses, and opportunities and threats for tourism marketing and 

destination branding. 

(UNWTO, 2020) 

Repositioning of tourism and destination image 

Dragin-Jensen and Kwiatkowski (2018) recognised the importance of managing a 

strong destination image to increase destination competitiveness. Chalip and Costa 

(2005, p. 219) defined destination branding as the impression a destination creates 

in potential tourists' minds, including its functional and symbolic elements, which 

relates to Ritchie and Ritchie's (1998, cited in Blain et al., 2005, p. 329) description 

as the promise of a memorable travel experience associated with the destination. 

Berrozpe et al. (2017) used Kapferer's (1994) Brand Identity Prism to recognise how 

Ibiza's iconic, relational, and historic characteristics contribute to building Ibiza's 

global brand identity in all six dimensions, as seen in Figure 2. 

 

Figure 2. Brand identity prism (Kapferer, 1994. p. 43). 
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In particular, Ibiza's physical dimensions, including its bars, terraces, and nightclubs 

have contributed to global recognition as a "discotheque island", as this attractive 

symbol formed part of Ibiza's identity. Nonetheless, Berrozpe et al.'s (2017) research 

portrayed tourists knew no elements of nature and area of cultural tourism typical of 

the island. In addition, Tkaczynski et al. (2006) recognised the need for worldwide 

destinations with heavy tourism growth to utilise promotional campaigns to reposition 

the destination through image alteration and reclassification of tourism product. This 

would be caused by competition increase, changes in preferences of tourists, and a 

fixed image which does not promote the destination effectively (Tkaczynski et al., 

2006, p. 3). Furthermore, bad press could damage a destination's reputation, 

gradually leading to a decline in the perceived attractiveness of a place (Avraham, 

2006), which could be overcome by using media coverage of the perceived value 

and attractiveness of the new repositioned image as a destination image enhancer 

(De Jager, 2010). 

Summary 

To summarise, this section outlined previous academic research relevant to meeting 

the study aims and objectives. These being past exploration of the economic 

benefits and unsustainable effects of seasonality caused by tourism growth, the 

identified need for a shift in tourism attractions to achieve sustained growth, the 

importance of public-funded event portfolios and private events promoting both 

economic impacts and a socio-territorial balance. Lastly, the relevance of using 

promotional campaigns and government policies to reposition tourism and 

destination image. 
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Methodology 

This section outlines the methodological approaches used to conduct the research to 

achieve the aims and objectives. Methodology was considered using layers of the 

Research Onion Model (Saunders et al., 2009): philosophy, strategy, choice of 

methods, and data collection and analysis. However, the extra layers: sampling, 

limitations, and ethical concerns have been introduced. 

Research philosophy 

It is crucial to understand philosophy to evaluate and choose the appropriate 

research methodology to comprehend world's structures (Smith, 1998, cited in 

Crossan, 2013, p. 47). For this exploratory empirical study, an interpretivism 

research philosophy was adopted to construct idealism and truth based on people's 

values, experiences, opinions, and beliefs (BRM, 2020). Furthermore, the researcher 

was able to look at meaning and motives behind people's actions to understand 

behaviour and interaction with others and understand the topic further (Denzin and 

Lincoln, 1998). 

Research Strategy and choice of methods 

This research focused on mono-method primary data collection. Frances et al. 

(2009, p. 309) investigated qualitative research as being concerned with 

understanding phenomena by gathering detailed responses about experiences. This 

qualitative empirical research method favoured participants' narrative based on 

opinion and ideas of the topic, which allowed readers to interpret meaning based on 

people's feelings and opinions (Hennink et al., 2010). Jamshed (2014) identified 

interviewing as the most common social science research tool for qualitative 

research data collection. Using this method, rather than focus groups, was due to 

practical reasons and limitations of the research nature, time management, and 

questions of individuals' perspectives, making personalised one-to-one meetings an 

appropriate choice. According to Gill et al., (2008, p. 291), semi-structured interviews 

define areas explored and allow space to flexibly diverge and discover crucial 

information from asking open-ended questions, which allowed for in-depth 
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discussion. Although written notes were taken throughout the one-to-one interviews, 

these were also recorded to capture data more accurately and ensure all key points 

were identified. 

Sampling 

Sampling techniques were investigated to identify the most appropriate to gather 

relevant data to meet the research objectives and understand theoretical 

frameworks. The research population was chosen following targeted purposive 

sampling and snowball non-probability sampling. Palinkas et al. (2016, p. 2) 

identified purposive sampling as the most effective technique for qualitative 

research, as it allows to identify information-rich participants related to the 

phenomenon of interest. Specifically, homogeneous sampling was used, as 

candidates shared similar characteristics, these being similar job roles (Etikan, 

2016). Furthermore, Naderifar et al. (2017, p. 2) identified snowball sampling as 

existing participants contacting their acquaintances to recruit future subjects. This 

was applied when it became difficult to access participants with the target 

characteristics (Naderifar et al., 2017).  

Therefore, fifteen event professionals from various event sectors, these being 

gastronomic, sports, cultural, MICE and wellness events, were contacted via email 

and LinkedIn, informed about the study, and asked to participate. As a second 

research population, local government representatives from the insular council's 

tourism department, along with the five local councils of the island were contacted 

(See appendix 1A-B for email templates). These were selected due to their expertise 

and extensive industry experience. Snowball sampling was used when few 

responses were achieved by asking existing participants to contact their network to 

find participants interested in sharing their opinions on the topic. These were applied 

considering participants' knowledge, experience, availability, and willingness to 

participate. Finally, following responses, the researcher interviewed a total of five 

participants, three of them managing private event agencies, one responsible for a 

mixed public and private events-related entity, and at last, one council representative 

from the tourism promotion department. These lasted 30 minutes to an hour and 
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followed a schematic presentation of eleven questions asked following a 

chronological order (Jamshed, 2014). 

The Government representative was asked about involvement and success within 

applying government policies and future national funding support and implications. 

Similarly, businesses representatives were asked about the impact of previous 

branding, present seasonality issues, Government's mitigation involvement and 

future impacts. The researcher ensured questions were developed by identifying the 

main theories from the Literature Review and their relation to the questions (see 

appendix 2). Furthermore, as Majid et al. (2017) recognised, testing questions before 

conducting interviews was considered critical; therefore, piloting through rehearsing 

practice interviews was executed to ensure full understanding of the topic and 

questions. 

Data Collection and analysis 

Following the interviews, all data was collected, transcribed, and translated from 

Spanish into English (See appendix 3 for translated interview transcript). 

Subsequently, data was interpreted following thematic analysis through data 

reduction, coding and classification of themes and patterns. This type of analysis is 

defined as the method in which patterns are identified and analysed within data to 

capture important information and answer the overall research question (Braun and 

Clarke, 2006, p. 79). It is also considered appropriate for studies seeking to discover 

interpretations through accuracy, enhancing meaning in the research (Ibrahim, 

2012). 

Limitations 

Some of the cons of qualitative research include the reliance on subjective factors in 

data collection, as participants' answers could lack objectivity by being impacted by 

personal viewpoints and values, increasing difficulties in reproduce findings in later 

research (BRM, 2020). The researcher was, therefore, mindful when managing data 

and analysing findings to avoid bias, as reliability and representativeness of data can 

be undermined. Thus, interviews took place via video call, and written interviews 
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were considered a backup to achieve better response outcomes. Limitations 

regarding difficulties of COVID-19 were considered, including accessing people due 

to availability restrains. Nonetheless, despite identified difficulties, this also 

generated opportunities to produce interest from participants and talk to key people 

in the industry, causing an effective collection of the sample. 

Ethical concerns 

Although the project lacked ethical sensitivities, as this research only involved 

remote contact with over 18-year-old participants, this research possessed a 

potential risk of compromising participant confidentiality and anonymity and could 

generate issues regarding consent and data protection. To mitigate these, personal 

details were made anonymous using pseudonyms (See table 1 in the discussion 

section) and were not shared without previous consent. 

All partakers were asked to read an information sheet (See appendix 4) and sign a 

consent form (See appendix 5) containing rights of participation, rights of 

withdrawing data, voluntary participation, and usage, storage and protection of 

personal data. This research was conducted in compliance with regulations set by 

the UK GDPR (ICO, 2018) and with Leeds Beckett University policies on research 

ethics to ensure both participants and researcher's personal and legal safety. 

Therefore, data drawn from interviews was stored and kept secure in a password-

protected computer. 
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Findings and Discussion 

Following contacting participants, table 1 below shows a description of pseudonyms 

of participants and their characteristics. 

 

Table 1. Table of pseudonyms and characteristics of participants. 

After conducting the thematic analysis, the following themes, subthemes and 

patterns in Figure 3 below were identified. 

 

Figure 3. Diagram of interconnected relations between identified themes and subthemes. 
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Theme 1: Issues with Seasonality 

Linking back to Cuccia and Rizzo's (2011) research on the short-term economic 

benefits and long-run unsustainable effects of seasonality, all participants were 

aware of the extreme seasonality created in Ibiza, and the dependance on this 

marked tourist season from June to August, where the island is exceedingly 

crowded, and prices are immoderately inflated (P3). Despite the interviewees 

acknowledged seasonality's economic benefits in Ibiza, having many businesses 

dependant on these, all participants recognised the advantages of organising events 

of their sector in the low season and the numerous logistic difficulties of organising 

events in the high season. These included, but not limited to, obtaining motivated 

and energised event staff after summer, finding affordable accommodation for big 

groups, and finding venue availability, as these were mostly used for clubbing 

events, in line with Butler's (1994) research on the unsustainable effects of 

seasonality. In contrast, organising events in the low seasons allowed organisers to 

book venues, which would usually be booked in summer, to organise their events. 

Some participants specified the high season was therefore not particularly used for 

organising MICE events. Instead, the "shoulder seasons", from May to June and 

from September to October, were used as a popular alternative, exploring 

possibilities of extending these seasons. 

Contributing to Butler's (1994) research on the governments implementing financial 

aid, alternative marketing strategies and policies to reduce seasonality, the council 

representative (GR1) recognised one of the objectives when attending international 

fairs was promoting events in the low season. They also encouraged tourists to learn 

Ibiza is also an attractive winter destination. To do so, GR1 explained they enhanced 

a positive destination image by promoting events characterised by enhancing Ibiza's 

nature, culture, and gastronomy, including sports events, along with exploring Ibiza's 

business opportunities for MICE events. 

Furthermore, following Getz (2008), and Kotler and Gertner's (2002) research on 

using events as motivators for tourism development and utilising sports events to 

enhance destination brand image, P4 explained organising sports events throughout 
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the year was the ideal approach to attract people during low seasons. Which, if 

invested in and organised well, would generate direct regional wealth in the island by 

providing a year-round income, as shown by the tourism impact rate of their annual 

sports event held in Ibiza of €2.3m in 2019. 

Emerging Subtheme 1.1. Dependance on Transport Connections 

When asked about reducing seasonality by organising events during the low 

seasons, all participants indicated there were major external factors which caused 

considerable inconveniences, including the total dependance on Ibiza's transport 

connections, including ferries and flights, due to it being an island.  

P3 discussed Ibiza is a strategically well-placed destination because of the 

advantage of only being within a short 2-3 hours' distance from business-driven 

European countries, including Germany, UK, France, and Italy. These facilitated 

using Ibiza for MICE events, as attendees usually stay for one to three nights. 

Participants 1 and 2 also recognised Ibiza as an appealing destination for MICE 

events due to its desirable location. 

However, as GR1 stated: "We go from having direct flights to 100 national and 

European destinations from March to October, to when it reaches the end of 

October, the airport board changes, and only national connections are available with 

the occasional flight to Paris, Amsterdam and London." This weak prevalence of 

flights could also affect the availability of hotels, and therefore, accommodation of an 

attendee visiting during the low season, creating a competitive disadvantage to other 

destinations more easily accessible in Europe. 

GR1 mentioned the council and public sector's efforts in developing relationships 

with the airlines and teleoperators, including organising meetings and creating 

promotional campaigns to negotiate keeping the flight routes in winter. However, 

GR1 also explored the extreme difficulty of reaching an agreement, as airlines see 

this decision as unviable, as there is no direct benefit for the airlines if the level of 

demand is low. In addition, P4 showed success in communicating with big airlines 

and tour operators and increasing frequency of flights over the years, as the demand 
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increased when numerous athletes and their families booked flights to attend their 

sports events; nevertheless, P4 did recognise the potential for improvement. 

Theme 2: Repositioning Tourism and the Image of the Island 

Subtheme 2.1. Stereotypes of Ibiza (1st Image of Ibiza) 

Within the literature review, Cardona and Cantallops (2014) identified the stagnating 

growth Ibiza experienced and the attempt from both public and private sectors to 

enter the rejuvenation stage and achieve sustained growth through changing tourist 

attractions. Furthermore, as Berroszpe et al. (2017) explored, Ibiza's global identity 

had been categorised as a "discotheque island", which influenced Ibiza's destination 

image and the type of tourists visiting the island; however, also challenged how most 

tourists did not widely know elements of the nature and culture. 

Linking back to the literature, all participants recognised the previous stereotyping 

and strong initial image of Ibiza being classed as a "party island" due to its clubbing 

scene, along with the positive and negative consequences this had created. As P4 

stated: "Ibiza is known in the whole world and is the number one destination for 

nightlife and luxury tourism.", which intakes that this powerful image had been 

positive in earning international recognition as a destination. Similarly, P1 mentioned 

its influence in attractiveness, as people were willing to travel from numerous places 

and pay extensive prices to see the best DJs perform in clubs such as Pacha in 

Ibiza. 

This contrasts with P3, who acknowledged the economic benefits, however, 

recognised the adversity in attracting diverse tourists and acquiring new clients for 

MICE, as an example to organise a Medical Congress, as they assumed Ibiza was 

solely targeted at attracting party tourism for youth groups and therefore would have 

no potential in this sector. Clear examples of stereotypes of Ibiza solely being a party 

island include GR1s experience at an international fair, where an attendee 

responded: "No way! I am way too old for Ibiza now; I have a family." Along with P4, 

when talking to clients at European sports events, they had asked: "Wait, in Ibiza 

people do sport? the only marathon I have done in Ibiza is from one club to another". 
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In addition, participants explored how the strong economic benefits these create 

could generate a high dependance on this tourism sector, which can be less 

respectful and provide less value than perhaps other events and tourist attractions 

which would enhance Ibiza's nature, cultural offer, and traditions. Moreover, if 

demand were to change and other locations became popular as party destinations, 

difficulties would arise in remaining competitive.  

Subtheme 2.2. Nature and Beauty of Ibiza (2nd Image of Ibiza) 

Following participants' responses, it appeared Ibiza's tourists and people who had 

never visited had a strong formed image of Ibiza as a destination for luxury travel 

and party holidays. However, in line with Kapferer's (1994) Brand Identity Prism, P1 

conceived the island's cultural and authentic values had been undervalued and 

disregarded to some degree by previous branding and tourism sector. Participants 

described Ibiza as an extraordinary island with breath-taking natural landscapes, 

world heritage sites such as the Old Town, and full-flavoured traditional gastronomy. 

Furthermore, participants described the opportunities it offered for tourists and 

attendees to practice sports and do outdoor activities such as hiking, cycling and 

doing yoga classes, therapies, and meditation, due to its favourable environment and 

year-round climate. See Figure 4 below for word cloud with the most used words to 

describe Ibiza: 

 

Figure 4. MonkeyLearn word cloud analysis by Torrecilla-Winberg (2021). 
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As CR1 explained, this topic was becoming more prevalent, and the council had 

gotten involved in promotional campaigns to show this side of Ibiza, such as Ibiza es 

Wellness, in which wellness events including yoga and meditation retreats and 

sports events were supported. Event professionals also agreed their business had a 

strong focus in portraying the authenticity to their clients and attendees through their 

events, as their business aimed at encouraging attendees to see Ibiza through 

different eyes and challenged tourists' perspectives to break stereotypes and 

reposition its image. This was shown through their business and event slogans, in 

the case of P4's sport event being "Ibiza run and feel.", and in P2's company's recent 

change of slogan from "Experience of a lifetime" to "Discover the world through new 

eyes", which aimed at encouraging real and authentic experiences for attendees. 

Furthermore, P4 explained the visible customer loyalty in their organised sports 

events, as most attendees returned every year to challenge themselves with new 

personal sports goals and yearned to come back with family members or friends to 

explore the island further. 

Theme 3: Government Involvement 

In confirmation of the national event policies introduced by the national government 

and the local council, the council representative (CR1) demonstrated evident 

involvement, specifically from the five local councils of the island and the Consell de 

Ibiza to meet the objectives of promoting a socio-territorial balance of tourism 

activities and strengthening MICE development schemes and other events, such as 

sports events to de-seasonalise. This included sponsoring sports activities, 

developing offseason events, and their marketing and promotion annual action plan. 

The public sector had become involved in participating annually in the Tour de 

España stand and their own stand, in 18 to 30 of some of the most important 

international tourism and MICE events fairs, among them stands out IMEX, held in 

Frankfurt, IBTM in Barcelona, and FITUR and Madrid Fusión in Madrid. 

Most participants specified the Government had shown willingness to support their 

events' delivery. In particular, P1 stated the council had become involved in 

promoting their events through their network, giving access to the event's information 
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on their official tourism website. Furthermore, P3 expressed the tight relationship 

with all five local councils, receiving support in promotion and annual funding for their 

mixed public and private business. In particular, the Santa Eulalia council's presence 

had stood out due to the Congress Palace being located here. Yet, CR1 noted 

improvement possibilities in terms of development and better organisation for 

sponsoring sports events and promoting offseason events to extend the season, due 

to the long-term process required for legislative government's approval. Similarly, P1 

reaffirmed this demand for government bodies to communicate and collaborate 

effectively to distribute funds and achieve even better results. In addition, P4 

recognised the insufficient private sponsoring for their sports events, examples being 

sponsoring from hotel chains and clubbing agencies. The participant also perceived 

the need for a better balance between private and public sponsoring, which would 

allow for the desired growth to be achieved. 

Theme 4: COVID-19's Impact and Future Implications 

Considering the pandemic's negative impacts and the UNWTO's (2020) plans for 

implementing specific tourism recovery strategies, all participants confirmed the 

urgent need for Government support, due to the experienced tourism and events 

decline caused by postponement and decrease in enquiries for future events. 

Furthermore, the Government representative also explored their vigorous efforts 

during the pandemic to reduce COVID-19's economic effects; however, explained 

authorities were yet to plan how to implement future recovery strategies for the 

events and tourism industry after the impact of COVID-19. 

Nevertheless, contributing to Butler's (1980) Tourism Area Life Cycle Model, apart 

from businesses becoming more involved in showing the less-known richness image 

of Ibiza, participants also detailed, specifically at present, COVID-19 had contributed 

to the increase in demand from attendees and visitors for these types of events and 

activities, and therefore there had been a shift in tourism attractions. P1 and P2 

specified they were receiving more demand for smaller-sized groups at events and 

personalised outdoor activities, which caused a transformation of their incentive 

events activities, and offered attendees opportunities to discover the culture and 
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nature of the island. Furthermore, P2 cited "people had lost the connection with 

nature, and they were going to Ibiza to party and not remember anything after", 

further exploring presently people were becoming more conscious and appreciating 

travelling and being outdoors more. CR1 similarly pinpointed the increase of smaller-

sized events with more contact with the environment, due to businesses' needs to 

evolve and adapt to present circumstances and new tourists' values and lifestyles. 

Finally, P4 stated the present importance of redefining the tourism model to avoid 

Ibiza depending solely on clubbing events, as these tended to be organised in closed 

spaces with no ventilation and would therefore take longer to be authorised. Instead, 

outdoor sports events were more likely to thrive sooner in the future after a lift of 

travel restrictions, as attendees would benefit from breathing better-quality air. 

Nevertheless, this participant also identified Ibiza's insular nature and reliance on 

transport connections could act as a future advantage, as it could potentially gain 

international recognition as a safer destination. 

 

Conclusion and Recommendations 

This section analyses if the aims and objectives of the research have been met. 

These include exploring the impacts of destination branding and seasonality of 

private and public-funded events held in Ibiza, evaluating the effectiveness of events 

within government policies applied, and investigating present events' repercussions 

in achieving better results in the future. By considering previous academic research 

and primary qualitative, the researcher investigated if research' results contributed to 

or challenged previous theories regarding events' effectiveness and the 

Government's role in rebranding and repositioning the island as a destination. 

In line with meeting the objective of considering the impact of seasonality and 

previous branding in Ibiza, following the research findings, Kapferer's (1994) Brand 

identity prism was applied and confirmed to the case of Ibiza. Ibiza's famous 

clubbing scene and luxury travel opportunities had served as an advantage to 

position this destination on the map, contributing to its destination competitiveness. 
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However, Ibiza had seemingly suffered some negative effects of extreme seasonality 

and previous branding as a discotheque island due to its economic reliance on this 

sector, despite the economic benefits these created. According to participants, this 

had affected their event businesses, as their attendees and clients considerably 

lacked familiarity with Ibiza's natural and cultural attractiveness, challenging 

opportunities to attain new clients. Nonetheless, it was also established there was a 

demand for events held in lower seasons characterised for promoting authentic 

aspects of the island, enhancing Ibiza's nature, cultural offer and traditions. Results, 

therefore, confirmed how the present efforts from private and public sectors in 

generating a shift in tourism activities were becoming more prevalent. 

Furthermore, in accordance with the research objective of discovering if Government 

strategies had been carried out effectively, primary and secondary data research 

assisted in concluding that various objectives of Government policies implemented in 

Ibiza had been met. Particularly, objectives from the Spanish Tourism Plan Horizon 

2020 (Turespaña, 2008-12) of promoting a balance of tourism activities and 

strengthening MICE development schemes operating throughout the year to boost 

off-peak season tourism were achieved. Furthermore, GR1 showed evident 

involvement from the Government in accomplishing the objectives set in the Plan 

Integral de Turismo de las Islas Baleares (2015-2025) of diversifying the tourist offer 

and enhancing a positive destination image. This was feasible due to Government's 

support in the promotion of sports, cultural, gastronomic and leisure events 

portraying the authenticity of the island, along with awarding public funding to private 

event agencies promoting objectives to diversify tourism and reposition the image of 

the destination.  

Linking to the literature, events were therefore confirmed to be previously and 

presently used as tools of tourism diversification policies by the private and public 

sector in Ibiza, contributing to previous theories of the topic. This was based on 

participants succeeding in attracting visitors during the low seasons to attend MICE 

and sports events, as these effectively promoted off-season tourism by diversifying 

and revitalising the offer. This also benefited the island as events encouraged 



26 
 
 

 

visitors to discover the authenticity, in terms of Ibiza's cultural, natural and 

gastronomical offer. However, success was limited due to external factors, including 

Ibiza's dependance on transport connections and agreements with the airlines on 

flight routes in low seasons affecting hotel availability, along with insufficient private 

sponsoring for some events such as sports events. 

Lastly, looking at the research objective of considering future implications after the 

effects of the global pandemic, it was detected there was a need from event 

agencies for financial support from the Government to commence using events as 

tourism recovery strategies. Furthermore, GR1 also discussed the Government was 

yet to plan what direction to take to implement future tourism and event strategies 

under the present extensive uncertainty COVID-19 caused in these industries. This 

would contribute to the explored increase in demand for smaller-sized events 

organised outdoors, as visitors had started to shift their values and lifestyles by 

becoming more conscious and knowledgeable of the environment around them, 

wanting to learn more about the culture and traditions of destinations. Therefore, 

proposing outdoor events, such as sports events, could be used as recovery 

strategies for this tourism destination. To conclude, despite most policies applied in 

Ibiza had been achieved, the still present prevalence of these issues indicated 

possibilities for achieving better results in the future, suggesting there is still 

improvement to be made. 

Recommendations 

This study explored the lack of empirical studies on this research topic and the 

extreme importance of investigating the role of events in alternative policies and 

strategies to reposition branding of destinations and mitigate the prevalent global 

issues of extreme seasonality and mass tourism. Therefore, acknowledging research 

limitations, this paper portrayed the requirement for conducting future research to 

understand the topic further; specifically, looking at the case of Ibiza, the researcher 

identified necessities for further exploration in the following recommendations. 

Regarding the limitations in policy implementation caused by Ibiza's insular nature 

and total dependence on transport connections, the Government should consider 
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creating agreement opportunities with airlines to increase flight routes during low 

seasons and achieve tourism growth. Although there was evident difficulty in 

reaching these agreements due to low demand, participants also showed success in 

improving these if the demand level were to arise. Therefore, by the public sector 

allocating grants and financial assistance, these opportunities may become more 

feasible. However, the present impacts of the global pandemic should be considered 

when researching further. Results also portrayed meeting objectives of diversification 

strategies was also affected by the insufficient private sponsoring for sports 

activities. As explained, the public sector becoming involved in allocating resources 

to provide a better balance between private and public sponsoring could alleviate the 

issues created; this topic should be therefore explored further to achieve better 

results.  

Lastly, the Government could look at improving communication and effective 

collaboration to ensure a balance of tourism activities. This would mean continuing to 

avoid dismissal of clubbing events and luxury travel due to the competitive 

advantage and economic benefits they bring. However, the public sector should also 

investigate the benefits and disadvantages of investing further in sports events to 

maximise tourism growth in low seasons, contributing to avoiding economic 

dependance on the summer season, specifically considering the impacts of COVID-

19. At last, councils should also avoid solely depending on these tourism attractions, 

and therefore further looking at funding and promoting other events characterised for 

allowing visitors to experience other aspects of the island, portraying its culture, 

nature and traditional aspects. This need for a better balance has increased and 

become crucial due to the negative effects of COVID-19 and uncertainties regarding 

future impacts, making it crucial for research to be made on how government bodies 

can implement events in recovery strategies after times of crisis to ensure an 

effective balance in popular tourist destinations.  
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Appendices 

Appendix 1: email templates for council representatives and event businesses 

A) Email template for council representatives 
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B) Email template for event companies 
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Appendix 2: table of relation from interview questions to literature review 
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Appendix 3: Interview transcripts 

A) Participant 4 Interview Transcript in Spanish 
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B) Participant 4 colour coded Interview Transcript in English
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C) Colour coding 
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