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ABSTRACT

The purpose is to identify and explore the tourism consumption of corporate
events through team building activities, providing answers and solutions for
small and medium-sized enterprises. This research presents a mixed methodology
through the qualitative study of the behaviour of companies towards their
consumption and the quantitative exploration of the benefits and satisfaction
created by corporate events, supported by the analysis of the market offer of
team building activities. The results obtained and the associated discussion
form and answer the critical questions of the research, designed as a theoretical
platform for future research dedicated to the theme, has opened the way to the
relevance of market segmentation and the importance of linking the concepts
of tourism and team building. From the discussion of the potential of the team
building product as a tourism product, it was concluded that, from a holistic
point of view, tourism benefits from the consumption of these products and offers
answers to the demand of this market.
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Exploring Corporate Events as Tourism Consumption
1. INTRODUCTION

Tourism is one of the fastest-growing economic sectors and a promoter for
economic growth and development, with a significant impact on employment,
job creation, investment, infrastructure development and social inclusion (WTO,
2021, p. 21). Under the dominance of the marketing paradigm, in recent decades,
several authors have advocated the need to segment the tourism market, directing
the increase in tourism consumption according to the motivations of each one
(Levitt, 1982; Pires et al., 2011; Smith, 1995; Fereira et al., 2022). As a result,
tourism becomes a combination of products encompassing several partnerships
with various industries. Thus, from the marketing perspective, tourism market
segmentation allows the creation of several niches that classify the visitor according
to their travel motivation (Cracolici et al., 2006; Ferreira and Sousa, 2020; Novais
et al., 2018; Valls et al., 2006).

As a result of this fragmentation, the market consolidates the tourism supply
to meet external demand to promote the emergence of new products that solve the
emerging tourism demand (Diaz-Pérez and Bethencourt-Cejas, 2016; Dolnicar et
al., 2018; Lin et al., 2019). Currently, tourism is seen as a driver of satisfaction and
positive experiences for visitors of internal and external origin, bringing benefits to
businesses and the well-being of employees, as well as to the communities where
these activities are developed (Barcan, 2018; Ferreira, 2022; Ferreira et al., 2022;
Miguel et al., 2014).

However, itis unreal that tourism benefits only its stakeholders in abusiness context.
In another view, tourism provides satisfaction and experiences to other industries,
which see the tourism market as a service provider (Boléo, 2019). Increasingly,
the internal marketing of companies views the tourism offer as a way to foster the
satisfaction of their employees, using tourism products as motivators and solidification
connections between them, pursuing to meet their personal and professional needs
(Andrade, 2011; Cummings and Worley, 2009). To this end, various stakeholders
provide events in reply to this demand, adapting tourism products with the so-called
“team building activities”, moulding them to the achievement of the motivational
objectives outlined by the human resources management (HRM) of each company
(Boléo, 2019). In turn, the use of these activities has become an implicit need in the
daily lives of companies, which, given the increased competitiveness and difficulty
in the business world, consider it crucial that their employees are motivated and
dedicated to achieving the company’s objectives (Bogdanov and Zazykin, 2003;
Duffy and McEuen, 2010; Marques and Santos, 2017).

Companies progressively seek credibility and trust with their employees, which
permanently implies having a quality performance of excellence (Balta, 2018).
Furthermore, the industry has already realised that organising events with a vital

116



24 more pages are available in the full version of this
document, which may be purchased using the "Add to Cart"
button on the publisher's webpage: www.igi-
global.com/chapter/exploring-corporate-events-as-tourism-

consumption/338847

Related Content

The Importance of the Destination Choices of Tourists: The Case of Kazakh
Tourists Visiting Turkey

Mahir Nakipand Ayta¢c Gokmen (2020). Destination Management and Marketing:
Breakthroughs in Research and Practice (pp. 444-460).
www.irma-international.org/chapter/the-importance-of-the-destination-choices-of-tourists/251058

Dive with the Sharks: A Content Analysis of the Medical Tourism Supply
Chain

Yudi Fernandoand Lee Hwee Khei (2015). Current Issues and Emerging Trends in
Medical Tourism (pp. 31-43).

www.irma-international.org/chapter/dive-with-the-sharks/133635

Critical Reflections on Pro-Poor Tourism and Local Communities’
Participation at Grass-Roots Level: The Case of Chimanimani District,
Zimbabwe

Zibanai Zhou (2020). Global Opportunities and Challenges for Rural and Mountain
Tourism (pp. 228-244).
www.irma-international.org/chapter/critical-reflections-on-pro-poor-tourism-and-local-

communities-participation-at-grass-roots-level/247776

Leveraging on Digital Technologies to Up-Scale Tourism for Economic
Growth in Africa

John E. Efiongand Adewale S. Adegbola (2020). International Journal of Tourism and
Hospitality Management in the Digital Age (pp. 42-54).
www.irma-international.org/article/leveraging-on-digital-technologies-to-up-scale-tourism-for-

economic-growth-in-africa/240704



http://www.igi-global.com/chapter/exploring-corporate-events-as-tourism-consumption/338847
http://www.igi-global.com/chapter/exploring-corporate-events-as-tourism-consumption/338847
http://www.igi-global.com/chapter/exploring-corporate-events-as-tourism-consumption/338847
http://www.irma-international.org/chapter/the-importance-of-the-destination-choices-of-tourists/251058
http://www.irma-international.org/chapter/dive-with-the-sharks/133635
http://www.irma-international.org/chapter/critical-reflections-on-pro-poor-tourism-and-local-communities-participation-at-grass-roots-level/247776
http://www.irma-international.org/chapter/critical-reflections-on-pro-poor-tourism-and-local-communities-participation-at-grass-roots-level/247776
http://www.irma-international.org/article/leveraging-on-digital-technologies-to-up-scale-tourism-for-economic-growth-in-africa/240704
http://www.irma-international.org/article/leveraging-on-digital-technologies-to-up-scale-tourism-for-economic-growth-in-africa/240704

The Influence of Perceived Value Towards Customer Satisfaction in Hostel
Business: A Case of Young Adult Tourist in Indonesia

Anggraeni Permatasari (2020). International Journal of Tourism and Hospitality
Management in the Digital Age (pp. 11-22).
www.irma-international.org/article/the-influence-of-perceived-value-towards-customer-

satisfaction-in-hostel-business/259004



http://www.irma-international.org/article/the-influence-of-perceived-value-towards-customer-satisfaction-in-hostel-business/259004
http://www.irma-international.org/article/the-influence-of-perceived-value-towards-customer-satisfaction-in-hostel-business/259004

