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1.1 Introduction

The chapter stems from a thorough and in- depth 
exploration of  the evolution and growth of  the 
tourism sector on the Island of  Cyprus, from the 
first days of  its inauguration in 1960 (when the 
Island gained its independence from Britain) to its 
mature standing of  today. The chapter navigates 
the reader through the strategic development 
plans as these were drawn up by the authorities 
on the Island covering the 1960–2020 period. In 
turn and through the deployment of  pertinent 
facts, a critical view is presented.

On the theoretical axis, the main pillars 
this empirically focused chapter investigates 
emanate from strategic planning, policy 
making, tourism development and tourism 
governance, also taking into consideration the 
evolution of  the sector at large over the past six 
decades. On the ground, the concise and con-
fined setup of  a small Island with commendable 
growth in tourism over this period is thoroughly 
scrutinized.

For the reader who is not familiar with the 
Island of  Cyprus, its turbulent history and the evo-
lution of  its tourism industry, a brief  overview of  

its history is presented at the opening. The chapter 
then unfolds chronologically with the presenta-
tion of  the Island’s roadmap in strategic planning 
and policy making for the development of  the 
tourism sector over the past six decades. Milestones 
are based on the strategic plans that were drawn 
up over this period of  time. For each stage (from 
the early years to maturity) the key provisions of  
over this period of  time. Under each stage (from 
the early years to maturity) the key provisions of   
the plans are unfolded and analysed by interpret-
ing information based on evidence and experience.

The main reference priorities revolve 
around the strategic plans that have been drawn 
up over the past 60 years and the empirical 
contribution of  the author, who brings to the 
surface many pitfalls that have hindered or 
delayed the turning of  the destination into a sus-
tainable one. The reader stands to benefit from 
this chapter through the holistic view presented 
of  how a destination has evolved throughout 
this long period. This analysis of  the tourism 
sector in Cyprus would certainly serve as a good 
example of  a destination that is currently in the 
euphoric stage of  growth.

The chapter concludes by looking into 
the future through the past. Implications for 
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scholars and industry practitioners are pre-
sented, limitations are brought to surface and 
future directions are suggested.

1.2 Brief Background

Tourism plans, whether these are drawn up to 
serve at local, regional or national level, offer 
rich, in- depth and in- breadth material which 
is of  importance to practitioners and scholars 
alike. Tourism plans at national level are of  
paramount importance because they serve as 
a roadmap towards development, indicating to 
all engaged partners and stakeholders that a 
clear, well- thought- out vision is in place within 
predetermined objectives and goals, which is 
supported by developed action plans.

Tourism development plans are important 
to the business world and of  utmost importance 
to interested investors. On the one hand, an 
entrepreneur can follow up on the deployment 
of  a plan so as to build a strategy within the 
tourism sector, while on the other hand, tourism 
plans are important to the central government, 
which has to amalgamate these into its national 
priorities in an attempt to optimize their poten-
tial contribution for the benefit of  the economy, 
the environment and society. Furthermore, the 
study of  plans and their connection to public–
private partnerships, responsible and sustain-
able development, international cooperation 
and competition is of  paramount importance to 
the governance of  the sector.

Tourism development plans are equally 
important to scholars who are eager to 
investigate whether plans drawn up on paper 
are applicable in a real setup under different 
conditions. Additionally, research and evalu-
ation on strategic plans vis-à-vis their success 
in implementation contribute to progressively 
minimizing the negative issues and capitalizing 
on positive outcomes. On the other hand, the 
absence of  planning or the masking of  plans 
raises concerns and, as such, does not serve 
public benefit.

Tourism undoubtedly has a profound impact 
on destinations throughout the world. In the 
quest of  earning more ‘benefits’ from the influx 
of  tourism, many destinations have opted for 
an ad hoc development of  the sector or, in cases 

where a strategic plan has been deployed, this 
does not really have a strategic orientation, with 
an overall guiding framework and predetermined 
strategies towards development objectives, 
being absent (Hall, 1998). As a consequence, 
the phenomena of  overcrowding, uncontrolled 
and unplanned development, mass tourism, 
degradation of  quality of  life of  the indigenous 
population, alteration of  the physical environ-
ment, extensive use of  scarce resources, exceeding 
the destination's carrying capacity, inflated land 
prices etc. are evident throughout. Hence, failing 
to plan and control the development of  tourism 
within a sustainable context has brought about 
far too many negative issues that are difficult, if  
not impossible, to reverse in the fullness of  time. 
Failure to take the big picture into consideration 
leads to myopic plans that merely serve the sector 
and the country’s economy in a short- term 
manner. As supported by Ritchie (1999), tourism 
planning and development decisions need to 
adopt longer- term perspectives, as the cumulative 
effects of  today’s development decisions will have 
impacts well beyond the lifetimes of  those making 
the decisions.

For the purpose of  this empirical case- study 
chapter, a small in size, yet popular eastern 
Mediterranean destination was selected because 
of  its maturity stage in terms of  tourism devel-
opment, its rich access to documents and data 
pertinent to tourism strategy and development 
plans, as well as the deep knowledge and engage-
ment of  the author in the Island’s tourism 
system. Although islands exhibit weaknesses 
regarding their development perspectives, 
experience shows that they succeed from an 
economic perspective. Is economic prosperity 
the utmost goal in the development of  the sector 
or is tourism development seen as a vehicle of  
capitalizing on economic prosperity to help 
towards the island’s holistic development while 
at the same time reducing the strain inflicted 
upon the social and environmental fabric?

Towards this end, thorough desk research 
preceded the writing of  this case, which entailed 
a situation analysis of  the economic, environ-
mental and physical aspects of  planning on the 
Island, the structure of  the tourism sector with 
all its key actors and stakeholders, as well as the 
behind- the- scenes channels influencing and 
bypassing the planning process to the benefit of  
the few.
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1.3 The Island of Cyprus – A Brief 
Overview

Cyprus (Fig.  1.1) is the third- largest island in 
the Mediterranean (after Sicily and Sardinia), 
located in the extreme northeastern corner of  
Mediterranean, at the crossroads of  Europe, 
Asia and Africa. The Island lies 800 km east of  
Greece, 300 km north of  Egypt, 105 km west of  
Syria, and 71 km south of  Turkey. It measures 
240 km latitudinally and 100 km longitudinally. 
The country is an independent sovereign repub-
lic (since 1960) with a presidential system of  
governance. Its legal system is based on English 
common law with civil modifications. Cyprus is 
a full member of  the European Union and part 
of  the Eurozone. The Island occupies an area 
of  9251 km2 of  which 36.2% has been under 
military occupation by Turkey since 1974. Its 
2018 population in the government- controlled 
areas was estimated at 847,000 distributed 
among Greek Cypriots (78.6%) and non- Greek 
Cypriots (21.4%, which includes foreign citizens 
residing in Cyprus) (Saveriades, 2014a; Republic 

of  Cyprus, 2019b). The two major nationalities 
that dominate the Island’s foreign national com-
munity are the British and the Russians.

The Island has a central plain with moun-
tains to the north and south and scattered plains 
along the southern coast. Cyprus has 648 km 
of  coastline. Its climate is characterized by long, 
warm and dry summers and mild winters. The 
all- year- round average temperature is 23°C.

The official languages are Greek and 
Turkish with Greek being the main language 
on the Island. The English language is spoken 
widely throughout and used in business.

The Island’s economy is small, open and 
robust, with the services sector (tourism, 
financial services, real estate, shipping) con-
stituting about 87.1% of  GDP in 2018, 21.9% 
of  which is attributed to travel and tourism. In 
2018, around 10.6% of  the employment force 
(437,500) was directly engaged in the tourism 
industry. The GDP per capita for 2018 was 
estimated at €23,846.80 (Republic of  Cyprus, 
2019a, 2020a; STATISTA, 2018). The literacy 
rate is at 97.6% while crime is at 0.90 per 

EU member: since
2004
Eurozone member:
since 2008

Political system:
Presidential Democratic
Republic

Official languages:
Greek & Turkish
English is widely
spoken

Capital:
Nicosia

Currency:
Euro

Time zone:
GMT+2

Population:
847,000

Location: 35°
N and 33° E

Area:
9251 km

Fig. 1.1. Cyprus: key facts and figures. Source: Cyprus Investment Promotion Agency, 2020.
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100 persons. According to the World Health 
Organization (2017) Cyprus is the safest 
country in the world for young people out of  
184 countries across the globe.

1.4 Methodology

A qualitative empirical case study approach 
was selected for this field research. A thorough 
study of  the actual strategic plans over a 60- 
year period, coupled with the author’s deep 
knowledge of  and engagement with the Island’s 
tourism industry, is at the forefront of  the meth-
odology deployed.

The chapter does not aim to produce 
statistical associations between variables. As 
a qualitative empirical study, it aims to provide 
information that is rich in depth and breadth 
to aid the reader to understand the happenings 
within the specific boundaries of  the research 
area (the Island of  Cyprus). Findings cannot be 
generalized or transferred to other locations per 
se, but can serve as highlights of  the aftermath 
of  decisions taken at a specific point in time, 
under specific conditions prevalent at that 
time. As such, the methodology provides deep 
contextual data which cannot be transferred 
as is to other setups but can only serve as a 
guideline by bringing to the surface the ‘don’ts’ 
if  one comes across similar scenarios. Within 
this analytical framework, a critical writing 
style is adopted.

Throughout the chapter, the deployment 
of  the analysis ensures that descriptive (what, 
when, who, where), analytical (how, what if) 
and evaluative (implication, what next) compo-
nents are duly served.

In order to serve the selected approach, 
two questions are put forward, and an attempt 
is made to provide justifiable answers for these.

a. Is Cyprus a tourism success story or has it all 
been built on false pretences?

b. Should tourism flow results be attributed to 
noteworthy tourism development strategic 
plans, policy making and exemplary 
governance? Or should they be attributed to 
conjunctures that have worked towards this 
end?

1.5 Strategic Planning and Policy 
Making for the Development of the 

Tourism Sector: Six Decades in 
Retrospect

1.5.1 Evolution and the early years 
(1960–1973)

On 16 August 1960, Cyprus gained its inde-
pendence from the United Kingdom. Until then 
and since 1925, Cyprus had served the UK as its 
Crown Colony.

While some tourist activity and subsequent 
infrastructural development can be traced during 
Cyprus’s rule under Britain, i.e. before 1960, 
the evolution of  Cyprus tourism commenced 
in 1962 with the drawing up of  a purposefully 
designed and exploited development plan. As an 
independent nation, Cyprus, and specifically the 
Ministry of  Commerce and Industry (at the time, 
a tourist office operated under the Ministry), 
called in a group of  expert architects from the 
Société Centrale pour l’Equipment du Territoire 
Cooperation, under the auspices of  the French 
Ministry of  Foreign Affairs, to formulate the first 
tourism development plan for the Island, entitled 
‘Cyprus Study of  Tourism Development’.

In retrospect, that tourism development 
plan, which was drawn up almost 60 years 
ago by non- tourism personnel, took into con-
sideration many major influencing factors that 
the global tourism industry is struggling with 
today (natural resources, environment, social 
fabric, controlled development and the Island’s 
carrying capacity), bringing to the surface those 
notions, which, if  followed, would serve as a 
valuable guide for the Island’s tourist develop-
ment within a sustainable context.

In summary, the ‘Cyprus Study of  Tourism 
Development’, covering a 10- year period (1963–
1973), foresaw an explosion in the potential for 
development, with an annual average rate of  
increase in arrivals of  not less than 15% over a 
decade, which translates to 150,000 visitors by 
1972 (MCIT, 1962). This in turn would call for 
an increase in the bed capacity by at least 5000. 
On the forecasting side, the study envisaged an 
increase in the country’s gross national income 
by 12% in 5 years. At the time of  preparing the 
plan (in 1961), tourist arrivals on the Island 
were 40,140, with visitors at the time coming 
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mainly from the UK, Israel, Greece, Egypt and 
the US. Furthermore, the plan called for the 
setting up of  a trust organization (in the form of  
a joint business government company compris-
ing state, public and semi- public institutions) 
that, in collaboration with the Tourist office, 
would secure the financing of  various opera-
tions and funding for development projects. The 
plan called for development to adhere to the 
protection of  certain areas. It explicitly states 
‘There are many beautiful sites in Cyprus; their 
number is not, however, inexhaustible. As they 
are expected to be the main power of  attraction, 
they must on no account be spoilt’ (MCIT, 1962, 
p. 8). Towards this end, the plan called for the 
drawing up of  detailed legislation on the pres-
ervation of  character, the preservation of  flora 
and fauna and the protection of  sites through 
the creation of  prohibition regulations.

One has to acknowledge the fact that in 
those years, tourism planning was not a fully 
developed scientific field, hence, at the time, 
town planners and architects were assumed to 
be the experts, or the closest possible to experts, 
in the field. One has also to acknowledge that 
while the field of  spatial and town planning and 
the field of  tourism planning are distinct areas 
of  scholarly and scientific interest, they go hand 
in hand when it comes to sustainability in the 
development of  tourism.

At the heart of  this strategy lie a series of  
regional and local studies, which portray in 
detail their characteristics and bring to surface 
what and where specific tourism development 
projects could help build the Island’s tourist 
product.

Contrary to the fact that infrastructure was, 
at the time, weak to support middle- to- high- end 
tourism, on the ground, government policy was 
geared towards attracting high- and middle- 
income visitors, who were seen to provide the 
greatest benefit to the economy. Indirectly, mass 
tourism was excluded (Andronikou, 1979). This 
was because tourism was, at the time, seen as a 
cash injector that would in turn help the country 
finance the development of  social services as well 
as fund the necessary infrastructure projects – 
clearly a myopic view in retrospect, especially 
when one takes into account the efforts exerted 
today to embrace tourism development within 
a sustainable context. From an economic point 
of  view the plan certainly succeeded in securing 

an average of  19% (yearly rise) in tourist arriv-
als between 1963 and 1973, with Kyrenia and 
Famagusta (the coastal cities/resorts) account-
ing for over 70% of  all arrivals (Republic of  
Cyprus, 2019a). However, government actions, 
contrary to the policy that the same government 
had drawn up, encouraged the rapid (and to a 
large extent, uncontrolled) and mass develop-
ment of  the industry.

Despite the government’s policy to pursue 
the development of  a product geared towards 
affluent clientele, development on the ground 
was far from sustainable, with mass coastal 
development dominating the scene. This is to a 
large extent attributed to the incomplete nature 
of  the town and planning laws that existed at 
the time, which did not contain any provisions 
for tourism development. The amendment of  the 
town and planning laws came into force much 
later, in 1990. By that time, the uncontrolled 
development was so broadly spread that it was 
extremely difficult if  not impossible to streamline 
the sector. The aftermath of  this alone is strongly 
felt, even today.

In 1969, a semi- governmental organiza-
tion, the Cyprus Tourism Organisation (CTO), 
was established and was assigned the respon-
sibility for the development and promotion of  
Cyprus’s tourism.

1.5.2 The hard years 1974–1989

The ‘success’ (in terms of  tourist arrivals and 
revenue from tourism) of  tourism development 
changed abruptly in the summer of  1974 when 
Turkey invaded and occupied 37% of  the Island’s 
territory. This meant that four- fifths of  all 
accommodation, and virtually all hotels under 
construction, were removed from the Cypriot 
economy, as these were located in the northern, 
now occupied, part of  the Island (Andronikou, 
1979). Furthermore, Nicosia’s International 
Airport (at the time, the main airport of  entry to 
the Island) ceased operation.

With the economy on the verge of  collapse, 
the government initiated a series of  Emergency 
Economic action plans, which tackled many 
economic and social parameters, including 
the re- establishment of  tourism in the non- 
occupied southern part of  the Island, as a 



6 A. Saveriades

tourist destination. The plans comprised support 
schemes mainly under the pillar of  economic 
sustainability. Some environmental (spatial) 
schemes were also included. Towards this end 
and in order to maximize tourism development 
potential, low interest rates, free government 
land in coastal areas, duty- free imports of  hotel 
material and equipment, the relaxation of  
planning controls, development of  easements, 
and other economic and fiscal incentives and 
tax benefits, were introduced to encourage the 
private sector to take a leading role in rebuilding 
the Island’s tourism (Ioannides, 1991). It was 
evident throughout that the government was 
keen to help refugee hoteliers, and to reactivate 
their businesses on new ground as soon as 
possible. Concurrently, Larnaca Airport was 
rehabilitated and expanded so as to re- establish 
international air transport connectivity.

Although the Turkish invasion had an 
immediate effect on visitor arrivals, this was 
comparatively short- lived. Visitor numbers 
plunged in 1975 to 47,000, but by 1976,these 
reached 172,000, and by 1979, arrivals sur-
passed pre- invasion levels (Godfrey, 1996).

A development study (ANFA Consultants, 
1976) and three Emergency Tourist Action plans 
(covering the periods 1976–1978, 1979–1981 
and 1982–1986) were drawn up at the time to 
help the tourist industry recover (Republic of  
Cyprus, 1976, 1979, 1982). In all, one could 
read the growth figures and effortlessly con-
clude that these plans were successful enough to 
put Cyprus back on the tourism track. However, 
looking deep down into what has happened, it 
is evident that this ‘success’ could be attributed 
to the targeting of  a single market (the UK), 
which by the end of  the aforementioned period 
accounted for 65+% of  tourist arrivals. In order 
to satisfy the desire for maximum profits, a 
laissez- faire approach prevailed with no notion 
of  regional balanced economic development, 
no physical and build environment planning 
and no carrying capacity studies. Capitalizing 
on the absence of  an up- to- date regulatory and 
planning framework, control of  development 
was virtually lost. In 1980, the government 
brought forward a new set of  regulations in an 
effort to bring development back under control. 
These, however, were once again accompanied 
by another set of  incentives. For the CTO, these 
regulations were (on paper) the foundation for 

a rationally balanced development. However, 
the aftermath of  the pitfalls described earlier 
became irreversible and are evident today with 
a high discomfort level stemming from the 
uncontrolled development affecting locals and 
tourists alike.

Contrary to the geographical distribution 
of  tourism development as this was emphasized 
in the plans, development on the ground was in 
the coastal areas with Ayia Napa (a traditional 
fishing village) accounting for 30.7% of  the 
licensed total bed capacity in 1985 (Andronikou, 
1987, p. 27). Between 1981 and 1990, bed 
capacity in the Republic grew from just over 
15,000 to nearly 60,000 (Republic of  Cyprus, 
2019a). This explosion in bed inventory in such 
a short time was enough to seriously undermine 
the CTO’s efforts to portray the Island as a 
quality destination (Gillmor, 1989).

By 1990, nine out of  every ten licensed 
tourist beds were located along the Island’s 
southern coast reinforcing the country’s 
dependence on beach- based ‘sun- lust’ tourism 
(Ioannides, 1991). Many more unlicensed 
accommodation establishments escalated the 
aforementioned problem with social impacts, 
influx of  foreign workers in the hospitality 
industry and the rise of  land prices being marked 
as the most evident aftermath of  this rapid and 
uncontrolled development. Ayia Napa is a case 
study of  how a traditional fishing village was 
turned into a disproportionately huge tourist 
resort where the locals were virtually displaced 
from their land with total loss of  identity and 
an array of  socio- cultural problems (Saveriades, 
2007). These problems are to date irreversible.

1.5.3 The golden era 1990–2000

This single activity model revolving around 
the sun, sand and sea image was, in the late 
1980s, raised by the CTO, who questioned 
its long- term sustainability. The government 
then began, once again, to rethink tourism 
on the Island. At that time, the World Tourism 
Organization (WTO) was called in to help in 
the preparation of  Cyprus’s new tourism policy 
for 1990–2000. The new plan (CTO, 1990) 
placed a lot of  emphasis on building solid and 
sound foundations at the planning stage, taking 
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into consideration not only economic but also 
social and environmental factors. The CTO was 
assigned the responsibility to implement the 
plan. In ‘support’ the Government also put into 
effect the new Town and Country Planning Law 
(Republic of  Cyprus, 1990), which provided the 
legal framework for all land use. However, in the 
absence of  a strong regulatory framework that 
would have granted authority to the CTO to 
enforce and coordinate all prevailing develop-
ment activities, authority was scattered around 
tens of  different public bodies under different 
ministries, often with conflicting priorities. As 
expected, the result was once again detrimental, 
with the government’s inability to regulate the 
sector a hard and sad fact. Despite the lack of  
power to control its stakes, the CTO managed, 
under adverse conditions, to sustain a healthy 
growth for the sector. If  the CTO had been 
granted the tools to control and fully govern the 
sector’s development, the state of  tourism on 
the Island today would have been more refined, 
mild, directed and sustainable.

What is questionable even today is whether 
this can be attributed to the efforts of  the CTO 
or is it because of  the image of  an unspoilt 
destination in the sunny Mediterranean that 
Cyprus enjoyed at the time? It is this author’s 
belief  that the CTO played a healthy role in the 
sustainable development of  tourism on the 
Island at the time. Examples such as the Rural 
Tourism Initiative launched by the CTO in 1991 
and the tourism development of  the Akamas 
Peninsula, which included the ‘Laona Project’, 
demonstrate that the CTO intended the sector to 
develop on solid ground. Furthermore, the CTO 
drew up other special interest product strategies, 
such as the golfing strategy and the marine 
tourism strategy.

The author continues to believe that the 
rapid and unrestrained development leading 
up to 1990, coupled with the occasional 
relaxation of  planning restrictions in certain 
areas by the government, contrary to its own 
development plan, did not help the efforts 
to regulate the sector. Certain development 
projects were given the green light when they 
should not have been, but we cannot turn back 
time, and one has to amalgamate all these into 
the new tomorrow. However, with the altering 
of  the character of  the local area, this is easier 
said than done.

1.5.4 Euphoria (2000–2010)

The guiding vision that inspired the 2000–2010 
national tourism strategy is embodied in the 
following visionary statement: ‘Cyprus: a 
qualitative tourist destination that will satisfy 
the visitors with various interests and quests 
and ensure the continuous improvement of  the 
quality of  life of  the locals’ (CTO, 2000, p. 5).

This strategy envisaged that, within the 
context of  sustainable development, actions 
put forward would safeguard and nurture the 
quality of  the tourism experience, the beauty of  
the natural environment as well as the quality of  
life of  the indigenous population by making best 
use of  the resources available without depleting, 
eroding or exhausting them, thus enabling the 
destination to respond successfully to the needs 
of  visitors and locals alike. Albeit sounding 
promising enough to secure the long awaited 
‘right path’ for the development of  tourism, 
these bold statements were accompanied by a 
set of  overambitious numerical targets in an 
urge to increase both the number of  visitors 
and the revenue derived directly and indirectly 
from their visit and activity on the Island. 
The plan replaced ‘hard’ terminology such as 
‘monetary targets’ with soft phrases such as 
‘socio- economic’ benefits.

Nevertheless, the strategy attempted to 
reposition Cyprus on a pathway that built on the 
warmth and hospitality of  the locals as well as 
the authentic qualitative experience one would 
enjoy while visiting the Island. Towards this 
end, the strategy revolved around three distinct 
strategies supported by detailed action plans 
(the marketing strategy, the product strategy, 
and the quality and value- added strategy). In 
these, special emphasis is placed on the further 
penetration into existing markets; the exploita-
tion of  new markets; the upgrading of  existing 
products and the development of  new ones; the 
introduction of  e- marketing; the development of  
special interest products to shift away from the 
traditional sun, sea and sand destination; the 
creation of  a multidimensional experience; the 
enhancement of  guest satisfaction; the cultiva-
tion of  a distinctive character and identity; the 
elevation of  professionalism levels within the 
industry; the nurturing of  tourism awareness 
on matters of  hospitality and authenticity; and 
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the respect for and protection of  the natural 
and cultural environment and social values. 
Following the aforementioned, strategies at 
regional level were conducted following the 
same tri- pillar approach in line with the national 
strategy. Towards this end, five regional tourism 
boards were established in order to implement 
the regional strategies and their action plans.

The national plan also called for the 
upgrading and enrichment (in line with the 
vision of  the Strategic Plan for the Development 
of  Tourism) of  the necessary infrastructure for 
which the government and the local authorities 
are responsible.

Originally the plan spanned 10 years 
(2000–2010). However, in 2003 a new gov-
ernment was elected to office which wanted 
to convey a plan of  its own. Thus, the existing 
plan was dropped and rewrapped into a ‘new’ 
7- year plan (CTO, 2003). The differences in the 
two plans are cosmetic and revolve primarily 
around a change of  the cover and some of  
the introductory pages. This alone underpins 
the ‘seriousness and professionalism’ with 
which governments and political actors tackle 
the sector that accounts for one- fifth of  the 
Cypriot economy. It is evident over time that no 
government since 1960 has credited tourism 
with the weight it deserves and has elevated 
it into a national priority, hence, each govern-
ment draws up plans of  its own that seem to 
bear no relation to the impact of  the sector in 
the fullness of  time. It is imperative that the 
development of  the sector should stem from 
a holistic approach that integrates tourism 
into the wider context of  the economy, society 
and the environment. For a country in which 
tourism plays such an important role in its 
prosperity, tourism should have been elevated 
into a national priority (similar to education 
and healthcare). As such, it would follow a 
predetermined pathway, irrespective of  who is 
in office, which in turn would safeguard long- 
term planning and sustainability.

The new government at the time assigned 
the CTO a coordinating role with the mission 
to ensure that all responsible agents worked 
towards the implementation of  the various tasks 
under their authority. The hard fact that the 
CTO had no legal authority over all those (public 
authorities, local authorities, private sector) who 
were responsible for their contribution towards 

the implementation of  the strategy caused this 
otherwise promising strategy to fail.

Despite the fact that, on paper, two bodies 
were tasked with ensuring the fulfilment of  the 
strategy (one at ministerial level with the five 
ministers of  engaged disciplines being involved 
in ensuring that their assigned tasks would 
materialize and the other being a steering 
committee at CTO level), on the ground, it soon 
became clear that the ministerial committee was 
set aside and the strategic plan was left in the 
hands of  the CTO, which lacked the necessary 
ammunition to fight for its deployment.

One could easily agree with Rhyne (1985), 
Bryson and Roering (1987), Mintzberg (1994) 
and Saveriades (2014b) that the 2003–2010 
strategic plan for the development of  tourism 
in Cyprus was transformed into a sterile process 
that bore no relation to strategic thinking and 
practice. The strategic plan was indeed a figura-
tive and elusive concept.

1.5.5 Maturity 2011–2015

A new 5- year Strategic Plan for Tourism 
Development (2011–2015) (CTO, 2011) was 
deployed from January 2011. The major innova-
tive difference in this plan which made it stand 
out from previous plans, lay in and around the 
approach adopted. The plan acknowledged 
the fact that Cyprus was now a mature tourist 
destination and took into account all the pitfalls 
of  government incompetence in regulating the 
sector as well as the failure of  the preceding 
plans. As such this 2011–2015 plan revolved 
around an adaptive model which took into con-
sideration the changes in the global economic 
scene: the world tourism map and its new and 
emerging destinations. Stemming from these 
parameters, it set out to realistically accom-
modate those projects which would help lift the 
quality of  the services offered and in turn help 
improve the average spend rather than setting 
bold numerical targets for tourist arrivals.

Many of  the proposed projects that this 
plan entailed stemmed from the visitor satisfac-
tion surveys that are annually conducted for 
the CTO. These aim to enhance the value of  the 
tourist experience in an effort to transform the 
tourist sector into a vibrant, but sustainable one, 
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without necessarily aiming purely at attract-
ing higher numbers of  tourists. Furthermore, 
this strategic plan proposed specific actions in 
order to help prolong the tourist season in an 
effort to establish Cyprus as an all- year- round 
destination with many subsequent positive 
effects. Special interest products were studied 
and analysed based on the size of  the market, 
the prospects in attracting targeted groups to 
engage in these products and the contribution 
these products would have to alleviating the 
seasonality factor. Towards this end, a dynamic 
model was prepared to constantly update the 
size, flow and impact of  these products.

The plan also set qualitative and quantita-
tive parameters in classifying the various target 
markets (size of  market, market penetration, 
accessibility, product fit, awareness image and 
perception) and set specific goals for each and 
every tourist generating market. Moreover, the 
plan tackled the role of  the regional tourism 
boards as well as the role and development of  
the tourism industry workforce. Environmental 
issues within the framework of  the model of  
sustainable tourism development were also 
addressed. The creations of  a ‘tourism observa-
tory’ was also proposed. Furthermore, this stra-
tegic plan unfolds a multi- directional marketing 
action roadmap with specific marketing and 
promotional customer- oriented tools geared 
towards specific needs and wants of  targeted 
groups. This detailed action roadmap is the result 
of  a rigorous evaluation of  targeted markets 
and the behavioural patterns of  prospective 
client groups under different scenarios. Last but 
equally important, the plan set up a monitoring 
mechanism to ensure the strategic direction and 
planned actions were achieved.

Having a subtle and viable plan with all 
proposed strategies under the control of  the CTO 
led to the promise that with its expertise and 
will, the organization could bring this strategy 
to a successful completion.

Two years into the implementation of  
the plan, the CTO revised some of  its actions 
in line with the prevailing economic situation 
on the Island as well as to align with prevalent 
conditions in key source markets as well as in 
competing destinations. The revised plan was 
theoretically put into force in January 2013.

At the time, the country was confronted 
with debt that led to economic and social 

dislocation. As a consequence of  the deteriorat-
ing situation for the Cyprus economy, ‘Troika’ 
(a term used, especially in the media, to refer 
to the decision group formed by the European 
Commission, the European Central Bank and 
the International Monetary Fund) stepped in to 
cope with the Cypriot financial crisis. In March 
2013 the Economic Adjustment Programme 
for Cyprus (usually referred to as the bailout 
programme) was put into force. For the Cyprus 
Tourism Strategy this meant that all cost- 
bearing activities would come to a halt and the 
Troika was necessary in order to proceed. This 
alone caused a ‘forced’ retargeting and revision 
of  this sound and visionary strategy to accom-
modate the demand of  Troika for the inclusion 
of  quantitative targets in line with (i) the Island’s 
economic situation, and (ii) the prevailing eco-
nomic situation in the EU.

1.5.6 Operational plan 2016–2018 
(under the control of a memorandum of 

understanding) (MoU) 2016–2018

In 2016, Troika enforced a 3- year plan for 
2016–2018 (CTO, 2016) which was not a stra-
tegic plan per se but an operational one to ensure 
(though provisions for ‘Good Governance’ 
entailed in the plan) that the tourism sector 
would abide by the provisions made in the MoU 
agreed by the government of  the Republic and 
Troika. Along with this, the government of  
Cyprus decided that the time was ripe to push 
forward with an amendment of  the constitution 
paving the way for the transformation of  the 
CTO into a Deputy Ministry of  Tourism. In order 
to speed things up and catch up on lost ground, 
the Government also decided to draw up a new 
Strategic Plan. Under a tendered competition, 
the task was assigned to an independent consul-
tancy firm from Spain.

At the same time the Government decided to 
grant the coordination and project management 
of  this strategy to the office of  the ‘Presidency of  
the Republic’ and not the CTO which by default 
is the ‘so called’ expert authority on tourism 
on the Island. The ‘Presidency’ office is staffed 
by civil servants from the Directorate General 
for European Programmes (formerly known 
as the Planning Bureau), an anachronistic 
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government office set up in 1960 to help (at 
the time) ministries embark on development 
projects. To date, this office, neglecting alto-
gether the amalgamating, interdisciplinary and 
complex nature of  progressive development at 
the present time, claims expertise in all possible 
disciplines. Upon completion, implementation 
of  the strategy was granted to the Ministry of  
Commerce and Industry, stripping the CTO of  
its most important role. It is the author’s expert 
opinion that many of  the failures in the strategic 
planning in most economic sectors on the Island 
of  Cyprus can be attributed to the protagonistic 
role granted ex officio to this office. In December 
2016, the Spanish consultants delivered a 
Tourism Strategic Plan to cover the period 
2017–2030 (MCIT, 2017). In 2017 this was 
publicly presented and approved. The Strategic 
Plan was devised based on the brief  that by the 
time of  completion, the Deputy Ministry would 
be up and running and that this new entity 
would take over its implementation. However, 
this was not the case as the Deputy Ministry was 
not constitutionally formed, hence the newly 
drawn up strategy was in fact shelved.

The long delay in putting forward the 
creation of  the Deputy Ministry of  Tourism 
had consequentially brought about the freeze 
of  all activity in the development of  the sector. 
The Ministry of  Commerce and Industry, totally 
ignoring the existence and role of  the CTO and 
being incapable of  dealing with the strong 
objection from environmental sustainability 
groups to the details which surfaced during 
public consultation on the provision of  the plan, 
took virtually no action on the strategy until the 
Deputy Ministry of  Tourism was created. It was 
by then evident that 2 years had been lost with 
no action taken whatsoever on deploying the 
Strategic Plan.

1.5.7 The new era (2019) and the way 
into the future 2020–2030

It was not until January 2019 that the Deputy 
Ministry of  Tourism (DMoT) was brought to life. 
However, by the time the DMoT was formed, 
the aforementioned strategy completed in 
December 2016, but not enforced to this day, 
was already outdated and in need of  revision. 

Unfortunately, and up until the publication of  
this chapter, no environmental impact study has 
been conducted, a task which is deemed manda-
tory under EU law for strategic projects of  this 
nature. As such, the strategy cannot get off  the 
ground, and what is dubbed strategic planning 
is not a strategy as such.

Contrary to the above mandatory prereq-
uisite, when the Deputy Ministry took over and 
the CTO ceased operation, the new authority 
used the 2017–2030 strategy originally drawn 
up by the Spanish consultants, which had been 
sitting idle for more than 2 years, to draw up yet 
another strategy. While this sounds correct in 
that the strategy was in need of  updating, what 
actually happened was that it was ripped apart, 
deliberately omitting many of  the actions that 
had been accepted. Hence the new ‘strategy’ 
has no cohesion, and most importantly it lacks 
the development of  those concrete actions that 
could elevate the state of  tourism and pave the 
way towards its sustainable development. As 
it stands, this document defies all rules and 
boundaries of  what a strategy entails. It is in 
fact a document with various embellishments, 
which should have otherwise been dealt with 
at regional or at local level, that has no specific 
direction, since it does not stem from a holistic 
strategy per se for the sector. In academia we 
might classify this so- called strategy as a student 
group’s brainstorming essay that makes for 
surreal reading. The best- case scenario would be 
to call this document a local/regional business 
plan, albeit seriously short- sighted.

Following up on the aforementioned politi-
cal manoeuvres, today the strategy covers the 
2020–2030 period, which, under the auspices, 
control and coordination of  the Deputy Ministry, 
with all the tools and ammunition needed for its 
horizontal and vertical deployment, is now in 
force. Whether the Deputy Ministry succeeds in 
its new role remains to be seen.

It is beyond the scope of  this chapter to 
comment upon the current plan, which has 
just got off  the ground; however, some alarming 
points are raised in the text that follows which 
unfortunately suggest that it is heading in the 
wrong direction.

The visionary statement, which should oth-
erwise create a very positive climate, sparking 
change and paving the way forward, is restricted 
to the cliché: ‘Developing Cyprus’s tourism 
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in a sustainable way that positively impacts 
the country, the society and the environment’ 
(DMoT, 2020, p. 21). It goes on to state that 
the plan envisages a 31% growth in arrivals, to 
reach 5 million by 2030.

A statement is also made about the evo-
lution of  a socially responsible destination; 
however, there are no provisions for measuring 
and dealing with the social impact of  tourism. 
Nor is there any visionary direction for the 
qualitative aspects of  the destination, sparingly 
mentioned in the document. This omission is 
also evident when looking into the key perfor-
mance indicators intended to follow up on the 
deployment of  the strategy. All six indicators 
are quantitative in nature, hence proving, once 
again, that the aim of  this business plan (dubbed 
‘strategy’) revolves solely around arrivals, 
bed nights, revenue, average spend, seasonal 
distribution and the destination competitive set, 
ignoring altogether any qualitative indicators.

Based on information that comes out in a 
scattered and probably deliberately confusing 
pattern primarily through press releases and 
press interviews, there seems to be no coherent 
and consistent strategic plan in place. Since the 
strategy is, for some unknown reason, classi-
fied as a confidential document, the judgement 
presented in the text that follows stems primarily 
from information found in the media. The hori-
zontal role of  the DMoT, which should have been 
at the forefront of  the evolution of  the CTO into a 
ministry, is nowhere to be seen. It is this author’s 
belief  that with no carrying capacity study, no 
indices, and no solid and rich time- series data 
on the Cyprus market vis-à-vis competing des-
tinations and markets to support the proposed 
actions, there can be no sound strategic visuali-
zation and no real differential product strategy. 
The fact alone that the DMoT aspires to almost 
doubling the number of  tourist arrivals by 2030 
at a time when the physical, social and environ-
mental carrying capacity thresholds have never 
been established, is alarming.

One would have also expected that the 
promotion of  the CTO to a ministry would have 
brought about internal changes that would 
render its operation proactive. What has actu-
ally happened is that the operation is now fully 
bureaucratic with little authority to take deci-
sions on the spot, especially when these entail 
the use of  public funds.

What is profoundly evident is a product 
characterized as a bit of  anything and every-
thing, with no differentiated branding product- 
mix and strategy, with an outdated and to a large 
extent generic promotional strategy, with weak 
digital exposure on the international scene, 
all under a Ministry manned at the top of  the 
hierarchy by people with no scientific exposure 
to tourism planning, all of  which is alarming to 
say the least.

One only has to note, for example, that 
for the 2021 budget for the promotion of  the 
Island’s tourism, the Deputy Ministry considers 
the cooperation under joint promotional cam-
paigns with tour operators a panacea, offering 
direct opportunities for the further ‘development 
and enhancement’ of  tourism to the Island. 
Unfortunately, the Deputy Ministry seems 
unable to realize that this short- sighted remedy 
lures the destination into the wrong direction 
and is in opposition to the long- term sustainable 
development of  the sector. It is imperative that 
those who politically govern the sector realize 
that the overall planning is obviously heading in 
the wrong direction with this erratic ‘strategy’, 
which, on the one hand, claims to be working on 
the enrichment and uplifting of  the product to 
attract high spenders, while, on the other hand, 
is penetrating deeper into the tour operator mass 
tourism market.

1.6 Implications, Conclusion and 
Recommendations

What can clearly be seen from Cyprus’s 60- year 
pathway into tourism is that the sector has been, 
to a large extent, developed on false pretences. 
The overarching goals of  the plans, especially 
those deployed after the Turkish invasion, 
revolved around extraordinary numerical aspi-
rations which were never supported by capacity 
studies. What became progressively evident is 
that the use of  the term ‘sustainable’ was, and 
is still being used to mask high and irregular 
volumes of  mass tourist arrivals, high revenues 
and accelerated returns on investment, fulfilling 
the expectations of  the politically influential 
groups of  tourism business and land/property 
development stakeholders. Performance indica-
tors of  the last few years verify that while visitor 
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numbers are up, daily per head expenditure 
is down. One only has to compare the 2019 
average per person expenditure (€675) to the 
2012 figure (€866 in nominal terms and €839 
when deflated in real terms) (Republic of  Cyprus, 
2020b) to realize that performance results are 
damaging to the future of  the sector. For an 
island of  this size, heading into the wrong direc-
tion is detrimental to say the least and extremely 
difficult to reverse.

One has to look into the future through the 
lens of  the past. Experiences to date emanating 
from the largely unsuccessful implementation of  
strategic plans of  the past (not solely attributed 
to the CTO but to economic forces that treated 
tourism as a cash cow in a passionate desire 
for an almost immediate return on investment) 
should alarm those appointed to lead the sector. 
It is obvious that behind the Ministry’s pompous 
approach with the deployment of  so- called social 
media influencers, the use of  catchy terminol-
ogy and the frequent public statements of  no 
real substance lies a lack of  scientific knowledge 
on how a tourism destination is planned and 
governed. Deeper, though, is the government’s 
urge to satisfy needs and ‘reward’ their highly 
influential political followers. Avidly supporting 
the notion that tourism is a business at all costs 
is certainly not the way forward. The Ministry 
should collect, process, analyse and interpret 
information on national and international forces 
and proactively respond, adapt, reframe, drive 
and navigate the market into what is a fiercely 
competitive environment. As it stands today, the 
Ministry’s approach is myopic to say the least, as 
it opts to tackle micro- management issues which 
have piled up over the years in an attempt to hide 
the evident lack of  visionary strategic thinking. 
Serious tourism planning professionals, not self- 
acclaimed ‘tourism managers’, are needed for a 
sound restart.

Blame for the situation in hand cannot only 
be attributed to the Deputy Ministry. If  things 
are to change for a better and more sustainable 
future, the newly established Ministry should 
also seek stronger support from the govern-
ment, which, in the last decade, has not taken 
the impact of  the sector seriously enough. The 
government urgently needs to rethink and 
recalculate its contribution to the sector. The 
disproportionately low reinvestment in sup-
porting this sector, which represents one- fifth 

of  Cyprus’s economy, is evident (2006 budget 
in nominal terms: €55.4m, while 15 years 
later, the 2021 budget was restricted to €45m). 
Worth noting here is that the budget also bears 
the Ministry’s annual operational expenses. One 
has to seriously invest in the sector in order to 
harvest the massive benefits this investment is 
capable of  yielding.

Global competition, innovative strategies in 
marketing and advertising, the notion of  ‘value 
for money’, value over volume, customer- driven 
products and services, value- based pricing; 
ordinary vs extraordinary, offering experiential 
hospitality and enhancing the value and other 
sustainability issues that the destination faces, 
promotion of  true sustainable development, the 
role of  tourism in the quality of  life of  engaged 
actors (employees, indigenous populations 
and tourists), the evolution of  technology, the 
prevailing trend towards staycation, changes in 
consumer behaviour as a result of  the aftermath 
of  COVID- 19, destination recovery strategies, 
crisis contingency plans and the notion of  the 
sharing economy are just a few of  the themes 
that should proactively alarm the leaders of  the 
sector.

The fact that all the information over a 
60- year period is publicly available and can 
be scrutinized in the quest for a better future 
is commendable, irrespective of  the outcome 
of  these plans. What is worrying is the sudden 
change in this consistent pattern, concealing 
core information of  the current plan, which 
not only leaves a lot of  grey areas and inhibits 
accountability, but weakens the country’s ability 
to attract serious investments into the sector.

Furthermore, the DMoT has to work hard 
towards the creation of  a brand identity for the 
destination, based on a well- developed, selective 
and strong product mix, which will in turn help 
lay solid and sound foundations to pave the way 
into the future. Mellisonant announcements on 
the development of  new products (slow tourism, 
climate- friendly holidays, boutique confer-
ences, holistic wellness, micro experiences, 
immersive travel, etc.), which surface in the 
media and which stem from catchy buzzwords 
in a here- there- everywhere approach, should 
be dropped. Oversegmentation in such a small 
country should be avoided at all costs. A handful 
of  special products should be prudently selected 
and developed to uplift the competitiveness of  
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the destination and differentiate the product 
offering to specific market segments and clients.

Some regions of  the destination seem to be 
suffering the strain of  tourism. Transformative 
strategic tools should be designed to tackle over-
tourism towards a more sustainable future in an 
attempt to mitigate overtourism and to promote 
true sustainable development within the carry-
ing capacity thresholds of  the destination.

The depletion of  the sector could still be 
reversed. This can only be achieved if  a drastic 
re- directional model is adopted, away from the 
traditional sun- and- sea path, away from mass 
tourism and tour operator overdependence, 
away from the offering of  poor value for money 
and away from the seasonal nature of  the indus-
try, fostering a more diversified, sustainable and 
higher- quality product for the benefit of  the 
host society and the Island’s economy at large. 
A customer- driven philosophy/approach where 
the specific needs and wants of  the client would 
become the focus of  development of  the sector is 
the only way forward.

The tourism sector cannot sustain-
ably develop with opportunistic and rapid 

profit- making approaches. The sector will only 
evolve with a calculated and well- thought- out 
strategy, empirically and scientifically designed 
and supported by real tourism experts, incor-
porating the authentic traits that differentiate 
Cyprus from other Mediterranean destinations 
and which revolve around the offering of  unique 
hospitality experiences. The human capital, 
which is nowhere to be found in the current 
strategy, should be the foremost asset of  any 
strategic planner in hospitality and tourism.

The COVID- 19 pandemic, which brought 
the tourism sector to an abrupt halt, gives 
the opportunity to rethink and redesign. As a 
mature destination, Cyprus should overcome 
saturation by deciding on which products it 
should focus on. It is impossible to sustain the 
sector and develop with a mediocre approach, 
spending resources on piecemeal development. 
Furthermore, it is better late than never to 
conduct a carrying capacity study which would 
become the benchmark for all future develop-
ments in the sector. The strategy should stem 
from and be fully supported by this carrying 
capacity study.
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