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Preface  
To complete the final phase of Hotelschool the Hague, students are required to complete 

the last milestone, Launching Your Career (LYCar). This is the final course of the 

bachelor program at Hotelschool the Hague (HTH), as well as the first step towards our 

professional careers.  

 

LYCar consists of three components: a managerial internship, which has successfully 

been completed at Heineken in their Trade Marketing team. Next to this, LYCar also 

includes a Company Project report, which needs to be completed based on research for a 

company or commissioner. The third component is a Career Portfolio, where students 

demonstrate their IQ, EQ and AQ development. 

 

For the Company Project report, I applied for the subject ‘Socio-cognitive mindfulness in 

City Hospitality’, as I believe this is an important topic of the future; an issue that is 

inevitable with the constantly increasing tourism numbers. Moreover, I was convinced 

that this research fitted well into my chosen program learning outcome field “marketing, 

sales, and distribution”. The specific program learning outcome was to “critically analyse 

customer data and consumer behaviour and use findings to formulate and execute 

marketing, communication, sales, and revenue management plans”. This research is 

provided by the HTH research centre, with Ms. Oruc as commissioner. I would like to 

show sincere gratitude and acknowledgement towards Ms. Oruc for all her support, 

guidance, weekly meetings, motivation and most of all, the inspiration that she has 

given me. She has always taken the time to answer questions and share her 

perspective. Her feedback and insights, based on her own expertise in the field, have 

been very valuable to me and has pushed me to keep improving and expanding my 

knowledge and analytical thinking skills. Being a small part of her PhD and the research 

centre has been a great honour and very educational.  

 

I would also like to thank my LYCar coach Ms. de Heij for her support, exceptional 

coaching skills, empathy, and guidance throughout the entire journey. She had the 

patience to support and encourage me during the past period, for which I am 

enormously grateful for.  

 

Lastly, I would like to thank the survey respondents, interview participants, 

amsterdam&partners and the municipality of Amsterdam for all their time, effort, input, 

and new insights. Without their cooperation, I would have been unable to achieve what I 

have delivered.  

 

I believe that with extensive research, analysis, and critical thinking during the past 

period, I have shown and achieved both professional as well as personal development.  

 

With pleasure and pride, I hereby would like to present my LYCar company project. I 

wish you a pleasant journey reading this report.  

 

Best regards,  

 

Nikki Veldhoen  
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Executive summary  
This company project represents in-depth research on City Hospitality in Amsterdam, with 

the aim to ensure a sustainable tourism development. The reason why this is needed, is 

because the visitor numbers in Amsterdam keep expanding, resulting in an increasing 

pressure on the city and its inhabitants. This unsustainable tourism growth is being 

referred to as ‘overtourism’, where the social and environmental costs outweigh the 

economic benefits. The rising concerns are caused by over usage of natural resources, 

increasing wastage, noise nuisances, and usage of infrastructure, but also reduced safety, 

traditions, and respect towards the host community. These causes have unfavourable 

consequences on the satisfaction of residents and the destination’s environmental 

conservation, which negatively affects the balance in the triple bottom line. Hence, we 

need to acknowledge the need for a sustainable tourism development, to protect the 

resident’s satisfaction, liveability, and destination’s heritage.  

 

The rising problem of overtourism from a resident’s perspective does not only imply 

crowdedness, but also environmental pollution, excessive noise, wastage, and unsafe 

traffic. And to achieve sustainable tourism development, their satisfaction needs to be 

enhanced, for which community inclusion and reduced nuisances are main objectives. The 

opinion and ideas of residents will be incorporated, to ensure community inclusion. 

Furthermore, it has been discovered that the behaviour of visitors plays a crucial role in 

the disturbances towards residents, which is currently identified as ‘mindless behaviour’. 

Here, visitors are over-reliant on the automatic information process, habits, and patterns, 

which causes limited attention or curiosity to the meaning of (new) information. The level 

of interest into the surroundings is lacking, which withholds visitors to encounter an 

unforgettable experience. Moreover, a clear relation between the perception of the local 

community towards tourists’ behaviour and their attitude towards them has been found. 

Meaning that if the disturbances will be diminished, residents will be more satisfied and 

welcoming towards visitors, which enhances their experience. Hence, to satisfy both the 

residents and visitors, disturbances need to be reduced, awareness for the surroundings 

needs to be created and attitudes need to be changed.  

 

Consequently, the researcher has established the following Main Research Question: 

How can socio-cognitive mindfulness play a role in sustainable tourism 

development and what is the impact on residents in Amsterdam? 

 

The municipality of Amsterdam is also aware of the unsustainability that is mainly caused 

by the tourism sector, which is why they have a program that is in line with this research. 

The program ‘Aanpak Binnenstad’ aims to keep welcoming visitors, yet also to preserve 

the liveability and satisfaction for the host community, nurture the city’s heritage, 

encourage conscious travel behaviour, and spreading tourists throughout the city. 

Herewith, the stereotype tourist that visits the city to buy drugs, party and visit the Red-

Light district are the main troublemakers. Yet, visitors who respect the city and want to 

explore its heritage are being welcomed with open arms. To comply with these objectives, 

several campaigns have been established, such as the ‘Enjoy & Respect’ campaign, and 

‘gewenst gedrag’ that raise awareness to the rules and regulations in the city. But also, 

the ‘We Live Here’ campaign that aims to decrease the misbehaving drunk tourists in the 

Red-Light district. Still, there is an unhealthy balance in the triple bottom line as the city 

is used in an unsustainable way, for both the host community and the city’s heritage sites. 

Herewith, socio-cognitive mindfulness could play a crucial role, as this raises awareness 

of visitors on the impact of their behaviour and the urge to shift this towards more 

consciousness. It is the perfect opportunity to embrace socio-cognitive mindfulness now, 
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as the tourism sector is slowly recovering from COVID-19. We need to reflect and design 

a new tourism movement. Here, it is crucial to convince tourists of the need to change, 

create awareness of the problems and their needed contribution, to ensure a meaningful 

tourism experience for both residents and visitors. 

 

To further research this matter, behavioural segmentation will be applied to understand 

the behaviour of both the visitors and residents, how sustainable tourism development 

can be achieved and what the effect of the changed behaviour is. Therefore, four Research 

Questions (RQ) have been formulated: 

RQ1: What is the perception of residents towards tourists in Amsterdam, and what are the 

needs of the host community? 

RQ2: To what extent can sustainable tourism development improve residents’ intention to 

co-create? 

RQ3: What are attitudes of tourists towards socio-cognitive mindfulness?  

RQ4: What role does socio-cognitive mindfulness have in behavioural changes of tourists 

towards responsible tourism? 

 

To be able to answer these questions, validate the literature findings and find a suitable 

solution, the researcher has performed field research based on mixed methods. The intent 

of the mixed methods approach was to discover the current state of tourism, the openness 

for socio-cognitive mindfulness and its impact on the behaviour of residents and visitors. 

For this, surveys with residents were used to measure their level of satisfaction, and the 

relationship between this and their willingness to co-create. Followed by exploring the 

openness to socio-cognitive mindfulness, using photo-elicitation interviews with visitors. 

The reason for combining both quantitative and qualitative research is to better 

understand this research problem by converging both quantitative and qualitative data 

from different perspectives.  

 

The survey has been filled out by 121 residents, to discover what their perception and 

behaviour is on the current state of tourism in Amsterdam and what the effect of 

stimulating socio-cognitive mindfulness of visitors would be. These outcomes have been 

analysed, with the use of three different statistical tests to discover patterns. The results 

showed that previous literature was statistically supported, as all hypotheses were 

confirmed. This means that the level of socio-cognitive mindfulness of the visitor has a 

positive impact on the residents’ satisfaction. Moreover, it became evident that:  

 86,8% is partly satisfied, yet there still identify room for improvement 

 The most impactful disturbances are waste, noise, and traffic 

 Residents prefer to be more involved and in control 

 Rules and norms should be clearly communicated in the right places 

 

Based on these outcomes and insights, photo-elicitation interviews were executed with 

seven tourists from various countries to determine their current mindful behaviour, 

attitudes towards the opinions of residents, awareness of the norms and values, and 

openness to behavioural changes. Here, it was found that: 

 The level of mindfulness varied in the sample 

 There is currently no real connection between locals and foreigners 

 Not all are aware of the norms, values, and rules 

 Disturbances mainly come from a specific type of tourists 

 Current campaigns increase awareness and influence their behaviour  

 

 



Hotelschool the Hague | LYCar Company Project | Nikki Veldhoen 
 

 5 

Based on these findings and results, the proposed solution is designed to diminish 

disturbances, increase the visitors’ awareness, stimulate socio-cognitive mindful 

behaviour, deliver an authentic experience, and integrate community inclusion. For this, a 

marketing campaign will be presented, which should be showcased on billboards 

throughout the city. The campaign makes use of social marketing and behavioural change 

communication, where the information is clear, positive-minded, action-oriented, and 

comprehensible, to make it relevant for all readers. Herewith, preferred behaviour will be 

emphasized, in contrast to addressing wrongful behaviour. This way, the campaign appeals 

to all visitors, instead of only misbehaving visitors. Additionally, visitors will be led to the 

‘I amsterdam City Card’ app, with the use of a QR-code on the posters. This app is included 

in the intervention, as it contains information on the city’s cultural and historic heritages, 

including activities and sights that are more unique, which creates a more authentic 

experience, whilst spreading tourists throughout the city. Moreover, public transport is 

included in the City Card, which stimulates tourists to travel relatively environmental-

friendly and reduces traffic. Next to these benefits, the campaign will also be showcased 

in the app with the use of advertisement banners, to make sure that the campaign will be 

showcased repeatedly, and the slogan will stick. So, visitors will be confronted with the 

marketing campaign upon arrival at the airport, central station and along the highways, 

during their visit at highly visited places and in the app. 

 

To measure the success of this campaign, an after-action review should be performed, 

based on a mixed methods impact evaluation. This includes reviewing the number of QR-

code scans, conducting a survey for visitors that will be targeted via the ‘I amsterdam City 

Card’ app, to measure their level of socio-cognitive mindfulness and lastly, hosting focus 

groups with residents to ensure community inclusion and to evaluate the impact of the 

campaign on the disturbances perceived by residents.  

 
The entire research and marketing campaign have been disseminated with three important 
stakeholders and experts in the field: the municipality of Amsterdam, 

amsterdam&partners and the commissioner of this research. They have provided their 
valuable professional opinion, which was utilized to improve and slightly adjust the 
research and intervention.  
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List of abbreviations  
 

HTH Hotelschool the Hague 

JTBD Jobs to be Done 

LYCar Launching Your Career 

MRQ Main Research Question 

MT Mindful Tourism 

RQ Research Question 

SRQ Sub-Research Questions 

TBL Triple Bottom Line 
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1. Problem definition  
 

1.1. Introduction 
The tourism industry is one of the fastest growing industries nowadays, which has a 

positive impact on the global economy (BBC, 2022)(UNWTO, 2020). This rapid growth 

brings along tremendous benefits to a destination such as financial stability, job 

opportunities and development of infrastructure (Fenitra et al., 2021). Such benefits are 

main drivers for them to keep supporting tourism expansion. 

However, aside from the advantages, there are also rising concerns that it brings along. 

Tourism growth increases pressure on a city and its inhabitants in two different aspects; 

environmentally, in the light of infrastructure, pollution, wastage and natural resources, 

as well as socio-culturally which refers to crowdedness along with the reduced safety, 

respect and tradition (Kuščer and Mihalic, 2019). These concerns are in accordance with 

the rising mentioned term ‘overtourism’ (Hernández et al., 2019). This is “the phenomenon 

of a popular destination or sight becoming overrun with tourists in an unsustainable way” 

(Dickinson, 2018), which affects the liveability of residents (Milano et al., 2019). Hence, 

it threatens the resident’s satisfaction and the environmental conservation of the 

destinations (Ko and Stewart, 2002)(Seraphin et al., 2018). 

 

COVID-19 has impacted this industry immensely, with a 73% decrease in international 

tourism (Hutchison, 2021). Whilst recovering from this, it is a valuable opportunity to 

reflect and establish a new, more desirable normal (Higgins-Desbiolles, 2021). This 

includes emphasizing being more “socially responsible, environmentally friendly and caring 

for the wider community” (Ting et al., 2020). “A post-pandemic tourism industry could 

benefit from more conscious consumers that are more aware of their unconscious 

behaviours” (Stankov et al., 2020).  

 

1.2. Reason for research 
In recent years, the expansion of visitor numbers in Amsterdam has become an increasing 

concern, which is referred to ‘overtourism’ by various researchers (Quest et al., 

2019)(Oliver, 2021)(Koens et al., 2021). Prior to COVID-19, Amsterdam was a popular 

destination, with an increase from 12,5-22 million visitors between 2014-2019, with only 

17 million residents (Gemeente Amsterdam, 2021a). Moreover, Amsterdam is rated in the 

top ten most visited cities in Europe, however, these record figures take along additional 

pressure on the local community, “as evidenced by the growing number of complaints, 

protests and reader’s letters” (Gerritsma and Vork, 2017). “The city is used by too many 

people, whereas the locals have to pay for the overloaded infrastructure, pollution and 

other disamenities” (Hospers, 2019). Meaning there is currently no healthy balance in the 

triple bottom line (TBL), referring to people, planet and profit (Carol, 2015).  

 

According to a study in Amsterdam-West, the consequences of overtourism are 

environmental pollution, nuisances and unsafe traffic (Noordeloos, 2018). This is in line 

with research outcomes of the municipality of Amsterdam and Bureau Werelderfgoed, 

where problems regarding housing, noise, waste and violence were identified 

(Westenberg, 2015). Notwithstanding, most nuisances and irritations come from residents 

in developed tourism areas, compared to developing tourism areas (Gerritsma and Vork, 

2017b). This has even resulted in relocating the I AMSTERDAM signs from the RAI and 

Rijksmuseum to upcoming areas; Sloterplas Lake and Adam Tower (Quest et al., 2019).  
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The behaviour of tourists nowadays is identified as mindless by many researchers, which 

refers to automatic information processes with limited attention or hardly any curiosity to 

the meaning or reasoning of information (Langer, 1992). To be precise, mindlessness is 

identified as being over-reliant on familiar habits or patterns, which causes inattentiveness 

towards new information; unawareness of the present-moment and acting based on 

previous experiences (Chen et al., 2014). Hence, the level of interest in the surroundings 

is lacking, which causes unawareness of the consequences of their behaviour on heritage 

sites (Ling et al., 2015). Knowledge of behaving responsibly should be enhanced, as this 

encourages behavioural changes and responsible consumption behaviour (Iacob et al., 

2021) (Noor et al., 2014). This is of high importance as the tourism industry depends on 

the natural environment and the host community (Fennell and Cooper, 2020).  

 

Another downfall is that numerous studies show a clear correlation between the way that 

residents perceive the impact of tourists, and their intention for co-creation (Janusz et al., 

2017)(Demirović et al., 2020). Meaning that the level of disruption towards the host 

community caused by tourists, plays a vital role in their willingness to act hospitably. 

“Amsterdammers live in every neighbourhood, including the Red-Light District and Leiden 

Square. Limit noise and drunkenness, clean up your mess and don't pee in the canals. 

Keep in mind the locals and they will welcome you with open arms” (I Amsterdam, 2021). 

Thus, the opinion, cooperation and support of the residents are crucial, as they are 

involved in the delivery of the tourist experience (Lee, 2013)(Gannon et al., 2021).  

 

Socio-cognitive mindfulness has been increasingly mentioned in a tourism context, as this 

is utilized as a cognitive-behavioural technique for behavioural change for which a direct 

link has been found towards a more positive visitors experience (Chen et al., 2014). “One 

of the most effective ways to achieve sustainability in tourism is 

by influencing the behaviour and attitudes of visitors” (Antonakakis, 2018). Tourists who 

are mindful, show more presence and awareness in the here and now, which induces 

curiosity about the surroundings and new information (Helm and Subramaniam, 

2019)(Moscardo, 1996). This awareness and engagement generates greater learning and 

impacts their behaviour (Woods and Moscardo, 2003)(Ling et al., 2015). Consequently, 

this increases the intention to conserve and therefore decreases the negative impact on 

the environment and residents, which ensures a consensus of the TBL and therefore 

sustainable tourism development. Failure to take a holistic approach in developing 

sustainable tourism will expose further decline in residents’ satisfaction and loyalty (Koens 

et al., 2021)(Dodds and Butler, 2019). 

 

1.2 Goal of the research 
 

1.2.1 Goal of commissioner  
Obtaining new insights and information on the effect of socio-cognitive mindfulness in city 

tourism. This should contribute to shifting the negative perspectives of tourism into more 

positive and meaningful experiences, by strengthening a welcoming city community, to 

attract and retain tourists in Amsterdam. The research findings will hopefully be considered 

or give new perspectives to Ms. Oruc for her PhD, as well as for the HTH Research Centre. 

 

1.2.2 Goal of researcher  
The study aims to identify a way to sustainably handle overtourism in Amsterdam, where 

the visitors’ experience and the satisfaction of the residents are considered. Much research 

has already been performed on the impact of tourism and the behaviour of residents, yet 
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little research has been done on a possible causal relationship between these two. Hence, 

to investigate such a relationship, this research aims to clarify understanding of the 

perceptions of both stakeholders, and based on this, design a realistic solution that 

matches these perspectives, with the use of mindfulness to ensure sustainable tourism 

development of the city and elimination of the negative aspects of overtourism. In this 

research, sustainable tourism will be viewed from a behavioural perspective, where it is 

crucial to understand the behaviour first, before aiming to change this.  

 

1.3 Main Research Question (MRQ) 
 

MRQ: How can socio-cognitive mindfulness play a role in sustainable tourism 

development and what is the impact on residents in Amsterdam? 
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2 Analysis and diagnosis  
 

2.1 Literature review  
Despite the previously mentioned consequences of overtourism, the municipality of 

Amsterdam aims to keep hosting tourists in the city, as they are part of the city’s 

character. It is therefore of utmost importance to transform the mindless behaviour of 

tourists, to enhance the satisfaction of the residents. This way, the negative effects of 

overtourism will diminish, and residents will behave more welcoming, resulting in an 

increased visitor experience. The following literature review serves to elaborate, underpin, 

and argue the previously mentioned topics. 

 

2.1.1 Sustainable tourism development   
Sustainable tourism development “meets the needs of present tourists and host regions 

while protecting and enhancing opportunities for the future” of a destination (Liu, 2003).  

From a host community perspective, this concerns that visitors convert their attitudes by 

taking full responsibility for their impacts on the host community and its environment 

(Khan et al., 2020). Moreover, this contributes to the sustainability of the tourism industry 

by enhancing the positive effects of tourism, whilst minimizing the negative impacts. It 

has also been found that community inclusion in destination management positively affects 

the satisfaction of residents, meaning their opinion and suggestions needs to be taken into 

consideration (Janusz et al., 2017). From a visitors’ perspective, they wish to feel 

welcomed by the host community and being engaged in the destination’s culture, 

surroundings, and locals (Mohamadi et al., 2022). 

 

Several studies revealed that visitors who are more aware of the consequences of their 

behaviour, are more likely to act responsibly and curious about their surroundings (Taylor 

and Norman, 2018)(Frauman and Norman, 2003)(Juvan and Dolnicar, 2014). This includes 

making different behavioural choices (Miller et al., 2010). Responsible and sustainable 

tourism is accomplished when there is a proper balance in the TBL (Dodds and Butler, 

2019). This refers to economic opportunities, socio-cultural benefits and environmental 

conservation (Khan et al., 2020). The main objectives of sustainable tourism development 

in Amsterdam are minimizing the negative consequences of overtourism towards the host 

community to improve their satisfaction.   

 

This vision is in line with the program ‘Stad in Balans’ of the municipality of Amsterdam, 

which aims to achieve a healthy balance between the livability of residents and hospitality 

towards visitors (Gemeente Amsterdam, 2018). This program merged with the program 

‘Aanpak Binnenstad’ (Aanpak Binnenstad, 2022). Their objective is to keep welcoming 

visitors, yet also preserve the needs of the residents, by reducing nuisances, encouraging 

conscious travel behaviour, and spreading visitors throughout the city, to protect natural 

resources (ibid). Hence, tourists who visit Amsterdam to buy drugs, party and visit the 

Red-Light District are not being targeted (Henley, 2021)(Boztas, 2021)(Gerretsen, 2021). 

This is also communicated in a press release by the municipality stating: “we do not want 

to go back to what we saw before the pandemic, where massive crowds in the Red-Light 

District and the city’s entertainment areas caused a nuisance to residents. Visitors who 

respect Amsterdam and the people of Amsterdam have always been welcome and will, of 

course, remain so. Visitors who treat our residents and heritage with disrespect are not 

welcome” (Gemeente Amsterdam, 2021b). The aim is to reduce these nuisances and 

encourage cultural visitors (City of Amsterdam, 2019). 
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Even though many visitors are aware of the consequences of their behaviour and intend 

to make responsible choices, there might be an intention-behaviour gap, as behavioural 

change is not always evident (Miller et al., 2010). Meaning that awareness is raised on the 

environmental impacts that ensures responsible behaviour to take responsibility, yet 

experiments show the opposite attitude (Juvan and Dolnicar, 2014). According to Blake 

(1999) there are three types of barriers, namely: 

 Personal barrier  not interested or lack of trust  

 Responsibility barrier  no feeling of accountability, ownership, or belief in 

individual impact 

 Practical barrier  lack of time, energy, or resources 

 

According to a study with German tour operators, it became evident that communication 

should include specific and desired actions to undertake for sustainable benefits, to make 

it easy to contribute, which could tackle the personal and responsibility barrier (Tölkes, 

2018). A strategy should be implemented, where the focus lays on encouraging small 

environmental-friendly actions, which is supposed to turn into a snowball effect, where 

this will lead to bigger and numerous sustainable actions (Miller et al., 2010).  

 

2.1.2 Socio-cognitive mindfulness 
To intervene with sustainable tourism development, mindfulness is considered as the 

foundation to secure tourism growth and manage the destination sustainably (Frauman 

and Norman, 2003). Mindfulness can be viewed from two different perspectives, namely 

meditative and socio-cognitive mindfulness (Kabat-Zinn, 1994)(Langer, 1989). As this 

research focuses on how mindfulness can shift visitors’ behaviour towards sustainable 

tourism development, it will be approached from a socio-cognitive perspective. This socio-

cognitive mindfulness of tourists will from now on be referred to as Mindful Tourism (MT). 

 

MT represents a behavioural information-processing approach of drawing greater attention 

to the present-moment experience (Gentina et al., 2021). “Mindful learning occurs when 

the learner is attentive to the environment, reacts to new information and creates new 

routines, behaviour and views of the world” (Hanani et al., 2014). This greater awareness 

of one’s behaviour, the environment and the impact, results in more sustainable decisions 

(Barber and Deale, 2014)(Stankov et al., 2020)(Yigit, 2020)(Jirojkul et al., 

2021)(Moscardo, 2017)(Helm and Subramaniam, 2019). Moreover, it guarantees 

engagement with the destination, social responsibility and active processing of unknown 

information (Frauman and Norman, 2004)(Rocha et al., 2022). Consequently, MT assists 

in a more valuable and unforgettable experience (Willson and McIntosh, 2007), whilst 

diminishing the damaging environmental and social effects of one’s behaviour (Helm and 

Subramaniam, 2019)(Winkle and Backman, 2009).  

 

Another reason why stimulating MT is essential, is because a clear relation between the 

impact of tourists on residents and their satisfaction has been discovered (Ko and Stewart, 

2002). Residents value tourists’ behaviour that is focused on conservation, which plays a 

vital role in their willingness to act hospitable (Gonzalez et al., 2018). Thus, MT generates 

greater social benefits for residents, ensures visitors to carefully consider one self’s 

consumption behaviour from a sustainable perspective and targets tourist satisfaction 

(Ting et al., 2020)(Langer, 1992). MT could therefore play an important role in enhancing 

tourists’ behaviour and ensures the satisfaction of the residents, which assures sustainable 

tourism development. 

Now that the benefits of MT have been summed up and its role towards sustainable tourism 

development has been showcased, it is important to discover how mindfulness can be 

stimulated. According to Moscardo (1999) the cognitive state of mindfulness is encouraged 
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by a combination of two factors; communication factors and visitor factors. The 

communication factors refer to “the variables of variety, perceived control, authenticity, 

and personal relevance have been shown to be particularly important in encouraging 

mindfulness” (Woods and Moscardo, 2003). Implying that mindful tourism could be 

cultivated with the previous-mentioned communication factors. Whereas visitor factors 

imply creating an understanding of the meaning of a site’s heritage, to encourage curiosity 

and willingness to process new information (Poh Ling et al., 2019). 

 

An adequate example is the ‘Enjoy & Respect’ campaign, which targets 18-34 aged Dutch 

and British men who show disruptive behaviour such as being drunk on the streets, leaving 

rubbish on the streets or peeing in public (Boztas, 2018). This campaign brought 

awareness to accepted behaviour versus unaccepted behaviour by explaining the 

consequences (I amsterdam, 2019). In line with this, the ‘gewenst gedrag’ campaign aims 

to regulate visitors’ behaviour, by sharing signs that inform visitors on the rules and values 

of the residents (Gemeente Amsterdam, 2022). The objective of these campaigns is to 

create awareness of the rules and regulations, by highlighting the consequences of 

misbehaviour. In contrast to these campaigns, the “We live here” campaign intends to 

create a message from residents to raise awareness on social responsibility, as residents 

in the Red-Light District are being disturbed (Gemeente Amsterdam, 2019). It was 

concluded that responsibility was taken (We Live Here, 2021).  

 

Not only Amsterdam is pursuing mindfulness and sustainability in a tourism context, but 

various other cities have also identified its importance. For instance, an awareness-raising 

campaign was introduced in Venice, that consisted of twelve rules to recommend and 

remind visitors to be aware and behave respectfully (Visitvenezia, 2022). A social media 

campaign in Scotland called ‘Yours to enjoy. Responsibly’ aims to build a responsible future 

by encouraging visitors to respect, protect and enjoy (VisitScotland, 2021). Also, 

Copenhagen focuses on sustainable destination development and delivering a local 

experience with their project “Tourism Moves” (Wonderful Copenhagen, 2019). Lastly, 

mindfulness, destination sustainability and responsible tourists are the main drivers for 

Barcelona’s strategic tourism plan (Arias et al., 2020)(Goodwin, 2019). 

 

2.1.3 Assessing mindful tourism 
To test the impact of campaigns, the level of mindfulness should be measured. The 

conceptual framework of Moscardo (1992) can be of assistance, which uses a seven-point 

Likert scale for seven questions. This scale was successfully applied at several destinations 

in a tourism setting (Frauman and Norman, 2004). The questions are as follows:  

 “I had my interest captured” 

 “I searched for answers to questioned I may have had” 

 “I had my curiosity aroused” 

 “I inquired further about things at the city destination”  

 “I have explored and discovered new things” 

 “I was involved in what was going on around me”  

 “I was in control of what was going on around me” 

(Barber and Deale, 2014)(Taylor and Norman, 2018).  

 

The level of mindfulness is determined based on the total scores (Frauman and Norman, 

2004). Scores between 7-27 are identified as ‘not mindful’, 28-41 appeared to be ‘mindful’ 

and scores above 42 are ‘very mindful’ (ibid).  
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2.1.4 Literature review conclusion  
It is found that MT creates more awareness of the environment and surroundings. A MT is 

engaged with the destination and eager to learn. Hence, MT positively impacts the 

behaviour, in a more sustainable and responsible manner. Mindfulness can lead to a 

greater tourist experience, but also has a positive effect on the satisfaction of the 

residents. Consequently, MT contributes to sustainable tourism development, as it 

enhances the experience of both the residents and visitors, whilst minimizing the negative 

impact on the environment. A more favourable attitude towards residents is proven to lead 

to an increased intention to co-create, which makes the visitor even more welcome.  

 

Multiple initiatives have already been performed, which are all attempting to raise 

awareness of the rules, regulations, and norms. Here, consequences of misbehaviour are 

communicated. Still, there could be an intention-behaviour gap, meaning that the 

intention to act responsible respectful towards the environment and host community is in 

place, yet three barriers have been identified that could explain the conflicting behaviour. 

To tackle these, the way of communication could possibly make a difference, such as 

including specific actions and pointing out individual relevance.  

 

To be able to answer the MRQ, it is crucial to determine the needs of both the residents 

and tourists, which is needed to define the extent of the sustainable tourism development. 

Moreover, the current state of tourists’ mindfulness needs to be discovered, together with 

the openness to MT and corresponding behavioural changes. Lastly, the researcher wishes 

to validate the disruptions and responsive willingness to co-create of the residents. 

 

2.2 Research questions  
To be able to answer the MRQ, several Research Questions (RQ’s) and Sub-Research 

Questions (SRQ’s) have been formulated. 

 

MRQ: How can socio-cognitive mindfulness play a role in sustainable tourism 

development and what is the impact on residents in Amsterdam? 

 

RQ1: What is the perception of residents towards tourists in Amsterdam, and what are the 

needs of the host community? 

SRQ1: What is the current opinion of residents towards tourists in Amsterdam? 

SRQ2: What is their benefit sought? 

SRQ3: What are their Jobs to be Done (JTBD)? 

 

RQ2: To what extent can sustainable tourism development improve residents’ intention to 

co-create? 

SRQ4: What are the expected changes of sustainable tourism development? 

SRQ5: What is the effect of sustainable tourism development on the willingness to co-

create? 

 

RQ3: What are attitudes of tourists towards socio-cognitive mindfulness?  

SRQ6: What is the perception of tourists on their own socio-cognitive mindfulness? 

SRQ7: What is the current state of socio-cognitive mindfulness of tourists in Amsterdam? 

 

RQ4: What role does socio-cognitive mindfulness have in behavioural changes of tourists 

towards sustainable tourism development? 

 

Please refer to appendix 9.1 for the research tree. 
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2.3 Conceptual framework  
A conceptual framework represents (in)dependent variables from the problem statement 

and literature review. Expected relationships and/or effects are showcased.  

 
Figure 1: Conceptual framework problem analysis (42 words) 
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Figure 2: Conceptual framework sustainable tourism development (42 words) 
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3 Methodology 
 

3.1 Methods of data collection 
This research aims to collect in-depth insights and discover the relationship between the 

expansion of MT and residents’ perception of tourists. A mixed method will be used to 

collect primary data, since the combination of both qualitative and quantitative methods 

enables the researcher to sort out multiple components of the MRQ (Sekaran and Bougie, 

2016). The intent of this data collection method is to create an understanding of the causes 

and consequences of the behaviour of residents and visitors, through different lenses 

(Creswell, 1999)(Axinn and Pearce, 2006). 

 

Firstly, a quantitative survey will be conducted, to discover residents’ opinions and 

behaviour towards tourists, together with their opinion towards improvement. This 

research tool is most applicable, as it ensures comprehension and attitudes from numerous 

residents, which ensures sufficient insights for statistical significance (Sekaran and Bougie, 

2016). A deductive approach will be applied, meaning questions are derived from research 

findings, to confirm or reject assumptions (ibid). A seven-point Likert scale will be applied 

as this establishes accurate responses (Frauman and Norman, 2004). Additionally, open 

questions are integrated, to assure community-inclusion. Participants stay anonymous 

which is crucial in social research to reduce social desirability bias (Larson, 2018).  

 

Secondly, qualitative research assists to investigate the nature of the problem (Sekaran 

and Bougie, 2016). Photo-elicitation interviews will be conducted with visitors, as the 

visual and qualitative aspects increase involvement and identification of the context, which 

triggers experiences and extensive opinions (Richard and Lahman, 2013)(Bignante, 

2010)(Harper, 2010). Additionally, this ensures in-depth reasoning on the ‘why’ to 

questions, instead of only ‘what’ (ibid). A deductive approach will be used, based on 

previous findings and the mindfulness measure (Dutt and Ninov, 2016)(Barber and Deale, 

2014)(Moscardo, 1996). The interviews will be semi-structured, to assure that all relevant 

topics are touched upon, whilst leaving room for follow-up questions (Klandermans and 

Staggenborg, 2002). The aim is to understand their tourism behaviour and openness to 

behavioural changes, based on MT.  

 

Even though COVID-19 causes concerns, face-to-face interviews will be conducted, as this 

ensures full comprehension and recognition of facial expressions along with body language 

(Sekaran and Bougie, 2016). Nonetheless, face masks will be used and supporting pictures 

will be displayed on respondents’ own devices using QR-codes, to keep hygiene and social 

distancing in mind. Moreover, to reward participation, respondents will be offered an 

interactive, self-designed walking route through Amsterdam. 

 

Research question  Questions  

RQ1: What is the perception of residents in the city Amsterdam 

towards tourists and what is expected to be improved? 

Survey Q1-13 

RQ2: To what extent can mindful tourism improve residents’ 

intention to co-create? 

Survey Q14-19 

RQ3: What are attitudes of tourists towards socio-cognitive 

mindfulness? 

Interview Q1-19 

RQ4: What role does socio-cognitive mindfulness have in 

behavioural changes of tourists towards sustainable tourism 

development? 

Interview Q20-26 
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3.2 Population and sampling methods 
Residents in Amsterdam are the target group for the survey, however since it is unfeasible 

to reach the entire population, a sample will be used (Sekaran and Bougie, 2016). A 

combination of voluntary response sampling, snowball sampling and convenience sampling 

will be used (McCombes, 2019).  

 

The population for the photo-elicitation interviews is visitors, disregarding their age, 

gender, or interests. A selected sample will be chosen, with the use of unrestricted 

probability sampling with tourists at Dam Square (Sekaran and Bougie, 2016). A sample 

size of qualitative research should be at least five participants (Dworkin, 2012).  

 

3.3 Ethical data management considerations 
The outcome of the survey and interviews are strictly confidential and anonymous and will 

be used for research purposes only. Participation was on a voluntary base and no 

respondent was forced. All interviews have been recorded, after consent was asked for.  

 

3.4 Procedures  
Survey  

When? Between 27-12-2021 and 15-01-2022 

Where? Respondents were reached via various online platforms, to reach a sufficient 

number of respondents.  

Posts have been shared via LinkedIn, Facebook, Instagram, and Reddit, to 

target voluntary responses. Additionally, WhatsApp has been used as 

convenience sampling. Moreover, snowball sampling was applied by asking 

people to forward the survey to people in their own network, that are residential 

in Amsterdam. 

Who? 121 residents. 

 

Interviews 

When? 22-01-2022 

Where? Tourists were approached to participate at Dam Square, as there are usually 

many tourists at this place.  

Who? Seven interviews. 
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3.5 Data analysis 
To analyse the survey data, all responses were processed in SPSS. Here, three different 

tests have been performed.  

 Kruskal Wallis test to discover differences between more than two independent 

variables.  

 Chi-Square to discover relations between different variables.  

 Friedman to discover differences between groups.  

 

Every test starts with a hypothesis, an assumption of a possible outcome. When the      

p-value of the test is below 0.05, the test is statistically relevant, meaning there is a 

relation/difference found. The answers to the open questions were colour-coded, to 

categorize answers and create a clear overview. 

 

The photo-elicitation interviews were analysed based on five steps (Creswell, 2009).  

1. The interviews were transcribed via OTTER, after which all transcriptions were 

checked manually to prevent mistakes. 

2. Transcriptions were closely read, to get a complete overview and discover patterns. 

3. The transcripts were colour-coded, based on similar categories of the surveys, 

where ‘mindful tourism’ and ‘solution’ were added.  

4. A summary of the findings per category was written.  

5. A conclusion was made and RQ’s were answered.  

 

3.6 Results and findings 
 

3.6.1 Survey  
Of the 121 participants, 13,2% are ‘very positive’ about tourists in Amsterdam, indicating 

the remaining 86,8% still identify room for improvement. Overall, the positive side-effects 

are economic benefits, infrastructural/public transport enhancements and the feeling of 

pride. Unfavourable aspects are disturbances of noise, waste, traffic, housing shortage, 

violence, and theft. Besides, 90,9% experienced positive features of the decreased visitor 

numbers during COVID-19. 

 

Next to this, five statistical tests are performed, to discover correlations and differences 

between different groups. It can be concluded that there is a significant difference between 

people from different residential areas and their opinion towards tourists (see appendix 

9.4, test 1). Furthermore, people who live closer to the city centre appear to be more 

disturbed (see appendix 9.4, test 2), which is in line with previous research findings. The 

disturbance is mainly caused by waste, excessive noise, and traffic. Respondents mention 

that their behaviour towards visitors will positively change if nuisances will diminish (see 

appendix 9.4, test 3). Hence, reducing the three the main drivers will be most effective. 

Moreover, residents wish to be more involved and in control of what is going on around 

them (see appendix 9.4, test 4 and 5), referring to community inclusion.  

 

Please refer to appendix 9.2 for the survey questions, appendix 9.3 for survey results in 

SPSS and appendix 9.4 for the statistical tests and full conclusions.  

 

From the open questions, it can be concluded that clear rules should be communicated 

regarding waste and that more garbage bins should be arranged. Regarding 

transportation, public transport should become cheaper, better and more alternatives 

should be given. Cars should be banned in the centre, to reduce traffic and accidents. 
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Moreover, Dutch people should have an advantage to buy/rent a property and tourist taxes 

should raise.  

Many responses include creating more awareness of norms, values, and rules, with the 

use of posters and social media campaigns at hotels, the airport, central station and in 

public transport. Lastly, the bad image of coffee shops should be reduced, and cultural 

tourists should be attracted.  

 

Please refer to appendix 9.5 for the colour-coded open questions.  

 

3.6.2 Interviews 
It became evident that tourists feel welcomed by the host community yet wish to have 

more interaction with locals. Moreover, they do not feel associated with the reputation of 

tourists, as they mention they behave according to basic manners. They feel disappointed 

to be associated with tourists who are unaware of social responsibility and environmental 

impact, which is created by tourists who are visiting Amsterdam to smoke weed and visit 

the Red-Light District.  

 

Waste 

The participants acknowledge the need to reduce garbage on the streets as they stressed 

that there is a lot of waste in public areas, which negatively impacts their experience. This 

could relate to the fact that Amsterdam is an international city, that attracts many visitors, 

where social responsibility is not optimal yet. 

 

 

 

 

 

 

 

Noise  

Noise disturbance is not a disruption that many tourists experience, however, this could 

be argued by the fact that this research was performed during COVID-19 lockdown 

measures. Interviewees that have visited the city pre-covid, acknowledge mainly noise 

disruption from drunk people at night.  

 

 

 

 

 

Transport  

Numerous positive experiences are shared regarding public transport. However, the 

majority argues that cars are chaotic and unsafe towards cyclists and pedestrians. Half of 

the participants mention that these are side effects of a big city and the other half identified 

favourable outcomes of banning cars in the city centre.  

\ 

 

 

 

 

 

 

 

Interviewee 3: “I would not throw my trash on the floor, because then I would get a 
fine. I would actually not do that at all. Even though I knew there was fine. And, you 

know, that's just basic manners, I would say” 

Interviewee 4: “if tourists cannot understand the value of the city, then definitely they 
are gonna throw the garbage” 

Interviewee 5: “ban cars but to allow taxis because taxis they know the city” 
“Because what I have noticed in my current stay and also my past stays that these 
cars they drive like maniacs I mean, for cyclists and for the people who are by foot 

walking around, they do not stop a red light.” 
 

Interviewee 5: “the people who live there might have a lot of complaints about noise 
and people screaming” 

” 

Interviewee 2: “I cannot give an opinion about that because my opinion now is 
positive”   

“but I know that there is always people in the internet talking that there is a lot of 
noise and many people making noise” 

Interviewee 2: “if Amsterdam want to stay touristic, I think there is no other solution 
than ban cars” 
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Awareness  

As a result of the photo-elicitation part, it can be concluded that the ‘Enjoy & respect’ and 

‘We live here’ campaigns remind or even inform tourists of the rules. Hence, they are 

highly effective, especially since many participants were unaware of the rules and 

regulations in Amsterdam regarding fines. The reason for this could be, that some have 

noted that there are many rules, so tourists find it complicated to keep up. Besides, they 

also believe that rules should be more controlled by the police.   

 

 

 

 

 

 

 

 

 

 

Solution  

Participants provided new insights on potential solution areas, namely more restrictions 

on maximum capacities in clubs, clear marketing campaigns, more opportunities for locals 

and tourists to get in touch with each other, spreading tourists, giving them an authentic 

experience, clear communication of basic information at touristic places and banning 

personal cars to create more safety in the city.  

 

 

 

 

 

 

 

 

 

Please refer to appendix 9.6 for the interview questions and appendix 9.7 for the 

transcriptions.  

 

3.7 Discussion and conclusion  
The primary objective of this study was to investigate the opinion and behaviour of 

residents and tourists, because of the negative consequences of overtourism. Additionally, 

in-depth information on MT and its role towards sustainable tourism development from 

both perspectives is researched. The outcomes imply that there are areas for improvement 

to the current state of tourism, for both residents and visitors. Herewith, MT can play an 

important role due to the increasing consciousness and responsibility towards the TBL.  

 

RQ1: What is the perception of residents towards tourists in Amsterdam, and 

what are the needs of the host community? 

As touched upon in the problem definition and literature review, the city is suffering from 

overtourism, which brings along many disturbances that influence the residents’ 

satisfaction.  

 

 

 

Interviewee 5: “I am sure it has a lot of hidden treasures. And I think if there would 

be some kind of map or explanation for tourists that they could also go to other places 
than just the Dam Square and central station. Yeah, I think if there would be a map, 

then it would be more spread out” 
 

Interviewee 5: “Some I have seen them in one place I think. It is good that they do 
this, because it makes you a little bit more aware” 

” I would be more aware not only for myself, but also for the people who I am with” 
“It was a small reminder for me again, like, yeah, of course, there are people living 

here” 

Interviewee 4: “the first time that I am seeing this”  
“That is good, this campaign is good” 

“We are not familiar about the fine” 

Interviewee 2: “I think the best way is just to make a place, just so people have to 
contact more with the locals and environment just to feel more that this place have a 

history and locals” 
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SRQ1: What is the current opinion of residents towards tourists in Amsterdam? 

It is determined that residents are partially satisfied, yet also identify negative 

consequences. They value the economic benefits and infrastructural improvements that 

come along with tourism growth; however, the disturbances of waste, excessive noise and 

traffic are mainly affecting their perception (see appendix 9.4, test 2). Moreover, there 

are more negative consequences, such as violence, theft, and housing shortage, that are 

identified. The heavily disturbed residents mostly live in areas that are densely populated 

and near more tourist places (see appendix 9.4, test 1).  

 

SRQ2: What is their benefit sought? 

The survey findings were used to compose the benefit sought of residents as part of 

behavioural segmentation. Accordingly, they aspire tourists to be more mindful, treat the 

destination with more respect and have more social- and environmental consciousness.  

 

SRQ3: What are their JTBD? 

JTBD are based on the needs and wants of residents, and therefore the desired outcome 

(Wunker et al., 2016)(Hankammer et al., 2019). These are particularly peaceful and silent 

nights, clean public areas, decreased traffic jams, no violence and more affordable 

housing. Moreover, they wish to be more involved and in control of what is going on around 

them. 

 

RQ2: To what extent can sustainable tourism development improve residents’ 

intention to co-create? 

 

SRQ4: What are the expected changes with the use of mindful tourism? 

Negative aspects that are most feasible to eliminate are waste, noise and traffic, which 

could be achieved with MT. Mindfulness can be stimulated with clear communication 

regarding rules, norms, and values as well as awareness-raising campaigns of their 

behaviour. Consequently, disturbances will possibly decrease, which has a positive impact 

on the resident’s willingness to co-create. Besides, residents prefer to be more involved 

and in control of what is going on around them, which can be referred to as community 

inclusion (see appendix 9.4, test 4 and 5). This could be achieved by corporating their 

perspectives into destination management and encouraging interaction with locals, to 

create understanding and empathy.  

 

SRQ5: What is the effect of sustainable tourism development on the willingness to co-

create? 

As mentioned in chapter 2, based on literature, there is a correlation between the way 

that residents perceive the impact of tourists and their intention to co-create in the delivery 

of a meaningful experience to the tourists.  

This is in line with empirical evidence, as 76,86% of the respondents mention they will be 

more welcoming when they perceive sustainable tourism developments. This is also 

supported by test 3 (see appendix 9.4), where a relationship was discovered between 

eliminating negative aspects and the influence of MT on the behaviour of residents.  

 

RQ3: What are attitudes of tourists towards socio-cognitive mindfulness? 

SRQ6: What is the perception of tourists on their own socio-cognitive mindfulness? 

42,86% appear to be not mindful (n=3), 28,57% are mindful (n=2) and 28,57% are very 

mindful (n=2). This shows that the level of mindfulness in the sample is spread, where 

there is room for improvement for 71,43% (n=5). Furthermore, the majority feels 

welcomed by residents.  
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The majority identify themselves as aware of the consequences of their own behaviour. 

Moreover, the majority mentioned that they do not feel associated with the tourists who 

cause disturbances due to their mindlessness. They mention that their behaviour is 

according to basic manners.  

 

SRQ7: What is the current state of socio-cognitive mindfulness of tourists in Amsterdam? 

The participants all recognize or agree with the most impactful nuisances of the residents, 

namely the waste, noise, and traffic. However, they mention that these disturbances 

mainly come from the stereotypical tourists, that want to enjoy the nightlife, use drugs, 

and visit the Red-Light District. Respondents identify themselves as visitors who behave 

according to basic manners and do not feel responsible for the current disturbances. 

 

The researcher sought to understand the behaviour of tourists as part of behavioural 

segmentation, with the use of photo-elicitation interview questions. Here, it was 

remarkable that they appear to be unaware of certain rules, norms, and values, which is 

surprising as it is partly contradicting the outcomes of SRQ6. However, they admit that 

the awareness created during the interview has an impact on their behaviour, or at least 

increases their feeling of responsibility for their behaviour and the behaviour of others. 

Hence, it can be concluded that MT is not optimal yet as knowledge of rules, norms and 

values is not well in place and accountability is not taken.  

 

As mentioned in the problem definition, the city of Amsterdam aims to discourage tourists 

who disrespect and pollute the city and its residents. According to the interview findings, 

visitors who fit the image of being loud, polluting and creating a nuisance are known as 

the ones who seek to visit the Red-Light District, go to nightclubs and smoke weed. 

Besides, these visitors are usually not mindful or interested in historical or cultural places.  

 

 

 

 

RQ4: What role does socio-cognitive mindfulness have in behavioural changes 

of tourists towards sustainable tourism development? 

According to literature, sustainable tourism development adheres to the needs of both the 

tourists and the residents and includes conscious behaviour due to mindfulness. MT refers 

to being more aware and present in the environment and the surroundings, resulting in 

being more conscious of the impact of your actions. This type of tourist pays attention to 

new information and is curious about its surroundings, which contributes to 

environmental-responsible behaviour and social responsibility, and therefore corresponds 

with sustainable tourism development.  

 

Derived from the photo-elicitation interviews, it is concluded that increased awareness of 

rules, norms, and values has an impact on the level of mindfulness of visitors. Participants 

mention that this interview has either reminded or informed them to ensure responsible 

behaviour. They also mention that more involvement, awareness, communication, control 

and restrictions or rules could increase the mindfulness of the stereotyped tourists. 

Therefore, MT could play an important role in increasing awareness to be more conscious 

and behave responsibly towards the environment and the host community, which 

eventually decreases the dissatisfaction of inhabitants.  

 

 

 

Interviewee 2: “they are just coming for example, to visit some street and for 
example, red light, or just weed” 
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MRQ: How can socio-cognitive mindfulness play a role in sustainable tourism 

development and what is the impact on residents in Amsterdam? 

All information gathered on the current tourism state, the perception of both residents and 

tourists, along with the RQ’s answers, ensure that the MRQ can be answered.  

 

Both the literature findings and the survey results illustrate a clear correlation between 

the way residents perceive tourism and their intention to co-create. However, there is 

currently still a gap between the current and desired state of tourism.  

The suitable approach to achieve sustainable tourism development is the enhancement of 

MT. MT encourages more responsible and respectful behaviour towards the city and its 

community, in accordance with the needs of both residents and tourists. This will improve 

the impact of tourism and fulfils the JTBD, and benefit sought of residents. Moreover, it 

makes tourists more aware of the destination’s environment and their role in conservation, 

which stimulates conscious behaviour. This reduces the negative environmental impact of 

visitors and therefore supports sustainable tourism development. Additionally, being 

mindful has proven to enhance the visitors’ experience by being more engaged with the 

destination.  

 

Tourists will still be welcomed; hence the economic benefits stay in place, yet 

environmental resources will be protected and social benefits for the host community will 

grow over time. Therefore, the tourism industry should be continuing environmentally, 

economically, and socially viable, which could be achieved when stimulating MT. This 

indicates the achievement of sustainable tourism development and a well-balanced TBL.  

 

As discovered during the literature review, residents are not fully satisfied with the current 

state of tourism. This was also validated during the quantitative research with residents. 

They mainly refer to the noise, waste, and traffic, together with many other disturbances 

which appear to be less impactful or recognized. These disruptions stand out to a larger 

extent in the more central residential areas concerning the suburbs.  

Residents mention that they will be more welcoming towards tourists if they perceive more 

respectful and mindful behaviour of tourists in their city. Hence, it is crucial to adhere to 

these needs, which improves the satisfaction level of the residents, and therefore also the 

experience of the tourists. Thus, if visitors would become more mindful, by establishing 

more awareness of the host community and the rules, visitors will revise their mindless 

behaviour and act according to social and environmental responsibility. Consequently, the 

needs of the residents are met, their satisfaction level will be improved and therefore, they 

will become more welcoming.  
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4 Solution design  
All findings have been analyzed and allowed the researcher to introduce a solution design. 

Disturbances should be diminished, tourists should behave more respectfully towards 

residents and their surroundings, MT needs to be stimulated, visitors need to be spread 

throughout the city, an authentic experience should be delivered and community inclusion 

needs to be achieved, which all enhances the satisfaction of the residents and visitors. 

Hence, tourists should become mindful, which plays a substantial role in responsible 

behaviour, managing overtourism and achieving sustainable tourism development. This 

applies the theory of the conceptual framework (figure 2). Consequently, the following 

solutions are considered:  

 

A. A website as a platform to connect visitors with locals, with a blog function to share 

experiences or ask questions about the neighbourhood and local hotspots. This ensures 

social cohesion and improves their experience. 

 

 

 

 

B. An app as a guide through Amsterdam, that includes all necessary information: cultural 

activities, practical information and hidden treasures.  

 

 

 

C. Advertisement campaign to increase awareness and point out individual contributions. 

Awareness-raising campaigns were suggested by multiple survey respondents in the 

open questions. Moreover, based on the photo-elicitation interviews, it became evident 

that campaigns have a positive impact on the intended behaviour of visitors. To ensure 

behavioural change, individual contributions (action-oriented communication) should 

be considered, which overcomes the intention-behaviour gap.  

D. Emphasizing historical- and cultural sites, by making them more attractive and 

accessible to encourage cultural tourists. This is also in line with the vision of the 

municipality of Amsterdam and shows visitors that there is more to discover than  

 

 

 

An action/priority matrix is utilized to assess these solutions on the base of the required 

effort and the impact to the problem, to create a strategic overview (MindTools, 2022). 

 
Figure 3: action/priority matrix (10 words) 

Interviewee 5: “I think it would be nice as well, to have more of a little black book in 

Amsterdam, so that you can even discover more of the local hotspots and everything” 

Interviewee 2: “I think the best way is just to make a place, just so people have to 
contact more with the locals and environment just to feel more that this place have 
a history and locals” 
 

Interviewee 2: “to visit some street and for example, red light, or just weed” 
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As a result of this analysis, the researcher has identified solution C as the most applicable, 

and aims to incorporate solution B and D. Herewith, the Golden Circle framework of Sinek 

(2009) is utilized, where the researcher starts to argue ‘why’ things need to be done, 

before deciding ‘how’ and ‘what’ to do. 

 

Why? 

In response to the challenges of the current tourism growth, the opinion and behaviour of 

residents are highly valuable in this research, which ensures community inclusion (see 

appendix 9.4, test 4 and 5). Thus, the benefit sought and JTBD of residents should be 

considered. The aim is to: 

 Resolve the excessive disturbances 

 Increase awareness of visitors on norms and values 

 Stimulate MT 

 Encourage authentic experiences 

 Spread tourists throughout the city to decrease overcrowding of places 

 

Shifting the behaviour of tourists in a way, that they behave responsibly towards the 

environment and its residents, is the objective of sustainable tourism development. 

Consequently, residents will be more satisfied and will become more welcoming towards 

visitors (see appendix 9.4, test 3). This also positively impacts the experience of visitors.   

 

It can be concluded from the interviews that there is limited awareness of the disturbances 

and norms in the city, whilst awareness positively influences their behaviour. 

Consequently, it is crucial to advise and confront visitors with information to increase 

awareness and encourage sustainable consumption (Moscardo, 1999). To achieve this, MT 

should be encouraged, as this has proven to be a technique for behavioural change that 

ensures sustainable and conscious behaviour. Besides, greater attention to the present-

moment raises curiosity, guarantees engagement with the destination and creates value 

for visitors.  

 

Lastly, there is a need to meet locals and a little black book with less-touristic cultural 

places. Tourists are triggered to visit heritage sites and to discover the culture as an 

addition to their initial trip, yet this interest is currently shifting from traditional touristic 

attractions, to more authentic sights (Ardelean and Badulescu, 2022). Hence, there is an 

opportunity to “encourage tourism in new ways to strengthen communities, empower 

citizens and preserve and promote local culture” (ibid). Thus, tourists should be supported 

to get in touch with locals and discover hidden gems, which ensures involvement and 

spreads tourists throughout the city. 

 

How? 

According to a research by Shahzalal and Font (2017), it was discovered that “raising 

awareness of the needs of tourist destinations, their people, and environments” is most 

effective to encourage belief in making a difference one can make. Therefore, social 

responsibility awareness should be created to stimulate MT (Luo et al., 2020). Moreover, 

human behaviour is largely influenced by the need for recognition and meaning 

(Antonakakis, 2018)(Fenitra et al., 2021). Moreover, communication factors can cultivate 

MT (Poh Ling et al., 2019), hence social marketing will be used, which is a marketing 

technique to alter voluntary behaviour, by creating a level of responsibility (Dinan and 

Sargeant, 2000). “It begins with a fundamental recognition of the fact that consumers will 

act to change their behaviour when they believe it is in their interests to do so” (ibid). This 

is proven to be a key driver for sustainable change in a tourism context (Truong and Hall, 

2013). Herewith, behavioural change communication should be incorporated, as this 
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intends to stimulate ownership, by including a positive and action-oriented message, that 

is customer focussed (Wagle, 2019). This should be relevant and accessible for visitors, to 

diminish personal and responsibility intention-behaviour barriers. 

 

There are currently already several campaigns that aim to change visitors’ behaviour, such 

as the ‘Enjoy & Respect’ and ‘gewenst gedrag’ campaign, however, these focus on 

addressing wrongful behaviour by highlighting the rules and consequences, instead of 

encouraging preferred behaviour. Thus, this intervention aims to educate the reader and 

incorporate individual or societal relevance, to stimulate MT of all visitors. For this, their 

needs and behavioural motivations will be considered, “to offer people something they 

already value in exchange for a behaviour which we believe will benefit not only them as 

individuals, but society as a whole” (Lee and Kotler, 2019). 

 

Furthermore, in response to overtourism, mindless behaviour and “the challenges of the 

modern world in terms of the need to implement sustainable development and the 

sustainable recovery of tourism, it is necessary to use IT solutions that will allow 

influencing the behaviour of tourists” (Hysa et al., 2021). Billboard advertising will be used 

as a marketing communication medium, due to its visibility, ability to reach the target 

audience and efficiency (Taylor et al., 2006). Next to this, online platforms are being 

increasingly used to find recommendations of places to visit but also for practical 

information regarding national days or public transport. Gathering all information in one 

place makes it more accessible for visitors.  

 

What? 

The first critical touchpoint is the arrival, this is the first physical contact with the visitors. 

Therefore, exposure and an introduction to the intervention are crucial at this stage. The 

introduction will be realized with the use of billboard advertising, to arouse interest and 

inform visitors. This should be displayed at the airport, train station and along the highway. 

Moreover, exposure to this intervention should be ensured at multiple locations in the city, 

to increase the reach and recurrence, and to make the message stick. Therefore, billboard 

advertisements should be implemented at various tactic places, such as in public transport, 

near museums and highly disturbed places. For this, advertisement posters need to be 

made, that will educate and welcome visitors. The advertisement must be appealing, to 

ensure that curiosity is aroused. Moreover, the information should be clear, 

comprehensible, and accessible, to capture the attention of all visitors, raise awareness 

and let the message stick. 

 

Additionally, the app ‘I amsterdam City Card’ is an existing app that provides visitors with 

a guide to explore the city more authentically. The proposed cultural and historic activities 

are not only in the city centre, but also in developing areas, which helps to spread tourists 

and encourage them to explore authenticity. This city card allows visitors to visit cultural 

places and restaurants for a reduced price. Moreover, it includes access to public 

transportation, which is relatively environmental-friendly and reduces traffic. Promoting 

this app in the campaign would be suitable, which combines proposed solutions B and D, 

and can be added to solution C. Moreover, by making use of this existing app, the effort 

of solution D decreases, whilst the impact stays satisfactory. This app could be promoted 

with the use of a QR-code on the advertisement posters. However, to completely fulfil 

solution D, practical information needs to be added to the app. Therefore, the researcher 

will propose to include additional informative and traditional information in the app.  
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5 Intervention 
Solution: 

Publicize advertisement posters that stimulate mindful behaviour of all visitors, 

with the use of billboards throughout the city. Herewith, a QR should be 

incorporated that leads to the ‘I amsterdam City Card’ app to encourage 

cultural and historic activities. 

 

The researcher has designed multiple advertisement posters (see appendix 9.8), where 

one main slogan is used, that aims to increase awareness of the norms and values in the 

city. The slogan is action-oriented and encourages readers to be mindful of their 

surroundings, behaviour, and experience. The advertisements point out preferred 

behaviour and will not focus on wrongful behaviour, as that emphasises the wrong aspect 

(Bradley, 2021). The slogan is as follows: 

 

DARE to discover the city 

CARE for the local community 

BE AWARE of the environment 

 

Furthermore, advertisement posters with the QR-codes are created, that refer readers to 

the ‘I amsterdam City Card’ app (see appendix 9.9). Additionally, designs for the ‘traditions 

& national days’ page were made (see appendix 9.10). The added value of this page is to 

explain national traditions and special days to the visitors, which educates them and 

stimulates a local experience. This covers the visitors factor to cultivate MT (Poh Ling et 

al., 2019). Moreover, to make the campaign reoccurring, advertisement banners for the 

app have been designed (see appendix 9.11). As the target market has been led to the 

app with the use of the QR-code, the repetition of the campaign will ensure that the slogan 

sticks. The key findings and full solution will be presented to amsterdam&partners (see 

appendix 9.15) and will also be suggested to the municipality of Amsterdam (see appendix 

9.16). These are experts in the field, as they deal with these problems daily, creating 

various projects and measures to accomplish sustainable developments. Therefore, the 

opinion and involvement of these stakeholders are of high importance.  

 

Once both the municipality and amsterdam&partners are convinced of the suitability and 

viability of the intervention, their feedback and suggestions need to be considered to make 

adjustments and improvements. Besides, their cooperation together is critical. Once they 

have agreed on the final content and layout of the campaign, the campaign can be 

launched officially.   

 

Implementation  

Who  What  

Researcher  Disseminate knowledge and propose solution to the municipality and 

amsterdam&partners. Convince them on the suitability and viability of 

the marketing campaign and the new page on the app.  

Municipality  Discuss the marketing campaign internally. Use the provided 

information, their own previous experience with campaigns and their 

expertise on the field, to improve the content and/or design of the 

posters.  

Amsterdam&partners Discuss the benefits of the new page ‘traditions & national days’ 

internally, format the final the content and pictures for the page and 

launch the new page in the app.  
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Municipality, 

amsterdam&partners 

and commissioner  

Cooperate with each other to optimize the advertisement posters and 

discuss the launch date, duration of the campaign and the 

responsibilities. 

Municipality and 

amsterdam&partners 

Both write and share an article on their own websites, that introduces 

and explains the ‘Dare, Care, and Be Aware’ campaign. This way, 

residents, visitors, and other companies are informed.  

Municipality  The municipality launches the campaign with the use of billboards 

throughout the city.  

Amsterdam&partners Amsterdam&partners implements the advertisement banners in their 

app, that are connected to the billboard advertisements. This way, 

visitors that are led to the app through the campaign, will be confronted 

with the slogan again. Visitors that have downloaded the app their 

selves, will be introduced to the campaign.  

 

Costs for the intervention (Iamsterdam, 2022) 

Type of advertisement Reach  Costs  

Banner advertisement in the app 9.500 monthly €700 monthly (see 

appendix 9.15.4) 

62 billboards Schiphol arrival  315.385 weekly  €31 weekly  

10 billboards Central Station  3.000.000 weekly €750 weekly 

112 A-locations throughout the city Unknown  €1232 weekly  

Total costs are €8752 monthly. 

 

Customer journey  

During the visit  

Visitors will be confronted with the billboard advertisements at an early stage during their 

visit, namely upon arrival at the airport, along the highway and at Central Station. 
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Moreover, they will also be showcased at A-locations in the city, such as at public 

transport, near cultural attractions, Dam Square, and Red-Light District. 

  
 

After numerous confrontations with these advertisements, the slogan starts to stick and 

the visitor starts to capture its interest, curiosity will arouse, and interest is captured. The 

awareness of norms and values is increasing and the visitor understands the individual 

relevance. The personal and responsibility barrier are tackled, and the visitor takes 

responsibility by being more aware and acting respectfully towards the environment and 

community. Moreover, he/she will search for answers to questions that arise. 

Consequently, the visitor will scan the QR-code, to discover more of the city and allow 

himself/herself to educate even more.  

 
 

The ‘I amsterdam City Card’ App will be downloaded, and the visitor is motivated to explore 

more of the city but is also educated about the transport options and national traditions. 

Here, the advertisement banners will be displayed. 
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During the stay, national days might even take place, hence the visitor can experience a 

real local event. Consequently, the visitor was involved and in control of what was going 

on around him/her. Next to this, he/she might be curious enough and will search for more 

information about the campaign, after which the articles will be read. 

 

After visit  

The visitor enjoyed its stay and realized he/she was stimulated to discover more of the 

city’s cultural and historical activities and met locals, but also cared for the residents by 

being more mindful. Moreover, he/she was more aware of its impact on the environment, 

due to the engagement with the destination. Hence, the level of mindfulness achieved has 

impacted the behaviour and improved the experience, whilst minimizing the disturbance 

towards the residents. These learnings and self-awareness will be taken along in future 

travels.  
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6 Evaluation 
To measure the success of the intervention, an after-action review is advised to perform 
(Russell, 2017). Here the actual outcomes are compared to the intended outcomes, and 
based on this knowledge, areas of improvement can be identified (ibid). This should be 
executed on the level of MT and the perceived (improved) disturbances from a resident’s 
perspective. These two elements correspond with the MRQ.  
To measure the achievement of these objectives, mixed methods impact evaluations will 
be utilized (Begun, 2018). This mixed methods strategy seeks to maximize reliability and 
validity (Bamberger, 2012). The purpose of this impact evaluation is to assess the effects 
of the intervention with different methods, to deepen the understanding (ibid).  

 
Quantitative evaluation design  
The number of QR-code scans will be reviewed, meaning how many people were curious 
enough to find out more about Amsterdam, after seeing the billboard advertisements. In 
traditional marketing, this KPI would have been a major indicator, however in the context 
of this study, it only proves static mindful behaviour (Brög et al., 2009). Still, scanning 
this QR-code suggests sufficient scores in the following categories of Moscardo’s 
mindfulness measure:  

 “I had my interest captured” 
 “I had my curiosity aroused” 
 “I searched for answers to questions I may have had” 

 
After downloading and using the app, the scores will hopefully increase in: 

 “I have explored and discovered new things” 

 “I inquired further about things at the city destination” 

 “I was involved in what was going on around me” 
 “I was in control of what was going on around me” 

 
These are expectations of the researcher, however, to monitor the success of this 
intervention, the level of visitors’ mindfulness should be assessed. This will be done with 

anonymous surveys in the app (see appendix 9.12) and ensures the researcher to ‘manage 
visitors closely’ (see appendix 9.13). The mindfulness measure is incorporated in the 
survey, which has also been applied in photo-elicitation interviews. The total score of 
question three to nine represent the mindfulness measure, where a score between 7-27 
determines ‘not mindful’, 28-41 is identified as ‘mindful’ and 42-49 is classified as ‘very 
mindful’. Hence, a score of minimal 28 by all respondents will confirm success in this part 
of the evaluation.  
The additional questions: question one, two and ten are supplementary indicators of the 
response to the campaign and the impact of the campaign on their socio-cognitive mindful 
behaviour. Scores on these questions should be minimal 4 (28/7=4) to perceive the 
campaign as effective.  
 
Qualitative evaluation design 
To measure the achievement of sustainable tourism development, the impact should 

be assessed from both perspectives. Hence, the opinion of residents should be 
evaluated as well, which aims to evaluate the dynamic mindful behaviour of visitors. 
Residents are also a crucial stakeholder, which was showcased in the stakeholder 
analysis (see appendix 9.13). Moreover, this ensures community inclusion and links 
back to the MRQ: 
 

How can socio-cognitive mindfulness play a role in sustainable tourism development  

and what is the impact on residents in Amsterdam? 
  
Consequently, discovering if the perceived disturbances are declining is essential to 
measure the success of the intervention. This should be done with the use of three/four 
focus groups, which is a common method in social research (Bamberger, 2012)(Wilkinson, 
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1998). For this, at least six residents from diverse demographic backgrounds should be 
invited per focus group (Wilkinson, 1998). Interactive group discussions are a convenient 
way to discover people’s experiences and opinions on the effect of the intervention, 
especially since they have the same benefit sought (Kitzinger, 1994). The focus groups 
should be semi-structured, where several interview questions need to be prepared upfront 
that aims to uncover the impact of the intervention on the identified disturbances during 
the quantitative research (see chapter 3.6.1), but should also include in-depth reasoning 
and actionable recommendations for improvement (ibid). The success of the intervention 
is proven in this part of the evaluation, if the outcome of all focus groups is that 
disturbances have decreased after implementing the billboard advertising campaign.  
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7 Stakeholders & dissemination  
To ensure that the gained knowledge of this research will be shared with key stakeholders, 

a dissemination plan was composed (Gagnon, 2009). This increases involvement, 

engagement, and actionability of the research outcomes.  

 

A stakeholder analysis identified current and future stakeholders, using a power/interest 

matrix (see appendix 9.13). Here, it was evaluated who is impacted by or involved in this 

research. By executing the proposed intervention, the position of tourists will shift, as the 

solution’s success is dependent on their behaviour. Moreover, amsterdam&partners is 

added, as they are in charge of implementing the advertisement banners and adding the 

page to their app. From this analysis, it became evident that there are four key 

stakeholders that should be managed closely, based on these insights, the acts of 

dissemination have been decided upon. 

 

7.1 Acts of dissemination  
7.1.1 Commissioner Ms. Oruc  
Who is the audience? Ms. Oruc, the commissioner of this research. 

What is the message? The entire company project will be shared, and specific questions are 

being asked. 

Communication type  

 

The company project will be shared by email, together with the client 

evaluation form. 

When?  01-11-2022 

What is the aimed 

effect/impact? 

The relevancy and actionability of the conducted research can be 

checked with the key stakeholder and adjustments can still be made 

before the official deadline. Moreover, it is meant to increase 

knowledge of Ms. Oruc from a different perspective, which could be 

used for her PhD research and the HTH research centre. 

 

Please refer to appendix 9.14 for the client evaluation form.  

 

7.1.2 Amsterdam&partners  
Who is the audience? The Product Managers of amsterdam&partners Melissa Clauzing and 

Tim Gradussen. Amsterdam&partners is the organization that 

created the ‘I amsterdam City Card’ app. 

What is the message? Relevant research findings will be shared, and the solution will be 

pitched. 

Communication type  Online presentation via Microsoft Teams.  

When?  08-11-2023  

What is the aimed 

effect/impact?  

This dissemination is meant to encourage amsterdam&partners to 

innovate, but also to take upon the responsibility to stimulate MT. 

The aim is to convince them to implement the solution 

(advertisement banner in the app and the ‘traditions & national days’ 

page), after assessing the relevance and suitability for their 

organization. 

What is the audience 

going to do with your 

knowledge 

dissemination? 

They were convinced of the social and positive marketing techniques 

used in the proposed solutions. This could help them in reaching a 

new target market, namely visitors who are unaware of their 

behaviour. Consequently, their campaign department will consider 

using this communication type, to encourage MT. Additionally, the 
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advertisement banners for in the app will be proposed to them in a 

month, after the launch of their current campaign. Furthermore, the 

‘traditions & national days’ is suitable for their app, which will be 

added to their new developments.  

 

Please refer to appendix 9.15 for proof, a summary and their evaluation.  

 

7.1.3 Municipality of Amsterdam  
Who is the  

audience? 

The centre district director Wolfgang Hövelmann and the ‘Aanpak 

Binnenstad’ program secretary Aimée Albers. 

What is the message? Explaining the research findings, the opinion from both the resident 

and tourist perspective and presenting the intervention.  

Communication type A presentation at the city hall.  

When?  09-11-2023 

What is the aimed 

effect/impact? 

This act of dissemination aims to share knowledge with experts in 

the industry, to inform them on the significant role of MT in managing 

overtourism, decreasing disturbances, spreading tourists, and 

creating a more meaningful (cultural) experience for both the visitors 

and residents. To ensure community inclusion, the researcher 

represents the opinion of the 121 survey respondents, but also 

encourages the stakeholders to keep engaging them, to improve 

their satisfaction. Moreover, this could provoke thoughts on positive 

communication and social marketing in upcoming campaigns and 

stimulate collaborating with amsterdam&partners. The aim is to 

convince them on the relevancy of the ‘Dare, Care and Be Aware’ 

campaign, which supports the achievement of their mission to 

recover the liveability and to nurture the city’s heritage.  

What is the audience 

going to do with your 

knowledge 

dissemination? 

They were interested in the focus on MT, as they believe this is 

beneficial in their current strategy and suitable for the majority of 

their visitors. Moreover, community inclusion is highly important for 

them, which is already included in their strategy. Furthermore, they 

are willing to consider a collaboration with the ‘I amsterdam City 

Card’ app to encourage visitors to enjoy the elegance and culture of 

the city.  

 

Please refer to appendix 9.16 for proof, a summary and their evaluation.  
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8 Limitations and future research 

directions 
The researcher has identified several limitations to this research, which must be considered 

and can be perceived as opportunities for future research or repetition of this research.  

 

The first limitation to be considered is regarding the sample of the survey, which could 

potentially be biased, as the respondents were based on voluntary responses within the 

(in)direct network of the researcher. Next to this, most respondents are residential in the 

City Centre, West or Zuid and fewer in developing areas.  

As for the interviews, social desirability bias could be in place. Even though anonymity has 

been emphasized, the interviews were hosted face-to-face, meaning there is a risk that 

interviewees could feel shame about giving honest answers (Sekaran and Bougie, 2016). 

This is concluded from the fact that people’s awareness has risen after the interview, 

however, they all mention they do not feel identified with these misbehaving 

characteristics. Additionally, the level of mindfulness is spread in the sample, for which a 

bigger sample could have given more certainty.  

 

Moreover, the researcher questions the fact that the outcomes of the interviews indicate 

that visitors feel welcomed by residents, which might be divergent from the actual 

situation since the interviews were hosted during lockdown measures, where fewer tourists 

visited the city, nightclubs were closed, and touristic attractions had limited capacity. 

Therefore, it is uncertain if the outcomes are fully representative. 

 

Should this research be repeated, the researcher would advise future researchers to review 

my conceptual models and consider additional types of qualitative research methods, that 

might add to my research. A meaningful technique could be focus groups with residents, 

to expand community inclusion and trigger emotions during the group discussions. 

Moreover, the sample of the photo-elicitation interviews could be expanded, to strengthen 

statistical relevance of the outcomes. Herewith, a crucial area to improve the interview is 

the self-reflection on current mindful behaviour and areas of development. It is highly 

important to extensively understand their behavioural patterns and how these could be 

changed. Additionally, more in-depth follow-up questions should be asked when vague 

answers are given or when a question is not being understood fully. Lastly, future 

researchers should consider performing interviews at various locations, to attract different 

types of visitors and broaden the scope. The current data collection was done at Dam 

Square; however, this could potentially only include a specific type of visitor. 

 

Furthermore, during the dissemination with the municipality, the researcher noticed a 

slightly deviated focus of the municipality of Amsterdam compared to the aim of this 

research, which has given the researcher new insights on their top priority disturbance to 

diminish (see appendix 9.16). Hence, decreasing the disturbances from drunk tourists in 

mainly the Red-Light district should be further investigated onto in future research 

designs. Moreover, both the municipality and amsterdam&partners suggested to include 

online advertisements (such as Google Ads) in the intervention, to reach the target market 

already during the planning phase of their trip. This technique is advised to further 

investigate in future research, as this could be value-adding in the pre-stage of the 

customer journey.   
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9 Appendices  
 

9.1 Appendix 1: Research Tree 

 

9.2 Appendix 2: Survey questions 
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9.3 Appendix 3: Survey results in SPSS 
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9.4 Appendix 4: Statistical test results  
 

Test 1: 

Test  Kruskal-Wallis  

Hypotheses H0: There is no difference between the different residential areas with 

regards to their opinion towards the behaviour of tourists in 

Amsterdam. 

H1: There is a difference between the different residential areas with 

regards to their opinion towards the behaviour of tourists in 

Amsterdam. 

P-value 0.007 

Conclusion P<0.05 so H0 is rejected and H1 is accepted. With 95% certainty, 

there is a significant difference between the responses of inhabitants 

of the different residential area’s and their opinion towards tourism. 

 

Looking at the ranks of the test, it can be seen that the mean ranks 

of Centrum, Oost, Zuid and West are highest, interpreting that people 

living in these areas have the most negative opinion on tourism. The 

researcher therefore concludes that the areas that are most visited by 

tourists, are also the areas where residents partly have a 

dissatisfaction with the behaviour of tourists.  

 

 
 

Test 2: 

Test  Friedman  

Hypotheses H0: There is no difference between the results of the different 

statements, indicating disturbances that are created by tourists. 

H1: There is a difference between the results of the different 

statements, indicating disturbances that are created by tourists. 

P-value <0.001 

Conclusion P<0.05 so H0 is rejected and H1 is accepted. With 95% it can be 

concluded that there is a difference between the different disturbances 

created by tourists. As to be seen in the mean ranks, economic 

benefits, waste, noise and traffic have the lowest mean, and therefore 

the highest level of agreeance (1=strongly agree, 2=agree, 

3=somewhat agree, 4=neutral, 5=somewhat disagree, 6=disagree, 

7=strongly disagree).  
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Test 3:  

Test  Chi-Square 

Hypotheses H0: There is no relation between eliminating negative aspects and the 

influence of MT on the behaviour of residents towards visitors.  

H1: There is a relation between eliminating negative aspects and the 

influence of MT on the behaviour of residents towards visitors. 

P-value <0.001 

Conclusion P<0.05 so H0 is rejected and H1 is accepted. With 95% certainty, it 

can be concluded that the elimination of negative aspects has a 

positive impact on the welcoming behaviour of residents towards 

tourists.  
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Test 4: 

Test  Chi-square  

Hypotheses H0: There is no relation between the opinion on the behaviour of 

tourists in Amsterdam and the level of involvement from residents. 

H1: There is a relation between the opinion on the behaviour of 

tourists in Amsterdam and the level of involvement from residents. 

P-value <0.001 

Conclusion P<0.05 so H0 is rejected and H1 is accepted, meaning there is 95% 

certainty that there is a relation between the level of involvement and 

opinion of residents. Hence, if residents will be more involved in what 

is going on around them, they will be more likely to feel more positive 

about tourism. 

 
 

Test 5: 

Test  Chi-square  

Hypotheses H0: There is no relation between the opinion on the behaviour of 

tourists in Amsterdam and the level of control from residents. 

H1: There is a relation between the opinion on the behaviour of 

tourists in Amsterdam and the level of control from residents. 

P-value 0.001 

Conclusion P<0.05 so H0 is rejected and H1 is accepted, meaning there is 95% 

certainty that there is a relation between the level of control of what 

is going on around residents and their perception of tourists.  
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9.5 Appendix 5: Colour-coded open questions 

from survey 
 

All answers have been colour-coded, based on the following categories: 

Waste   

Noise   

Transport   

Housing   

Awareness   

Regulations   

Other    
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9.6 Appendix 6: Interview questions 
 

Good afternoon, thank you so much for taking the time to participate in my research. My 

name is Nikki Veldhoen and I am currently finalizing my studies at Hotelschool the Hague. 

This interview is to discover what the opinion from tourists is, on how welcoming the city 

is, what the attitude of tourists is and define the willingness and belief in behavioural 

changes, as well as what is needed for that.  

The overall purpose of research is to improve the existence of tourism in the city of 

Amsterdam. By encountering the perception of residents towards tourists, to enhance their 

hospitality towards tourists and therefore improving the experience of tourists, with the 

use of mindful tourism. Mindful tourism refers to being aware of the surroundings and its 

environment, being actively engaged & aware of where you are and what the 

consequences are of your actions.  

Your privacy is of utmost importance; hence this interview will stay anonymous. The 

results will be used for the purpose of my thesis only and will not be distributed to third 

parties. Would you mind if I record the interview? 

 

1. Firstly, I would like to know from which country you are from? 

2. What made you decide to visit Amsterdam? 

3. For how many days will you visit Amsterdam? 

4. What is your experience in Amsterdam so far, does it meet your expectations? 

5. Have you visited Amsterdam before? 

 

During your stay in the city of Amsterdam, can you think of your opinion on the following 

questions with a range of 1-7, where 1 is strongly disagree and 7 is strongly agree. 

6. During your stay in Amsterdam, your interest is captured (interested in what you 

see around you - are you aware of the environment)?  

 why/how? 

7. During your stay, your curiosity in the city has aroused  

 in what and why? 

8. During your stay, you have explored or discovered new things, that you did not 

experience yet (in other cities) 

 can you name an example? 

9. During your stay, everything is clear to you (such as how to use public transport 

or the norms and values here) 

 if low, then ask: how do you think this could be improved? 

10. During your stay, you feel in control of your behaviour and surroundings.  

11. How do you think that residents feel about your behaviour and mindfulness as a 

tourist in the city?  

 

Mindful tourism refers to being aware of the surroundings and its environment, which 

may affect the travel and consumption behaviour and eventually the customer journey. 

It is about being actively engaged and aware of where you are and what the 

consequences of your actions are.  

 

12. Do you feel welcomed by the local community? 

 why (not), can you name an example? 

 does this influence your experience in the city and why? 

13. Are you aware of the consequences of your decisions/activities/actions on the 

environment and the local community? 

14. Are you familiar with the tourism concerns in Amsterdam? 
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Now I would like to ask you to scan these I would like to ask you to have a look at 3 picture 

on the first page.   

 
15. These are pictures in between central station and dam square, what do you see? 

a. Would you want to walk here and go shopping? 

b. What is your opinion on this busyness? 

c. How can this be changed? 

d. What role can you as a tourist take in this change? 

 

Please have a look at the pictures on page 2 now.  

 
16. What do you see in these pictures? 

 What is your opinion on this? 

 Do you think that this has a relation with tourism? 

 What do you think should be changed, to change this? 

 

Please have a look at the pictures on page 3 now.  

  
17. What do you see in these pictures? 

 Would you go to clubs/bars when you see this? 

 Have you ever experienced this in another city, and what is your opinion on 

this? 

 What would you like to change seeing this? 

 How?  

 

Please have a look at the pictures on page 4 now.  
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18. Looking at these pictures, what do you see/notice? 

 What are your thoughts on this? 

 Do you think cars should stay allowed in the centre of Amsterdam, or that it is 

safer for the bikers and pedestrians to ban them? 

Based on a survey within my research with 121 respondents (residents from Amsterdam) 

I came to the conclusion that waste, noise and traffic are most associated with tourists in 

AMS. 

19. Here, residents associate these disturbances with tourists, what is your opinion on 

this outcome? 

 could you give reasoning to this? 

( Do you remark any differences on this between your visit now and your previous 

visit?) 

 

Please have a look at the pictures on page 5 

 
20. What do you see on these pictures?  

 What does it do to you to see this?  

 Is this new or unfamiliar information for you? 

 Does this increase your awareness of rules and behaviour?  

 Would seeing this, change your behaviour or arise awareness? 

These were from a campaign in Amsterdam, the Enjoy and Respect campaign. 
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Have a look at the pictures on the last page.  

 
21. What do you see on these pictures? 

a. What do you think, by looking at these pictures?  

b. Does this increase your awareness of rules and behaviour?  

c. Will this change your behaviour or what is the impact on you? 

These are pictures of the ‘I live here’ campaign. 

 

22. Are you now MORE aware of the consequences of your decisions/activities/actions 

on the environment and the local community? 

23. Based on this, are you willing to change your behaviour? 

24. What specific actions will you take? 

25. What do you think will be the positive impacts of these actions? 

Do you have any tips or idea’s what could work, to raise awareness of the concerns of 

residents, to support them, but also to improve mindful tourism 

 

I would like to thank you once more for participating in this research. This is very much 

appreciated and helps me a lot!  
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9.7 Appendix 7: Transcription of interviews and 

colour-coding 
 

The interviews have been colour-coded, based on the following categories: 

Waste 

Noise 

Transport 

Housing  

Awareness 

Regulations 

Mindfulness 

Solution  

 

9.7.1 Interview 1: tourist from Peru  
Nikki Okay, thank you so much, So good afternoon. Thank you for participating 

in my research. My name is Nikki and I am currently finalizing my studies 

for Hotelschool the Hague. This interview is to discover what opinion from 

the tourist is on how welcoming the city is. So, I would like to ask you 

what your attitude from a tourist perspective is. The overall purpose of 

this research is to improve the existence of tourism in the city of 

Amsterdam. Your privacy is of utmost importance, so I will not need your 

any of your name on either recordings if that's okay with you. 

Interviewee Okay, do I say my name?  

Nikki  Oh, no, it is not needed.  

Interviewee All right. Yeah.  

Nikki Okay, so I would like to know from which country are you from?  

Interviewee I am from Peru. 

Nikki Ah Peru, super nice. And what made you decide to visit Amsterdam? 

Interviewee  One day or, ooh today? 

Nikki  Yess, why do you come to Amsterdam? 

Interviewee  Because I see in the television the city. 

Nikki  Okay, nice so only for one day? 

Interviewee  Only for one day. Yeah. And then you go back to, come back to Bilbao. 

Nikki  Bilbao. Okay. Nice. And what is your experience so far in Amsterdam. 

Interviewee  Nice, nice. It is wondering in the city. 

Nikki  Oh, okay. And it is the first time? 

Interviewee  My first time, yes 

Nikki   Oh super nice.  

So now I will ask you a few questions. It is from one to seven. So one is 

disagree and seven is agree. So, during your stay? You are interested in 

the city? 

Interviewee  No, for me not interested. 

Nikki  Not interested? 

Interviewee No 

Nikki Oh okay. And are you curious in the city? Would you like to get to know 

more from the city? So, see a lot. 

Interviewee  Uhmm, is the Train Station. I like that 

Nikki Ah, you like to train Station? Okay. Nice. And during this day, have you 

explored or discovered new things?  

Interviewee Ah yeah, oh sorry *speaks Spanish* 
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 The people here ride bike. No much car 

Nikki Ah okay yeah, a lot of bikes? 

Interviewee Exactly 

Nikki Okay. Is everything clear to you, the public transport, the train? Is 

everything clear?  

Interviewee Yeah, it is clear.  

Nikki Okay. And do you feel in control of your own behaviour? 

Interviewee  Sorry. *reads the question*  

Yeah, yeah. Okay.  

Nikki Okay. So now, I would like to move on to the next questions. So do you 

feel welcomed by the people that live here?  

Interviewee  Yeah, yeah, the people is normal here.  

Nikki Okay, nice. And can you give an example? 

Interviewee  Example for me? 

Nikki  Are the people friendly to you? 

Interviewee  No, because I work.  

Nikki  Ohh you work here? 

Interviewee  Yes I work on the scene. 

Nikki  Oh okay. And are you aware of the consequences of your actions? 

Interviewee  Uhh sorry. *reads the question* No, no, no. 

Nikki Okay. Now, I will move on to the pictures. So, if you can have a look at 

the first pictures, that first page, if you look at the first pictures, what do 

you see? 

Interviewee  Many people in the street. 

Nikki Many people, exactly. And if you see this, would you like to walk in 

between the people?  

Interviewee  No, no.  

Nikki And because this is the shopping street, it is over there *points at the 

street*. Would you like to go shopping there if you see this? 

Interviewee  I like the shopping. But I do not know when many people go same time. 

Nikki  Yeah, exactly. Okay, I understand. And how do you think this can be 

changed?  

Interviewee  This can be changed. Ah *speaks Spanish*  

I do not know.  

Nikki  No, you do not know? Okay, that is fine.  

Okay, so if you go to the next page, these pictures, what do you see in the 

picture  

Interviewee  Uhh garbage? Yeah, a lot of garbage.  

Nikki   Yeah. What do you think of the garbage 

Interviewee  Is bad for the city, no? 

Nikki  Yeah, exactly. Yeah. And do you think that the garbage is because of the 

tourists? 

Interviewee   Uhuh, yeah, yes. The tourists and the because do not think in clean dirty. 

Nikki No. Okay. Exactly. Yeah. And then if you can go to the next pictures. What 

do you see in these pictures?  

Interviewee  Party? *laughs* 

Nikki Yes, exactly. It is no party now because of Corona, but normally it is 

party. And if you see this, would you like to go party?  

Interviewee  Uh sorry *looks confused* 

Nikki If you see these pictures, would you want to go to the party? You *points* 

go to the party?  

Interviewee  Yeah. Yeah. Now? No, no. Before? Sometimes, si, yes.  
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Nikki Okay, okay. Um, okay so moving on to the next picture. How do you think 

change? 

Interviewee  Uhmm, more restriction for the people? Yeah, less people. Only this many. 

For example, 100 person and no more. 

Nikki  Okay, so you mean a maximum amount of people.  

Interviewee  Yes, exactly.  

Nikki Okay. Yeah, I understand. And then if you go to the next pictures. What 

do you see here?  

Interviewee  Oh, many, many cars  

Nikki Yess, many cars indeed. And what do you think of the cars? 

Interviewee  Uh contamination? Oh the car. Sorry repeat again  

Nikki The question. What do you think of it? What do you think of the of the 

cars? 

Interviewee But I do not know. But for the City, but I need a car 

Nikki  Do you think that the cars should not be allowed in the city?  

Interviewee  No, no, not allowed. No no I do not understand sorry.  

Nikki  There are a lot of bikes and a lot of cars *points at the bikes and cars* 

Interviewee No, no, no. No car, I like more bikes.  

Nikki  Okay. Okay. And then, yeah, okay. So these were the pictures.  

So, I have done a survey already with the people from Amsterdam. And 

here I concluded that the problem is the noise, the traffic, so the cars and 

bikes, and the trash on the floor? Do you agree with that? 

Interviewee  Ah Yeah *looks confused and is in a rush* 

Nikki No okay, it is fine. We can move on. So in these next pictures, what do 

you see? 

Interviewee  Uh I do not understand. Uh this is free. This is you need to you pay. 

Nikki Yeah, they mean, for example singing out loud. If you do it inside, then it 

is free. If you do it outside, so make a lot of noise, then you need to pay a 

fine. 

Interviewee  Ah, this is *speaks Spanish*  

Nikki And then for the trash. If you put it into bin, then it is free. And if you put 

it on the floor, you need to pay  

Interviewee  Ah, yeah. Okay.  

Nikki Is this now clear to you? 

Interviewee Yeah I understand. Understand. 

Nikki Okay, okay. And then the last pictures. So what do you see in the picture 

here? 

Interviewee  Uhmm, *speaks Spanish* it is publicidad right? 

Nikki Yeah, it is a marketing campaign. And then you see here. “I live here”. 

And then you see a picture of someone on the door saying “I live here”.  

Interviewee  Uhh I do not understand  

Nikki Uhmm, el hombre a vive aqui.  

Interviewee Ahh no, no, no. I do not see this, I never saw.  

Nikki Okay. Okay. Now the last questions, based on this interview. Are you 

more aware of the problems in the city?  

Interviewee  Yeah, yeah. Is this perfect for me. It is perfect for me. It is perfect. It is 

nice. 

Nikki  But do you think that is because of Corona, that now not a lot of tourists 

are here.  

Interviewee  Ah yeah, before the corona, I wanted to go to visit. I want to see I like I 

want to come here. Uh huh but corona finite. Corona concern my trip. Now 

I come. 
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Nikki Okay. Oh nice. Okay um well thank you for your answers. One last 

question, are you here also tonight? 

Interviewee  No. Ah okay. Tonight, come work.  

Nikki Ah, okay because I have a really nice routes from five onwards, at five 

o'clock then there is a nice route in Amsterdam. If you the walk that, then 

I have a route for you.  

 

9.7.2 Interview 2: tourist from Iran 
Nikki Good afternoon. Thank you for participating in my research. My name is 

Nikki and I am currently studying at Hotelschool The Hague. This interview 

is to discover the opinion of tourists on how welcoming the city is, and 

what the attitudes of the tourists is. And to define, define the willingness 

and belief in behavioural changes. So, the overall purpose of the research 

is to improve the existence of tourism in the city of Amsterdam by 

encountering the perceptions of the residents towards the tourists, to 

enhance the hospitality from the residents towards the tourism, tourists. 

So mindful tourism refers to being aware of the surroundings and its 

environment, being actively engaged and aware of where you are, and 

what the consequences are. Your privacy is of utmost importance. So, I 

will only record the session because you already agreed to that, but I will 

not need your name because of privacy reasons.  

So firstly, I would like to ask from which country are you? 

Interviewee I am originally from Iran. But I am living here since 2015.  

Nikki  Okay, nice. Yeah. And what made you decide to move to Amsterdam? 

Interviewee  I am political activist in Iran was political activist and I asked political 

asylum. 

Nikki   Okay, I understand. And so, how do you experience Amsterdam so far? 

Interviewee  Amsterdam, I think it is the only really international city in the 

Netherlands. There is the Netherlands in general is internationals. But you 

can see for example, in The Hague, or in the Rotterdam, Rotterdam, also a 

little bit like Amsterdam, but in other cities is more one culture are more 

dominant, for example, one, Middle Eastern, or North African. But here in 

Amsterdam, you feel no, it is really international. It is more balanced 

between different cultures. 

Nikki  Okay, that's nice to hear. So, you think it is really welcoming to all 

cultures? 

Interviewee  It is welcoming yes, I think so. Yeah. Even though I did not, I did not 

contact a lot with real Amsterdammers. That's also the problem, because 

you do not see Amsterdammers, you only see foreigners. 

Nikki Yeah, exactly. A lot of foreigners. And have you visited with Amsterdam 

before moving here? Or was this your first time going first time was 2015.  

Interviewee No, first time was 2015. 

Nikki  Okay, nice. And so now I will ask you a few questions where the range is 

from one to seven.  

Interviewee  Okay. 

Nikki So, one is disagree. And seven is very much agreed. During your stay in 

Amsterdam, your interest is captured? 

Interviewee  Yes. Okay, uhmm number. Seven is very much agree? 

Nikki  Yeah.  

Interviewee  Okay, so it is yeah, five, 

Nikki  Five. okay, nice. And why? 
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Interviewee  It is, yeah you. Yeah, there is some Dutch taste still in the city in the 

architecture. But it is very welcoming. In from dimension that. It is really 

if you are a foreigner, do not feel that you are foreigner, you. Everybody's 

foreigner. So this feels, it is good. That's good. 

Nikki That's good to hear. So, the second one during your stay, is your curiosity 

in the city aroused? 

Interviewee  Yes, especially when I not in the Central. 

Nikki Okay, yeah. So, especially in the less touristic places.  

Interviewee  Yes.  

Nikki  Okay. And which a number would you give that your curiosity 

Interviewee  I think four 

Nikki Four, okay. The next one during your stay, you have explored or 

discovered new things? 

Interviewee  Yes, I discovered the some sculpture and architecture. Yes. And I, I give 

5.5 

Nikki Okay 5.5, that's a good one. Yeah. And during your stay, everything is 

clear to you, for example, how to use the public transport or the norms 

and values here?  

Interviewee  Six 

Nikki Six, okay, and why? 

Interviewee  It is very easy. You can rent bike you can use Metro; you can use bus, I 

think it is very good organized in that. 

Nikki Okay, perfect. Thank you. The next one. During your stay, you feel in 

control of your behaviour and the surroundings. 

Interviewee  I give four, because sometimes if you are with bike or you're walking, you 

will forget that there is a like, what is it called, it is not metro, but the 

tram. Sometimes it is like going to towards you, but you did not feel it 

first. So sometimes you feel not safe  

Nikki Yes I understand, I have the same. Okay. And the last question for this 

part. How do you think that residents feel about your behaviour and 

mindfulness as a tourist in the city? 

Interviewee  I think they are not, so 2. They are not happy with the tourists. The real 

Amsterdammers. I follow the news about what Amsterdammers think 

about tourists. Maybe because of that, not because I am in touch with 

them. 

Nikki  Uh huh. That is interesting, that you follow this news.  

Interviewee  Yeah. So how they feel, because it is very international. So many 

nationalities, where it is the locals? How they think about that? Yes. So I 

think yeah, I think they are not really happy. 

Nikki  No. And do you think they will consider you as a tourist as well, with 

regards to your behaviour? 

Interviewee  No, I think they consider some typical tourists as a tourist. Yeah, they are 

just coming for example, to visit some street and for example, red light, or 

just weed. Typical people that come here. I think they consider them as a 

tourist. But me, yeah, I am studying here, working. So it is not I do not 

think it is different. A little bit different. 

Nikki Yeah. Okay. Make sense. Thank you. So, moving on to the next part. So 

mindful tourism refers to being aware of your surroundings and its 

environment, which may affect your travel and consumption behaviour. 

And eventually the customer journey. It is about being actively engaged 
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and aware of where you are and what the consequences are. Okay, so do 

you feel welcomed by the local community? 

Interviewee  Actually, I did not had a contract. Well, maybe in the entire six years living 

here in Netherlands, I had the contact two or three times with the 

Amsterdammers. Yeah, all of them, they are just not extravert to talk 

about what they feel. I think it is very difficult to know, really extreme 

opinion from Dutch people. Yeah, it is also another problem. And for 

Amsterdam, they are openminded. And they are international. They speak 

English very well. But I did not know, I do not know about their opinion. 

Really about the tourists. 

Nikki  And for example, if you visit a store, Are they friendly to you?  

Interviewee  Yeah, they are friendly, they are talking with a friend they talk with you 

try to know where are you from? What are doing, so they are friendly. 

Nikki Okay, sounds nice. And are you aware of the consequences of your own 

decisions or actions on the environment and local community? 

Interviewee  Even though sometimes I forget, but I am aware I think 

Nikki   Okay, and for maybe an example for this? 

Interviewee  Negative example one time I was with a friend then she just left just one 

package was dropped to the to the canal. And we did not mention that and 

then some locals mention: you have to take it, you have to take this. I 

was shy about it. But in general, I think yeah, I think in general, most of 

people they are aware of environments. At least compared with other 

countries. Not in ideal way, but compared with other countries, Dutch 

people in general and Amsterdam are aware. Because if they are not, then 

the Amsterdam have became like a rubbish spots. 

Nikki I agree, thank you for this. Moving on to the next part. This is the part 

with the pictures. So, if you mind if you can take the pictures with you. 

Looking at the pictures of the first page. What do you see 

Interviewee  A lot of strangers, a lot of people and no real connection with local people. 

Nikki  Yeah. Okay. And if you see this, would you want to walk here and go 

shopping because this is here on the Kalverstraat so it is busy shopping 

streets. Would you want to join the people or would you want to stay out 

of it? 

Interviewee  I prefer to go more to less, not crowded streets. 

Nikki  Okay. Yeah. And how do you think the busyness can be changed? 

Interviewee  Difficult question. Yeah. it is maybe if you are graduated from business 

also is difficult. Yeah. I understand. But I think there is a lot of demands 

about how business work and what's the consequences of the locales and 

environment. And they try to do their best. But still, the polarization is 

very high between what business wants, and what the really how the good 

life goes on, and what the ideal demand is. So, I really do not know. 

Nikki Okay, yes I understand. It is a hard one. I do not know, that is why I ask 

people to get new opinions and perception. If you can go to the second 

page, what do you see on these three pictures? 

Interviewee  Yeah, this stereotype of international cities, the picture is really represent 

a stereotype of how international cities will end. The dirt. There is no 

social responsibility. Especially for street bazaar or street market. That is 

what, that is why I maybe think about when I see this picture 

Nikki  Okay. And seeing this picture, what is your opinion on the garbage on the 

floor? 
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Interviewee  Yeah, it is, of course. It is not comfortable at all. You're here just to use 

this, and then, well just fuck to the streets factor. Yeah, everything just 

leave and just consume.  

Nikki You mentioned before, this is difficult for international cities. So, do you 

mean that this is partly because of the tourists that the tourist put the 

garbage on the floor? 

Interviewee  Not maybe it is not only tourists, maybe also expats locals? I think it is 

typical to only just refer to the tourists. Maybe it is also local. This is a 

very crowded city and many people come. Yeah, they just do not care 

about the rubbish.  

Nikki Exactly, I agree. And how do you think that this could be changed? 

Interviewee  I think, I think the best way is just to make a place, just so people have to 

contact more with the locals and environment just to feel more that this 

place have a history and locals. So that is not just architecture, red light, 

and like that, yeah. Just feel that for example, in Utrecht, you can see that 

when you go to visit Utrecht, or living you know to that, so you will feel 

that there is a contact with locals and strangers or students, international 

students, but here in Amsterdam, you do not feel that yeah, because it is 

more international. So you see business, but you do not see some cultural 

or some space that's just people to get now each other. Have a talk, not 

just rush. 

Nikki  And how does this happen in Utrecht? 

Interviewee  There is many non-governmental activities. And very, a lot of students and 

also cultural activities. I think it helped a lot. This connection between the 

foreigners.  

Nikki Yeah. Okay, good. Um, so moving on to the third page. Yes. What do you 

see on these two pictures? 

Interviewee  Yeah, it is, I think, red lights. I think so.  

Nikki Uh, no. It is actually a lot of people on the streets waiting to get into a 

club. 

Interviewee Yeah, club, nightclubs? Yeah, I think so, relatively. I missed that. 

Nikki  Yes, we have not had it in a while 

Interviewee  Yeah, for two years. I just yes. This life. Yeah, 

Nikki  I heard in two weeks, two bars will maybe go open again. 

Interviewee  I hope, I hope really. 

Nikki  And so if you look at these lines, the big lines of people would you want to 

go to the club? Or would you rather go to a less touristic club? 

Interviewee  Normally? I do not like crowded. But now I missed this in the night. Just to 

have a little bit fun. 

Nikki  Okay. And, yeah, the same question as for the other two pictures. What 

do you think how this can be changed? 

Interviewee  Why change, I think it is good at night sometimes, I cannot give an 

opinion about that because my opinion now is positive. 

Nikki  That is also a valid opinion of course. Okay, so the last four pictures. What 

do you see on these pictures? 

Interviewee  I think yeah, this is strange to see that this in is Amsterdam. This is 

Amsterdam right?  

Nikki  Yes, this is in Amsterdam  

Interviewee  These pictures say that still there is a lot of work to be done or has to be 

done. There is a traffic and many cars. And it is not really organized. So it 
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is strange for Amsterdam, as it is really organized. So, it is first time I see 

this picture, 

Nikki Oh, really. Okay uhm, so if you see this picture, indeed with a lot of cars, 

and it is not really organized, It is chaos with trams, buses, bikes, cars. 

What are your thoughts on this? 

Interviewee  Yes, did not even you need in Netherlands, that is very developed country. 

Still, there is a lot of work. The government and municipality have to do.  

So this is what I think is not everything. Nothing. It is left. So you have to 

do a lot of things. I think this is what I think about it. 

Nikki Okay. And do you think that cars should be banned in the city centre of 

Amsterdam, to give the bikes more space? 

Interviewee  I think so. There is a no other solution if you want to see, if Amsterdam 

want to stay touristic, I think there is no other solution than ban cars. 

More ban than for the cars. Yeah. But also it is need more infrastructure. 

So yeah. 

Nikki Okay. So thank you move on to the last page. So, I have done a survey 

with respondent that are residents of Amsterdam. And based on here, the 

conclusion that I made from the results was that waste, noise and traffic 

are most associated with the tourists in Amsterdam. Here are the 

residents associate these disturbances with the tourists. What is your 

opinion of this outcome? Do you think it is fair? 

Interviewee  I think we should deal with that as the perception of the locals. Even if it is 

not facts or it is not true. We have to deal with it as facts because it is 

their perception. Because people think that. 

Nikki  But do you think it is fair that they think like this? 

Interviewee  Yeah, I think it is better they just wait, just maybe do research. And see 

that is if we talk about fair, it is better to just do research. And then now if 

it is really from tourists, or maybe from Dutch people coming from other 

cities to do shopping here, or even maybe it is a amsterdammers from 

other parts of Amsterdam.  

Nikki Yeah, that makes sense. Okay. Um, so moving on to the last two pages of 

the pictures if you can get the pictures again. So if you go to the next 

page, this one indeed, yeah. What do you see on these three pictures? 

Interviewee  Just lets people pay money to just get through some streets. 

Nikki It is actually a campaign it is the I enjoy and respect campaign. So it says 

for example, singing out loud and then it says free if you are inside and if 

you are outside, you need to pay a fine of 140 euros 

Interviewee  If you're singing anybody you mean? Yeah.  

Nikki Yes it is about the loud noise that you make on the streets. Okay. And 

then for example, the second one is about peeing, so if you pee in the 

toilets, then it is free. And if you will pee on the streets, then you need to 

pay the fine, that's the campaign. So by understanding what the campaign 

is now about, is this information new to you? Or are you already familiar 

with the fines 

Interviewee  I am not so familiar with that. There is options that's you that may be 

government puts rules that's there is a fee of 140. This new for me. Yeah, 

but I know that there is always people in the internet talking that there is 

a lot of noise and many people making noise like that. And also for pee, 

there is not enough toilets. So, yeah. 

Nikki Okay. And by seeing this does it increase your awareness on the rules in 

Amsterdam? 
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Interviewee  Yeah, yeah. And also thinking that it is there is too much rules. Also, if it is 

there is too much rules, the rules became most useless I think. Yeah.  

Nikk Okay, so you think it would be more effective to have fewer rules. And 

then they become more clear to people.  

Interviewee  Yess. A lot of rules here. 

Nikki Okay, then moving on to the last page. These are three pictures as well. 

What do you see on these three pictures? 

Interviewee  Yeah, this is what we talked about it. People live here. Yeah. Locals live 

here. This is just their normal life? We did not see it. 

Nikki Yeah, exactly. Yeah. So this is indeed, the I live here campaign showing 

tourists with also local. So like, I live here. Treat the city with respects. 

That's the idea of this campaign. So if I have you ever seen this campaign 

in a city? 

Interviewee  No, it is super nice. I will search it is more.  

Nikki I think it is already old. I do not think they have it anymore. But this was 

one of the ideas to increase the mindful tourists. 

Interviewee  You're also Dutch? 

Nikki Yes, I am Dutch. So looking at these pictures, what do you think? Yeah. 

So you think it is that this is indeed what you were talking about?  

Interviewee This is just maybe the start. Maybe there is more thinking about it? There 

should be more activities like that, or more creative way to let people 

contact or reach locals? Yeah, I think it is the beginning. 

Nikki Yes, exactly, okay Nice. And by seeing this, will this change your 

behaviour? Or what is the impact on you? 

Interviewee  I think it is because I am always thinking about that is occupying my 

thinking that is what is the local and why I am curious about that. So 

yeah, it is give me the good. Good. All that. Thinking that there is a many 

people thinking same, so the problem is gonna maybe be solved in the 

future.  

Nikki Yes exactly, hopefully! Now, I will move on to the last rounding off 

question. So based on this interview, are you now more aware of the 

consequences of your own decisions or actions on the environment and 

the local community? 

Interviewee  Yeah, reminds me more. Yeah. Remind me more that. It is not just 

thinking. And this is really an issue. Yeah.  

Nkikki Thank you, good to hear. And based on this, are you willing to change 

your own behaviour? Or do you think that no change is needed? 

Interviewee The problem is, I do not know what to change and what is the best to do? 

So if I change what I have to change, for example, not travelling to 

Amsterdam or buying something more, buying something less so I don’ 

know. 

Nikki Yes, so then I think it would be more into the idea of the traffic or the 

waste or the noise, so for example, not screaming on the streets or 

putting your garbage in the garbage bin 

Interviewee that is it for me. Yeah, I had a bad experience one time so I think I have 

learned from it. Yeah. 

Nikki Okay. And what do you think will be positive impact on these actions? So 

now you know that garbage should not be in the in the canal? What do 

you think is a positive impact of this learning? 

Interviewee  Yeah, the will change. How local is thinking about foreigners when they 

come to Amsterdam? And give a better feeling, better perception. 
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Nik Well, thank you so much for your participation. I am not sure if you will 

also be here tonight. But I have a really nice route for Amsterdam Lights 

Festival. So maybe if you would like to do that? It is for either tonight or 

tomorrow because after tomorrow it stops. 

Interviewee  Yeah. Which time tonight? 

Nikki You can do it whenever you want. I will give you this, it is a walk. If you 

scan this QR code, you will get the routes and then you can do the route 

yourself.  

Interviewee Okay, so it is not for with groups? 

Nikki No, but you can always invite friends, but you can also do it alone. And 

then there are always a lot of stands that you can get like hot coffee or 

hot gluhwine to drink during the walk.  

Interviewee  Oh, nice! You mean free drinks? Haha  

Nikki No haha. And then if you scan this, then there will also be pictures of what 

you can see during this walk.  

Interviewee  Okay, yeah, I will try!  

Nikki Okay, nice. Well, thank you very much for your time and have fun with the 

walk! 

 

9.7.3 Interview 3: tourist from South Africa 
These girls were in a rush to catch a train, so I have explained them quickly the 

introduction and asked for permission for the recordings before the recording started.  

 

Nikki Shall we walk in the meantime?  

Interviewee  No, it is fine.  

Nikki Okay. So firstly, I would like to ask from which country are you from?  

Interviewee  South Africa. 

Nikki Oh, nice. And what made you decide to visit Amsterdam?  

Interviewee  It is near Bussum. Because we're pairing and just to experience a new 

culture and new places and meet new people. And yeah, 

Nikki Nice. Okay. And for how many days will you be in Amsterdam? you will 

only be here for one day I think 

Interviewee  I have already been here for three weeks now in the Netherlands. But 

Amsterdam, 1 day.  

Nikki  Ah okay nice, and how what's your experience so far? 

Interviewee  Love it, cannot get enough of this place. Feels like I am living in a dream. 

Nikki  Oh, nice. And does it meet your expectations? 

Interviewee  It exceeded my expectations, all of them.  

Nikki Okay, nice. And is this the first time you visit? Amsterdam?  

Interviewee  Yeah.  

Nikki Okay. So, I will ask five questions with a range from one to seven. Where 

one is disagree and seven is agree. So, during your stay in Amsterdam is 

your interest capture? 

Interviewee  Eight, uhh no seven. 

Nikki  Okay, and why? 

Interviewee  I just love it. Does that answer the question?  

Nikki Okay, yess. And the second one during your stay, has your curiosity 

aroused in the city?  

Interviewee  Seven 

Nikki Seven, okay. And why?  
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Interviewee  I do not know. It is time you see a new part of Amsterdam. Yeah. So 

many places to see  

Nikki Okay, nice. The third question is during your stay, if you explored or 

discovered new things 

Interviewee  Yeah, I have been on a little bike today was so much fun. And yeah, that's 

about it. 

Nikki  Okay, nice. So the number? 

Interviewee  Oh seven, everything is seven 

Nikki During your stay, is everything clear to you, for example, the public 

transport or the norms and values, 

Interviewee  Yess, seven, everything is put out very well and neatly organized and 

everything works. So that is good. 

Nikki Okay, perfect. So, do you feel welcomed by the local community?  

Interviewee  Six 

Nikki This is a normal question again, sorry 

Interviewee But I agree. That is agree. Yes they are definitely very welcome and nice,  

even if they see you from not from here, then they are very welcoming 

and glad to help and inform you where what everything is and whatever, 

and take pictures of you. 

Nikki  Hahaha okay, nice. And are you aware of the consequences of your 

decisions or activities on the environment? 

Interviewee  Yes  

Nikki  Can you name an example of that? 

Interviewee Like you would be hit by a train if you do not stop at the traffic light.  

Nikki  Okay so for example, stop at traffic light? 

Interviewee  Yeah. That is a common one.  

Nikki  Are you familiar with a tourism concerns of Amsterdam? 

Interviewee  And not so quite? No 

Nikki   Okay, I will come back to this later.  

Interviewee  How many questions still? 

Nikki Two pages, but I can go quickly. Okay, so if you look at these pictures, 

what do you see in the pictures?  

Interviewee  A lot of people and high buildings, 

Nikki Okay. And if you see this, would you want to walk here? Or would you 

rather prevent busy places?  

Interviewee  Yeah, that is a bit too much, too crowded 

Nikki  Okay, so for these pictures, what do you see here? 

Interviewee  Full of trash 

Nikki  A lot of trash. And what's your opinion on the trash? 

Interviewee  That does not look good, but I am used to it as in South Africa. It also 

looks like that. So I feel like that when I see that. 

Nikki  So you do you think that this is because of tourists or? 

Interviewee  Most probably? Yess *looks at her watch for the time* 

Nikki   Okay, next one. I am sorry. These pictures. What do you see here?  

Interviewee  A nightlife.  

Nikki Yess indeed nightlife. And because it is really busy on the nightlife, would 

you want to go here?  

Interviewee  No.  

Nikki No? Okay. The next pictures are the ones from the car. So what do you 

see here?  

Interviewee  A lot of cars being almost brought in the canals, yeah. 

Nikki  Okay. And do you think that cars should be banned in the city centre?  
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Interviewee  Yeah, I actually think that can be a good idea, because everyone just 

walks or take the bike. So there is no necessity of the cars anyways. 

Nikki Okay. So based on the research that I have done with residents, I 

concluded that waste, noise and traffic are the most problem from the 

tourists. Do you think this is fair that it is associated with the tourist? 

Interviewee  Yeah that is fair.  

Nikki  Okay. And why?  

Interviewee  Because they are all over the place. The tourists they take over and they 

pollute and spread trash.  

Nikki  Yeah, exactly. Okay. Do you want to walk in the meantime?  

Interviewee  No it is fine, how long is it still?  

Nikki   Only these questions still  

Interviewee  Okay.  

Nikki  Okay, so looking at these three pictures, what do you see?  

Interviewee  Trash cans.   

Nikki So, it is a enjoy and respect campaign. So for example, here, it is about 

dumping the rubbish, so if you put it in the trash can it is free. And if you 

put it on the street, then you need to pay a fine of 140 euros. So looking 

at this, is this information new to you? 

Interviewee Yeah, we do not have that in South Africa.  

Nikki Okay and you did not know that it is here in Amsterdam? 

Interviewee  No, I did not know that it is here in Amsterdam. 

Nikki Okay. And if now that you know, does this increase the awareness on the 

rules?  

Interviewee  Yeah, definitely.  

Nikki Okay. And okay, so these pictures. I think it is a little bit hard to see. But 

it is “I live here” campaign, so that you see people, pictures of people and 

let you see that people actually live there. What do you think of this? 

Interviewee  I think it is a bit in someone's private space I would say, or I do not really 

understand the question. 

Nikki  Okay, uhmm we can move on for the sake of time. So based on these 

questions, so the rounding off questions, are you now more aware of the 

consequences of your decisions and actions on the environment and local 

community? 

Interviewee  Yeah definitely I would not throw my trash on the floor, because then I 

would get a fine. I would actually not do that at all. Even though I knew 

they was fine. And, you know, that's just basic manners, I would say 

Nikki Yeah, exactly. Okay. And are you now more aware of your own travel or 

consumption behaviour? 

Interviewee  Yes, we must all make a difference as tourists and be informed 

Nikki  Okay. Nice. Well, that was actually it. Thank you so much for your time. 

And yeah, I hope you can still catch the train.  

 

9.7.4 Interview 4: tourist from India 
Nikki So good afternoon. Thank you so much for participating. My name is Nikki 

and I am currently doing research for my studies at Hotelschool. The 

Hague in Amsterdam. Yeah, this interview is to discover what opinion from 

tourists is on how welcoming the city is with. So, the overall purpose is to 

improve the existence of tourists in Amsterdam. And then your privacy is 

of utmost importance. Hence this interview will stay anonymous. 

Therefore, I will not need your name but only two recordings which you 
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have approved on already. So firstly, I would like to ask from which 

country are you from?  

Interviewee  From India 

Nikki Ah India, super nice. And what made you decide to visit Amsterdam? 

Interviewee  Uh nothing, we just here for work? 

Nikki  Okay. And for how many days are you here?  

Interviewee  One week  

Nikki  Okay.  

Interviewee  I kind of am tourist for you  

Nikki  Yeah, super nice. And what is your experience in Amsterdam so far? 

Interviewee  So far it has been good. Like, the crowd is different because we were in 

Utrecht, it is different place. More like happening area. 

Nikki Yeah. So, you mean more busy here? 

Interviewee Yess  

Nikki Okay. And have you visited Amsterdam before? Or is this your first time?  

Interviewee  No, this is my second time. Second time.  

Nikki Okay. So now I will ask you six questions based on a scale from one to 

seven. One is strongly disagree and seven is strongly agree.  

Interviewee  Yep.  

Nikki So during your stay in Amsterdam, is your interest captured?  

Interviewee  Five Yeah 

Nikki  okay, and why five? 

Interviewee  Oh, I have to tell why.  

Nikki   Yeah. Also, the number and reasoning if that's possible. 

Interviewee  Ah, I mean, it is a different place. Like if I compare Europe, then I 

definitely say okay, this is one of the best places to visit, to see the 

diversity, you can see the diversity here, right. But if you live in outside 

area, then you will not be seeing the diversity. So it is kind of mixed up 

culture, a lot of things to do. Again to mix our culture.  

Nikki Yeah, exactly. Okay. And during your stay, your curiosity into city has 

aroused? 

Interviewee  Not this time. So, I would say like three, four, no three 

Nikki   Ah okay. And why is it not higher this time? 

Interviewee  Because of weather probably. It is just the weather.  

Nikki Yeah, I understand. It is very cold. So during your stay, you have explored 

or discovered new things? 

Interviewee  Yep. Yep, four.  

Nikki   Four? Okay. And why? What have you discovered? 

Interviewee  I mean, there, there is no much to discover it just like I am missing. She, 

she is my wife. She is visiting the first time this place, right. I already 

visited. So I have seen the same places. But is now just a different 

experience.  

Nikki  Okay, nice. And then during your stay, everything is clear to you, for 

example, how to use the public transport or what are the norms and 

values in Amsterdam? 

Interviewee  Yeah, I would say six because Dutch language. I do not know that. I have 

like, ask couple of people over there. But it is pretty clear if you have a 

smartphone. 

Nikki Okay. Yeah. And the last question for the statements during your stay you 

feel in control of your behaviour? 

Interviewee  No. No, I would say one 

Nikki  one. Yeah. Okay. So no control over your own behaviour.  
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Interviewee  No control also. In Control. Yeah, definitely. I have a control. So Seven 

then 

Nikki  Okay. And why? 

Interviewee  No, I do not know. No answer. 

Nikki Okay. Okay. And moving on to the open questions again. How do you 

think that residents feel about your behaviour? 

Interviewee  Not sure. Because we are not sure because we have not spoken to like the 

locals right here. Right. So, I cannot say anything, but I am pretty sure 

they will be like will be happier. 

Nikki Okay, so now, I will move on to an introduction of mindful tourism. That 

being mindful means that you're aware of the surroundings and its 

environment, which may affect your travel and consumption behaviour. It 

is about being actively engaged and aware of where you are and what the 

consequences of your actions are. So, the first question for this is, do you 

feel welcomed by the local community?  

Interviewee  Yep. 

Nikki Yess, and can you maybe name an example. 

Interviewee  One of the example is like, we were just about to hop into the train. And 

we did not know we were just juggling around and we asked for the help 

of the people around and they were really helpful. They opened the mobile 

phone. So that sounds like they are accepting. 

Nikki Okay, Okay, nice. That is good, it is very nice to hear. That is so nice. Um, 

the second question, are you aware of the consequences of your own 

behaviour? Or decisions on the environment or the local community?  

Interviewee  Yep, yep.  

Nikki Yeah? Okay. And are you familiar with the tourism concerns in 

Amsterdam?  

Interviewee  Not so much?  

Nikki No. Okay, then I will move into that part now. So if you could take the 

pictures on your phone? 

Interviewee  Ah okay, I can take the pictures, but it just like my internet connection is 

not working. 

Nikki Okay, no worries, I have the pictures printed out here as well.  

Interviewee  Okay.  

Nikki So if you can have a look at the first three pictures on top. What do you 

see here? 

Interviewee  I am seeing a crowd. Especially in the COVID. And it is like people are 

walking in. People are walking side by tram. So that's not acceptable. 

Nikki  No it might be dangerous indeed.  

Interviewee  Yeah.  

Nikki Okay and if you look at these pictures, would you want to walk here? Or 

would you prefer to prevent the busyness? 

Interviewee  No, no, I would definitely not want to walk here. Because it is very busy. 

Nikki Yeah, so not walk there. Okay. And how do you think that this busyness 

can be changed? 

Interviewee  Probably we have to make like, multiple roads, more sidewalks? I am not, 

I cannot say about the public transport because it has already been there. 

So just like we, less people. 

Nikki Okay. Yeah. And if you look at these three pictures over here, what do you 

see here?  

Interviewee  A lot of garbage, garbage and unclean roads. That is it. 

Nikki  Exactly, and what is your opinion of this garbage? 



Hotelschool the Hague | LYCar Company Project | Nikki Veldhoen 
 

 74 

Interviewee  I mean, it should definitely not be there. Right? It is not, it is for the bin. 

So yeah, probably we have to, like clean it. Like, do some agency and all, 

like, clean it by ourselves. And we have to make sure that we are not 

throwing any garbage on the road.  

Nikki Yess exactly. And do you think this, that there is a relation between 

tourism and this garbage? 

Interviewee  Yeah, definitely. It is a relation. 

Nikki  So you think that 

Interviewee  Yes, if tourists cannot understand the value of the city, then definitely they 

are gonna throw the garbage. 

Nikki Yeah, exactly. Okay. And do you maybe have an idea on how this can be 

changed? 

Interviewee  We have to bring the strict rules. First of all, a lot of police should be 

there. We have to like market the thing on the on the sidewalks do not 

throw the garbage if you are gonna throw it and then would be fined 

something like this. Give the CCTV cameras like. 

Nikki  Yeah. Okay. And if you look at these two pictures, what do you see here? 

Interviewee  People are enjoying out of the clubs and all 

Nikki Yess, exactly. And if you if you see this, what do you think? What do you 

think will happen if a lot of people coming out of a club, that are outside? 

Interviewee  They might fell towards the road or the canal? Right? So that is if they are 

drunk right so then they can fall down? 

Nikki  And what do you think of the noise that they might make? 

Interviewee  Oh, yeah, yeah, probably. I mean, it is not good. It is not good. They can 

like, if they are shouting and all and they, they I do not know. 

Nikki   If you are gonna look at the last four pictures here, what do you see? 

Interviewee  These two pictures, I would say, the cars are perfectly parked. Right. And 

in the first picture, I am seeing a lot of cars. So I would say a lot of cars. 

Nikki Yeah. A lot of cars. Yeah. And what do you think of a lot of cars in the city 

centre? 

Interviewee  It is a lot. We have to like reduce the number of cars. To reduce it, we are 

in the one of the best thing to do is like increase the taxes increase again, 

as it is already there. Yeah. 

Nikki Okay. And what do you think about maybe banning cars in the city centre? 

Interviewee  Yeah, that could be good. Because you can be, you can force people to 

walk on the sidewalks and all, that is it so not bring the cars in the city. 

Nikki Okay. Moving on to the last page. So I have also done a survey for 

residents in Amsterdam. So the people that actually live here, and my 

conclusion was that waste, noise and traffic are the most associated with 

tourists. So, my question is, what is your opinion on, on these outcomes 

that waste, noise and traffic are associated with tourists. 

Interviewee  I think somehow partially it is correct, if a lot of tourists are coming, the 

noise, traffic and garbage, everything would happen. But there is a 

downside of it if no one is going to visit the city, right? If less number of 

people going to visit the city, then I do not know how you are going to 

market the tourism. 

Nikki Exactly. Okay. Um, so if you can have a look at these three pictures, what 

do you see here?  

Interviewee  This is, I do not know what it is.  

Nikki So it is a enjoy and respect campaign. So for example, here it says 

dumping rubbish. And then it says, if you put it in the trash can, and it is 

for free. If you put it on the street that you need to pay 140 euro fine, the 
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same for peeing on the toilet or peeing on the streets and singing out loud 

inside or outside.  

Interviewee  Okay 

Nikki So, looking at these at this campaign, what does it do to you? What is 

your opinion on this? 

Interviewee  No, this is correct. This is definitely correct, right? If you are gonna, as I 

mentioned before, like if you throw the garbage on the road that you have 

to pay a fine, which is good. That is good, this campaign is good. 

Interviewee  Okay. And are you new with this information? Or were you already familiar 

with these rules? So 

Interviewee  No, this is, this is new for me, the first time that I am seeing this, okay. 

Because I did not see the board. I did not see the sign. If you do not, if 

you throw the garbage out, then you have to pay this. 

Nikki Okay, but you did not know about fine that you need to pay if you put the 

trash?  

Interviewee  We are not familiar about the fine. No, we were not familiar with that. But 

it should not happen. 

Nikki Yeah, exactly. It is a standard to put it in the trash can. Okay. And then 

these pictures, what do you see on these pictures?  

Interviewee  I do not know. I have no idea.  

Nikki So this is the I live here campaign. Okay. So you can really see for 

example, here is a picture of someone ‘I live here’ and then there is a 

text. So for example, do not be too loud or put your trash in the garbage. 

What do you think of this campaign? 

Interviewee  Like, it is telling people do not? Do not shout, do not be too much loud. 

Yeah, this is good. 

Nikki Okay. And if you see this in the city will just increase your awareness on 

the rules? 

Interviewee  Yes definitely.  

Nikki Okay. And if you then it increases the awareness. Will you then change 

your own behaviour?  

Interviewee  Yeah, that is right.  

Nikki Okay. Okay. So now, I will only have a few rounding off questions. So 

based on this interview, are you now more aware of the consequences of 

your decisions or actions on the environment and local communities?  

Interviewee  Okay, yess.  

Nikki Okay and are you now more aware of your own consumption behaviour?  

Interviewee  Yep.  

Nikki Based on this, are you willing to change your own behaviour?  

Interviewee  That is right. Yeah. Yeah.  

Nikki Okay. And what specific actions will you take? 

Interviewee  First of all, the garbage and I will not shout? Yeah. Public area of property 

in the residential area will not make sure. 

Nikki Yeah, okay. Perfect. Actually, that was it. So, thank you so much for your 

time. I really appreciate it. I have one more question. Are you here also 

tonight in Amsterdam, or will you go we are going back to Utrecht? 

Interviewee Yess we will go back.  

Nikki Okay. And tomorrow? 

Interviewee  Tomorrow, not sure because we are visiting in Utrecht. 

Nikki So tomorrow, you will not visit it here because I have a really nice route 

through Amsterdam that you can walk because there is Amsterdam Light 

Festival until tomorrow. And there are a lot of nice sculptures in it that are 
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lighted. So if you want, the light will go on at five o'clock today. So if you 

want you can scan the this 

Interviewee  Yess I will take picture. 

Nikki You can take this with you if you want. Okay, and if you want then you 

can do this walk. And it is also really nice to see. Yeah, there are also 

pictures in this QR codes, so then you can see a lot of nice things in the 

city.  

Interviewee  Okay. Okay.  

Nikki  Thank you so much for your time. Enjoy 

 

9.7.5 Interview 5: tourist from France  
Nikki Good afternoon, thank you so much for taking the time to participate in my 

research. My name is Nikki Veldhoen and I am currently finalizing my 

studies at Hotelschool the Hague. This interview is to discover what the 

opinion from tourists is, on how welcoming the city is, what the attitude of 

tourists is and define the willingness and belief in behavioural changes, as 

well as what is needed for that.  

The overall purpose of research is to improve the existence of tourism in 

the city of Amsterdam. By encountering the perception of residents towards 

tourists, to enhance their hospitality towards tourists and therefore 

improving the experience of tourists, with the use of mindful tourism. 

Mindful tourism refers to being aware of the surroundings and its 

environment, being actively engaged & aware of where you are and what 

the consequences are of your actions.  

Interviewee  Okay 

Nikki Your privacy is of utmost importance; hence this interview will stay 

anonymous. The results will be used for the purpose of my thesis only and 

will not be distributed to third parties. Would you mind if I record the 

interview? 

Interviewee  No, that is completely fine.  

Nikki Okay perfect, so the first question. I would like to know from which country 

are you from. 

Interviewee  I am from France 

Nikki  Okay nice, and what made you decide to visit Amsterdam? 

Interviewee Well I actually had to be here for work, so I am staying over there at the 

Krasnapolsky hotel and I have some meeting there and that is the whole 

reason why I am here. So today I did some shopping.  

Nikki Ah okay, that is very nice. Just some relaxing time during your work trip.  

Interviewee Exactly. 

Nikki  And for how many days are you here? 

Interviewee I am here for 4 days.  

Nikki And what is your experience in Amsterdam so far? 

Interviewee Well I have been here before, I like the city very much. It is a very open 

city. 

Nikki  Okay I will move on to the next part. So here I will give a few statements 

for which there is a range from one to seven, where one is strongly disagree 

and seven is strongly agree.  

Interviewee  All right 

Nikki  So, the first statement during your stay in Amsterdam, your interest is 

captured.  
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Interviewee  So, yeah, I would give a 6 or 7 to that, because I am really yeah, living into 

here and now in the city and it is very, it is just a nice city and I love being 

here. So that is why I would rate this question quite high, actually.  

Nikki Okay, okay, that is good to hear. So, the second one during your stay, your 

curiosity in the city has aroused  

Interviewee  Oeh definitely. So that would be a 7. I would love to discover more about 

city, I know that it has a lot of hidden treasures. I already got some tips 

from our concierge, but I think it would be nice as well, to have more of a 

little black book in Amsterdam, so that you can even discover more of the 

local hotspots and everything.  

Nikki Okay, okay, that is super nice. And the third one, during your stay, you 

have explored or discovered new things that you did not experience before? 

Interviewee  Currently not during this stay because of the COVID virus, but I know from 

my previous stays, so that would be for now 5 or something. Within my 

previous days, I would definitely say I experienced new things and explored 

new places and everything. So in non-COVID times, I would say 7.  

Nikki Okay, nice. And during your previous stays, can you name one example of 

things that you have discovered? 

Interviewee  So usually, I would go to the restaurants only nearby to center, the city 

centre, but those are often very touristic. But I got the tip of the restaurants 

Maris Piper, in the pijp, and it was a very nice restaurant with a very good 

kitchen. And you can really sense that this was a typical Amsterdam hotspot 

for the locals. So that was very nice.  

Nikki Oh, nice. I also like this restaurants a lot.  

Interviewee  Nice haha.  

Nikki Um, so the next one, during your stay, everything is clear to you, for 

example, how to use public transport or what norms and values of the city 

are. 

Interviewee  On that one, I would actually give a 2 or 3 because public transport is still 

quite vague. I noticed you can buy a one-hour ticket, for example, but I do 

not know where you can go. Can you go outside the city? That's not so not 

so clear for me and norms and values are? Behave yourself for something. 

Are there any norms or values?  

Nikki Yes, there are, I will get into that later on. And regarding the public 

transport, I can maybe help you after this interview, to give you some tips. 

And there's also an app where you can really find, like a guide on how to 

use the transport.  

Interviewee  Oh, that would be great, thank you! 

Nikki Okay, I will do that later. So, I have one more question. How do you think 

that, for example, the public transport, or the norms and values can be 

better communicated? 

Interviewee  I think that maybe Amsterdam should set something up that as soon as you 

book a trip to Amsterdam, whether it is by train, or by plane, whatever it 

is, or the hotel that you are staying in, that they give some kind of 

information sheet on those basic things and where you can find information 

like websites for public transport, or just rules and regulations in the city. 

Something like that.  

Nikki  Okay, those are very valuable insights, actually. So, thank you for that. And 

the last one is, during your stay you feel in control of your behaviour and 

the surroundings? 

Interviewee  Yes, I do, actually. So that would be a 6 as well.  

Nikki  Okay. And can you name or could you elaborate a little bit on this?  
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Interviewee  So the question was again, exactly… 

Nikki  So during your stay, you feel like control of your behaviour? 

Interviewee  Yes, I do. As long as you do not smoke pod or anything, because that is 

when it goes wrong. You see it with all the tourists, but as long as you just 

stay and retain and act as you are used to at your hometown. Yeah, then 

okay, definitely in control.  

Nikki Okay, perfect. Makes sense. So now I will move on to the mindful tourism 

itself. So first, I will explain what it is. So mindful tourism refers to being 

aware of the surroundings and its environment, which may affect the travel 

and consumption behaviour and eventually the customer journey. It is about 

being actively engaged and aware of where you are and what the 

consequences of your actions are. So first, I would like to ask if you feel 

welcomed by the local community here. 

Interviewee  Yeah, I do, definitely. I can notice that in, for example, shops, the shop 

owners are always very welcoming and interested in where you are coming 

from. Also in the hotel where I am staying there, all right, always very polite 

and helpful to show you around and explain. And as you just did actually, 

send me like, oh, I can help you, which were public transport after interview. 

For example, when you go to Paris, I live quite close to Paris. Parisian 

citizens would not do that. So the tourists, the citizens here are more 

welcoming. Definitely.  

Nikki Okay. Good to know. Um, and are you aware of the consequences of your 

own decisions or actions on the environment and the local community?  

Interviewee  No, I am, yeah. Are there any are there any consequences on these actions? 

Um, because I have seen something, but it was in Dutch at some kind of 

flyer. I think it was about drinks, but I do not know really what it was about 

on the street.  

Nikki  Okay, well, in the next part, I will explain more about the consequences of 

specific actions, and yeah, what fines or something will be involved in there. 

So, another question. Are you familiar with the tourism concerns in 

Amsterdam?  

Interviewee  No, definitely not.  

Nikki Okay, I will explain more about that now. Um, so now, I would like to ask 

you to take the pictures of the QR code that I have given you. 

Interviewee  Yes, absolutely. One second, please.  

Nikki  Yeah, of course.  

Interviewee  Yes, I have it.  

Nikki  So if you go to the first page, there are three pictures. Yeah, I would like to 

ask you what you see in these pictures?  

Interviewee  A lot of people. A lot of people are here at the Dam Square, I think. And 

that is very busy. That's what I see.  

Nikki  Yeah, exactly. This is actually this tree that you see here is a street between 

here where we are now Dam Square and Central Station, right. And indeed, 

there are a lot of people. So if you see this, what you want to walk here and 

go shopping in between the people? 

Interviewee No, no definitely not.  

Nikki Okay, so your you would prefer to avoid the busyness? 

Interviewee Yeah 

Nikki  Okay and do you have any idea on how this can be changed, the busyness? 

Interviewee  I do not know, I think maybe if, yeah, as I said, I am sure it has a lot of 

hidden treasures. And I think if there would be some kind of map or 

explanation for tourists that they could also go to other places than just the 
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Dam Square and central station. Yeah, I think if there would be a map, then 

it would be more spread out. And also, maybe because I know that in this 

trip, you have the H&M and Zara and everything, which is, of course very 

popular, but maybe you could spread that out as well. A little bit more.  

Nikki  Yeah, exactly. It is, again, very valuable insights. So if you could go to the 

page 2, there are as well 3 pictures.  

Interviewee  Oeh, this seems horrible.  

Nikki  Haha exactly. So what do you see in these pictures?  

Interviewee  A lot of trash people who do not know how to use a bin.  

Nikki Exactly. And what is your opinion on this?  

Interviewee  This must be horrible for people who live here to see this every morning, 

every day. So yeah, this. This is not good. Definitely not.  

Nikki Okay. And do you think that this trash has a relation with tourism? Like, is 

it the tourists only that caused this?  

Interviewee  Well, can I ask where these pictures were taken? Because if it has to do 

with the same street that we just saw the pictures of then I know where the 

problem comes from?  

Nikki Yeah. So the second picture is actually near the the canals. Yeah. And that 

the third picture is near the dam, actually. Yeah. And the first one is just a 

like a small street in between.  

Interviewee  Alright. Well, if I see it like this, and you say that this is indeed the same 

spot, as we just saw, as well in the previous pictures, then I think that 

indeed, the business also has to do with the amount of trash that we see 

here. So there is definitely correlation between those two. 

Nikki  Yeah. And if you see this, do you maybe have any idea on how this can be 

changed?  

Interviewee  More bins 

Nikki  More bins? Yeah. Okay, that makes sense indeed. So if you could go to the 

third page now, in these two pictures, what do you see?  

Interviewee  A lot of people again, enjoying the nightlife.  

Nikki Yeah, exactly.  

Interviewee  This is where the, where the sexy ladies are?  

Nikki No, actually, um, this is just in front of some clubs. So yeah, obviously, pre-

Corona. Because now, there are no clubs open yet, hopefully soon. But if 

you see this, so a lot of people in front of clubs, what is your feeling? 

Interviewee  It looks nice. It looks like a time that we all used to enjoy. But also like, the 

people who live there might have a lot of complaints about noise and people 

screaming because we all know how we act when somebody is drunk, 

screaming and being rebellious and everything. So, for the people who live 

here, that must be quite a challenge to hear it is on a Friday and Saturday 

evening.  

Nikki Yeah, exactly. So how do you think that this could be changed? Because 

indeed, most likely, there's also noise involved in drunk people.  

Interviewee  I think it would be possible to Yeah, maybe clubs could be more strict on 

noise on the street and create more systems that are more flexible to let 

people enter quickly. So that people do not have to wait outside on the 

streets. But what you also see is that too, because of the canals that the 

seats are very small, so everybody is like grounded on one small spot. So it 

would be better if there would be more space and if not, everything would 

be so close to each other. And if there would be more surveillance by the 

police, I think.  
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Nikki Okay, so moving on to page four. Here are four pictures and I would like to 

know what you see in these pictures 

Interviewee  Cars, a lot of cars and traffic. 

Nikki  Okay, so um, what are your thoughts on these many cars?  

Interviewee  Oh, there's a lot there's really a lot but they're also very dangerous actually. 

Because what I have noticed in my current stay and also my past stays that 

these cars they drive like maniacs I mean, for cyclists and for the people 

who are by foot walking around, they do not stop a red light. They just 

continue and they drive super-fast. Yeah, they're not very polite to the 

others.  

Nikki Okay, I understand I am sorry that you that you have been through this 

and that you are disturbed by cars. So by hearing this, do you think that 

maybe cars should be banned from the city centre? In order to make it more 

friendly for people that are walking on on the bike and to make it more safe? 

Interviewee  I think what would be the best solution actually, would be indeed to ban 

cars but to allow taxis because taxis they know the city. They know how to 

drive. They know what the rules are. And people do need taxis and cabs and 

everything. So, I would say keep the cabs and a abolish the other cars, just 

the private cars.  

Nikki  Yeah. Okay, that that makes a lot of sense, actually. Um, so moving on to 

the last part. So I have already done a survey with 121 respondents from 

that our residents from Amsterdam, and I came to the clear conclusion of 

these results that waste, noise and traffic are the most associated with 

tourists in Amsterdam, right? So what is your opinion on this outcome? Do 

you think it is fair or not?  

Interviewee  Well, I think indeed a lot is caused by tourists, but also the drunk. Do they 

also have student parties here, because those people are always like oh my 

god, you can hear me because they also cause a lot of noise. Yeah, so it is 

a bit of in between, indeed, tourists cause a lot of noise. I think they are 

mainly responsible for it. Some of the Amsterdam residents also caused a 

lot of noise, it is not only tourists, but I can imagine that it is mainly them 

who are responsible for it.  

Nikki  Exactly. Okay, I can understand where you are coming from here. If you 

can go to page five, yeah, the three pictures over here. What do you see 

here? 

Interviewee  I see. I think is an advertisement thing. sing out loud, but I think that it has 

to do with fines so that if you for example, go to the toilet out on the street 

address pay fine, but if you use like this restroom thingy that you that that's 

for free of course, so you do not get a fine.  

Nikki  Exactly. That is what it is. It is the enjoy and respect campaign. This is to 

create awareness on what is allowed and what is not allowed and for 

example indeed for being if being on the streets, then you get a fine for 140 

euros. Whereas if you go through to the public toilets on the streets, then 

it is for free.  

Interviewee  Okay.  

Nikki  Um, so by knowing this, I am not sure if you have ever seen this in the city? 

Interviewee  I have not seen them, as I said I just like saw something about a drink. 

Does that have to do something with it as well?  

Nikki Um, it could be. Maybe it is another marketing campaign.  

Interviewee  Okay, but I have not seen.  

Nikki  Okay. And based on this information, is this new information to you? 

Interviewee  Yeah, definitely.  
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Nikki  Okay. Um, so based on this, that that you know about these fines for rubbish 

for peeing and for making noise, like, loud noise. Would this increase your 

awareness on rules?  

Interviewee  Definitely. Definitely. I would be more aware not only for myself, but also 

for the people who I am with if they leave a restaurant after a nice dinner 

being a bit drunk, but I would also say, keep an eye out for them to make 

sure that they do not mess up the city.  

Nikki  Okay, well, that is good. So good that this is a takeaway for you. Now, 

moving on to the last page. There are also three pictures. And I would like 

to see what you see on these pictures.  

Interviewee  I have to look closely, one second.  

Oh, I have seen these in the city. Some I have seen them in one place I 

think. It is good that they do this, because it makes you a little bit more 

aware because it is a campaign as well. Right.  

Nikki Yeah, exactly. It is the ‘I live here’ campaign. Yeah. So this is indeed to 

create awareness that this is a city not only for like, tourists that want to 

visit the city, but also that people are actually living here and that, yeah, 

tourists should be mindful of the residents. Yeah. And so when you saw this 

in the city, what was your feeling about it?  

Interviewee  It was a small reminder for me again, like, yeah, of course, there are people 

living here. But I did not really know what it had to do with because I was 

not aware that tourists would cause such big problems as well in the city. 

But, yeah, I think it is good that they do this, but they should make it more 

spread out throughout the whole city, that it should be more feasible for 

everybody. Because right now, I have only seen it once. And I have been 

there like, what, six, five times? So I think that if this would be a bigger 

campaign that more people would be aware as well.  

Nikki  Okay. Perfect. That is a good one to take into consideration. So I will move 

on to the last few closure questions. Yes. So based on this interview, are 

you now more aware of the consequences of your decisions? Or actions on 

the environment and local community?  

Interviewee  Absolutely, yes.  

Nikki  Okay perfect and are you now more aware of your own traveling or 

consumption behaviour?  

Interviewee  Yes, definitely as well.  

Nikki  Okay. Perfect. And based on this, are you willing to change your own 

behaviour?  

Interviewee  Definitely, yeah. And I will also keep an eye out for others. So on who I am 

travelling with  

Nikki  Yeah, that is a good one. And what specific actions do you think you will be 

able to take to change your own behaviour?  

Interviewee   I think, because I know for myself that I am usually quite good at behaving 

throughout the city. I am not the person who goes around screaming and 

everything. But I would be more, I would aware others. As I said, I would 

also, if I see somebody peeing out on the street, or just dumping their things 

out on the street, I would maybe not say like, “hey, you can do that”. But 

maybe more like, “you would get fined for it if you do this”. So just give like 

a small hint or something.  

Nikki Exactly, well it is very positive that those are your takeaways and that you're 

willing to help the city to remind other tourists what can and cannot be 

happening. So yeah, thank you for all your valuable insights. And thank you 

also for your time. 
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And I have a question actually. Are you in the city tonight as well? Yeah. 

Okay, so because I have, actually a really nice route through Amsterdam, 

based on the Amsterdam Lights Festival.  

Interviewee  Oh, that's so nice.  

Interviewee  Yeah. And it is actually only till tomorrow. If you want I can give you the 

route. And then yeah, there are also a lot of spots where you can get 

takeaway hot chocolate or gluhwein or other drinks, and then you can really 

enjoy the city and discover more 

Interviewee Definitely, please. Thank you so much.  

Nikki Okay, perfect. So, I will give you this one. If you scan this QR code, I have 

a Dutch one an English one. So for you, it is the English one. And if you can 

scan that, then you can see the route from there.  

Interviewee  Thank you so much. I am definitely going to do that. How did you get this 

because there is a logo in it as well?  

Nikki  Yeah, exactly. This is actually something that I have organized for my 

sorority. And we do this for people that are interested in doing this walk and 

we sell it also via Instagram together with a gluhbag. 

Interviewee Oh that is super nice. Thank you so much. Thank you very much and good 

luck with your thesis.  

Nikki  Thank you so much. Have fun. Bye 

 

9.7.6 Interview 6: tourist from Algeria 
Nikki Okay, so good afternoon. Thank you for taking the time to participate in my 

research.  

Interviewee No worries. 

Interviewee  My name is Nikki and I am currently finalizing my studies at Hotelschool the 

Hague here in Amsterdam. And this interview is to discover what is the 

opinion of tourists is on how welcoming the city is, and what attitude of 

tourists is on the willingness and belief in behavioural change. So your 

privacy is of utmost importance. That is why the interviewer will stay 

anonymous. And I will record the session as you have already approved 

today. So firstly, I would like to ask you from which country are you from?  

Interviewee  I am from Algeria.  

Nikki Algeria. Super nice. And what made you decide to visit Amsterdam? 

Interviewee  Actually, I am not visiting here but for work, but you can say both.  

Nikki Okay. Okay. And for how long will you be here?  

Interviewee  Sadly, one day 

Nikki  Oh only one day. So you had a working day on Saturday?  

Interviewee  Yes, exactly.  

Nikki Ah, okay. That is too bad. And how do you experience Amsterdam so far? 

Interviewee  It is lovely, crowded, cold. I love it as it is winter. What to do? Yeah.  

Nikki Okay. Nice. And this is the first time you visit Amsterdam?  

Interviewee  No, actually, this is my second time after one year 

Nikki Oh, nice. So only during Corona? Yes, exactly. Oh, that's too bad. Maybe 

come back when the measurements are all gone.  

Interviewee  Maybe hopefully one day.  

Nikki So now I will ask you six statements, questions for which you can choose 

between one and seven. Where one is strongly disagree and seven is 

strongly agree.  

Interviewee  Okay.  

Nikki So the first one during your stay in Amsterdam, your interest is captured? 
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Interviewee  You mean, what do you mean by this question?  

Nikki The meaning of is, if you are interested in what you see around you. And if 

you are aware of where you are. 

Interviewee  Let’s say five, five, yeah.  

Nikki Okay. And can you maybe explain why? 

Interviewee  Because I did not visit 100% what I wanted to visit. Maybe that is why.  

Nikki  Okay, so then come back another time. So during your stay,  

Interviewee  Can you give me just one second? 

Nikki  Yes of course. 

Okay, so um, the second question is during your stay, your curiosity in the 

city has aroused. 

Interviewee  Curiosity. Maybe I say six, six.  

Nikki  Okay. And could you elaborate on this number?  

Interviewee  Because maybe when I came, my friends told me more stories about it. So 

I became more curious about to see those places to go to visit.  

Nikki Okay. Nice. And during your stay, you have explored or discovered new 

things?  

Interviewee  Not really. No.  

Nikki Okay. So, then you would say 1?  

Interviewee  Yep.  

Nikki Okay. And the fourth one is, during your stay, everything is clear to you, 

such as how to use public transport, or what the norms and values are. 

Interviewee  Let's say seven 

Nikki  Seven, so everything's clear?  

Interviewee  Yeah.  

Nikki  Okay. Perfect.  

Interviewee  And people they speak English very well, here.  

Nikki Yeah, exactly. Nice. Moving on to the next question, during your stay, you 

will feel in control of your behaviour and surroundings.  

Interviewee  Control of my behaviour. Okay. I am used to travel. So I do not have any 

problem with that. So let's say seven.  

Nikki Okay, perfect. Moving on to the mindful tourism. Mindful tourism refers to 

being aware of the surroundings and your environment, which affect your 

travel and consumption behaviour and eventually the customer journey. So, 

the first question. Do you feel welcomed by the local community? 

Interviewee  Six 

Nikki  Six? Oh sorry, this is an open question again.  

Interviewee  Ah okay, Yes I do feel welcomed.  

Nikki  Okay. And do you maybe have an example of this? 

Interviewee  As I said, people, they speak English and whatever you ask them, their 

smile, and they, they answer you with a happy face.  

Nikki Okay, perfect. And are you aware of the consequences of your decisions or 

actions on the environment or the local community?  

Interviewee  No, I have no idea.  

Nikki No, okay. Then I will refer to this later. So now you can use the pictures. 

And I would like to ask you to review the pictures of the first page.  

Interviewee  Totally. 

Nikki  What do you see in these pictures?  

Interviewee  People walking the street, crowd.  

Nikki  Yeah, yeah, exactly. And what is your opinion on this crowd? 

Interviewee  It is normal because it's big city and it has a lot of population and tourists, 

so yeah 
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Nikki Exactly. Okay. And then if you can go to the next page, there are three 

pictures. 

Interviewee  A lot of garbage?  

Nikki  Yeah, exactly. And what is your opinion of this garbage on the streets?  

Interviewee  Of course, I totally disagree with this, I do not like it. 

Nikki  Okay, um, and do you think that this trash has a relation with tourism? 

Interviewee  Maybe 30%  

Nikki Okay. And do you think this should be changed?  

Interviewee  Yes, of course.  

Nikki And do you maybe know how this can be changed?  

Interviewee  Maybe by making more rules and restrictions. Maybe that is it? Because I 

can I feel that nobody cares.   

Nikki  Exactly. Okay. For the next page, there are two pictures. What do you see 

here?  

Interviewee  I see. Same crowd, but at night.  

Nikki Okay. Yeah. And this is crowds in front of clubs and bars. Pre-corona. If you 

see this, would you want to go to these clubs? Or would you prefer to go to 

different clubs that are less crowded?  

Interviewee  Of course. I am a person who likes to be surrounded by people. So I 

definitely would go  

Nikki Okay. Okay. So then moving on to the next page.  

Interviewee Okay, we almost done? 

Nikki Yess almost done! So, there are four pictures here. What do you see here? 

Interviewee  I see only cars. A lot of cars 

Nikki A lot of cars. And what are your thoughts on the crowdness of cars. 

Interviewee  Okay, since it is a big city, it is everywhere in the world. They all own cars 

and traffic.  

Nikki So you think that the car should belong in Amsterdam, or that should maybe 

be banned in the city centre?  

Interviewee  I have no comment. Because it is complicated.  

Nikki I understand. Okay, so moving on to the next question. So first one question 

without pictures. I have done a survey with residents of Amsterdam. And I 

concluded here that waste, noise and traffic are most associated with 

tourists. What is your opinion on this?  

Interviewee  The waste coming from tourists you mean? Maybe, I do not know, because 

I have been here last year for two days and this year only for one day.  

Nikki Okay, I understand. So now moving on to the pictures on page five. What 

do you see on these pictures? 

Interviewee  Fines, no? 

Nikki Exactly. So this is the enjoy and respect campaign where they explain 

indeed what the behaviour is, that is free. And what the fines are if you if 

you misbehave. So for example, if you pee on the streets instead of in the 

public toilet 

Interviewee  So those are the restrictions I was talking about that they should have. 

Nikki Yeah, exactly. So is this information new to you? Or were you already 

familiar with these rules in Amsterdam?  

Interviewee  I have no idea. I know some countries they are applying some fines like 

this, like Singapore. But in Amsterdam, I have no idea. But, of course it 

should not be.  

Nikki Okay. And seeing this. Now you know about these rules, would this increase 

your awareness on these rules? 

Interviewee  Yes. Okay.  
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Nikki And would your behaviour change? Based on these new insights?  

Interviewee  My behaviour, it would not change because I do not do this.  

Nikki Okay, perfect. So these are the last, the last pictures. Those are three 

pictures. What do you see in this these pictures? 

Interviewee  Advertisement. 

Nikki So this is the “I live here” campaign. So here you can see, for example, 

people on big posters to create awareness that actual residents live here. 

And it is not only a place to visit as a tourist. So knowing this, what do you 

think about this advertisement? 

Interviewee It is cool, it is a new idea. 

Nikki Okay, perfect. So now we will move on to the rounding of questions.  

Interviewee  Okay.  

Nikki  I would like to know after this interview, are you more aware of the 

consequences of your decisions or actions on the environment and local 

community? 

Interviewee  I do not have a strong opinion on that, because I am already aware of 

because I used to travel. So I am aware about the rules, the policies, how 

humans should behave. So I do not have strong opinion. 

Nikki Okay I understand. This was actually it. Thank you so much for your time. 

I actually have one more question. I am not sure if you will be here tonight 

as well, because I have a really nice route through Amsterdam that is based 

on the Amsterdam Light Festival. So it is a route that you can see the lights 

I am not sure if you want to do this tonight because I have the route for 

you here, as a thank you for your time and participation.  

Interviewee  Ah, thank you so much. 

Nikki I will give it to you. There is an English version. So the English one is here. 

If you scan this, then you can see the route. And yeah, on the way you can 

find some spots where you can get takeaway drinks. And there are also 

pictures of sculptures that you can see. And then hopefully, this will be your 

last experience today here in Amsterdam.  

Interviewee  Thank you so much, super nice.  

Nikki You're welcome. 

 

9.7.7 Interview 7: tourist from Greece 
Nikki So good afternoon. Thank you so much for taking the time to participate in 

my research. My name is Nikki and I am currently finalizing my studies at 

Hotelschool the Hague here in Amsterdam. This interview is to discover 

what is opinion of tourists is on how welcoming the city is and what the 

attitudes of tourists is due to the willingness and belief in behavioural 

change. So, the overall purpose of this research is to improve the 

existence of tourism in the city of Amsterdam. And your privacy is of 

course of utmost importance. Therefore, this interview will stay 

anonymous. Only the recordings which I have asked permission for 

already. So first, I would like to ask you from which country are you from?  

Interviewee From Greece  

Nikki From Greece? Super nice. And what made you decide to visit Amsterdam? 

Interviewee  For a work, Amsterdam for to visit to see how it is shaped? It is the first 

time I visit Amsterdam. 

Nikki Okay, super nice. And are you here in Amsterdam for one day or for how 

many days? 

Interviewee  For one day only 
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Nikki Okay, and what is your experience so far? 

Interviewee  It is very beautiful. Till now, it is very beautiful. This is Dam Square right? 

Nikki  Yes exactly, super nice. And is this the first time you visit Amsterdam? 

Interviewee  Yess. 

Nikki Okay. So now I will ask you a few questions. It is six statements for which 

you can choose between one and seven. Where one is disagree and seven 

is strongly agree. So, the first question: during your stay in Amsterdam, 

your interest is captured.  

Interviewee  Uhh and seven is agree right? 

Nikki Yess.  

Interviewee  Yeah. Okay, then seven. 

Nikki Okay and could you maybe elaborate on your agreeance to your interest? 

Interviewee  No 

Nikki No? Okay. So the second one during your stay, your curiosity in the city 

has aroused. 

Interviewee  Curiosity. Yeah. 

Nikki  So from one to seven, if you are curious on the city? 

Interviewee  Ah yes seven, seven.  

Nikki  Okay. And what are your curious for? 

Interviewee  About how to live the people in this big city, the canals, everything is 

really good, everything. 

Nikki Okay, super nice. And so, the third statement is during your stay, you 

have explored or discovered new things. 

Interviewee  Yes, I discovered many, many new things. 

Nikki  Okay. So then you would say seven, strongly agree? 

Interviewee  Seven. Till now it is the candles, the tour about the boat in the canals, the 

Dam Square, the district lights, the red lights, the market. Everything. 

Nikki Okay, super nice. And during your stay, everything is clear to you, such as 

how to use public transport are the norms and values of Amsterdam. 

Interviewee  Use the public transport, it is very convenient, very easy from the other 

side. 

Nikki  Okay, so you would also say six or seven? 

Interviewee Seven, Seven.  

Nikki Okay. And the last one for the statements during your stay you feel in 

control of your behaviour and surroundings. 

Interviewee  Six. 

Nikki Six, okay, perfect. So now I will give you an introduction on mindful 

tourism. This refers to being aware of the surroundings and its 

environment, which may affect the travel and consumption behaviour and 

eventually customer journey. It is about being actively engaged and aware 

of where you are and what the consequences of your actions are. So, the 

first question for this is, do you feel welcomed by the local community? 

Interviewee  Yes, definitely.  

Nikki Okay and do you maybe examples for it? 

Interviewee  It is very politely persons with a smile in the face. And everyone wants to 

help you if you are a stranger here. 

Nikki Okay, perfect. You also are willing to help me, which is also very nice. 

Moving on to the second question, are you aware of the consequences of 

your decisions or actions on the environment in a local community?  

Interviewee  No 

Nikki Okay, no worries, we can move on to the next one. Are you familiar with a 

tourism concerns in Amsterdam?  
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Interviewee  Yeah.  

Nikki Okay perfect, and what are the concerns? 

Interviewee  I do not know. What can I say, I do not think so. 

Nikki Okay, we will move on to the next one for the sake of time. So now the 

pictures will play a role. So if you can go to the first page, this one indeed, 

there are three pictures. What do you see in these pictures? 

Interviewee  A lot of crowds 

Nikki  A lot of crowds indeed. So this is actually in the street over there.  

Interviewee  Yess I know.  

Nikki And if you see these pictures, would you want to walk in between these 

people? 

Interviewee  Yes, of course. Yes. Yes. 

Nikki  And what is your opinion on the busyness? 

Interviewee  It is very good for the city, to have people, and for the stores, but with a 

COVID is not very good. 

Nikki Yeah, exactly. Okay. And now with regards to COVID, how do you think 

the busyness can be changed or maybe reduced? 

Interviewee  People is very crazy about of it and nothing can change. COVID, the virus. 

I do not know what to say about this.  

Nikki Okay. No worries. So on the second page, you can see three pictures as 

well. What do you see on these pictures?  

Interviewee  A lot of garbage. 

Nikki Yeah, exactly. And what do you think of this garbage? 

Interviewee  It is very often.  

Nikki  Very what?  

Interviewee  It is very bad for a big city to have so many garbage  

Nikki Yeah, exactly. And do you think that the garbage has any relation to the 

tourism? 

Interviewee  I do not think so. Tourists come to visit and to see the city  

Nikki  Okay. Exactly. Yeah. And how do you think this can be changed? Maybe? 

Interviewee  I do not know. I am not from this country. 

Nikki Okay, I understand. So moving on to the third page. Yeah. And these are 

two pictures. What do you see in these pictures? 

Interviewee  A lot of crowd again, the red light district? I think 

Nikki  It is in front of clubs, pre-COVID 

Interviewee  Yes 

Nikki And if you see the crowdness in front of the clubs, would you want to visit 

it the club?  

Interviewee  Of course 

Nikki Yeah? Okay. So you would prefer to go to this club instead of a club that is 

less crowded? 

Interviewee  I prefer this, with a lot of crowd. 

Nikki Okay. Okay, so moving on to another page, page four. What do you see 

on these pictures?  

Interviewee  Traffic. 

Nikki Traffic? Yeah. And do you see a lot of cars or not?  

Interviewee  See three pictures with a lot of cars and chaos and one picture with no 

cars. 

Nikki  Uh huh. Okay. And what do you think of these pictures? 

Interviewee  It is a big city, a lot of cars. A lot of people. 

Nikki Okay. And do you think that maybe cars should be banned in the city 

centre? 
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Interviewee  I do not think so. No, no, no, it is bad for the stores and the community 

here. There is a lot of parking here, but it is very expensive. 

Nikki Yeah, exactly. It is very, very expensive. Okay. Um, so I have also done or 

via a survey during my research for the residents of Amsterdam. And here 

I came to the conclusion that waste, noise and traffic are the most 

associated with tourists. What's your thought on this? 

Interviewee  Tourists, like noise, waste, crowd. Because they came here to spend a 

very nice vacation. So I do not believe it matters. The noise and the crowd 

of a tourist. 

Nikki Okay, I understand. So this page, page number five. You see three 

pictures again. 

Interviewee  Yeah.  

Nikki What do you see in these pictures?  

Interviewee  Uhmm. 

Nikki It says here singing out loud. Bursting for a loo and dumping rubbish. 

Interviewee  Yeah. *looks confused* 

Nikki I might explain if you want to enjoy a respect campaign. So here they 

would like to create awareness on the rules in Amsterdam. So, for 

example, busting for the loo, if you do it at the toilet then it is free and if 

you do it on the street, then you get a fee of 140 euros.  

Interviewee  Yes. Yeah. Pee on the streets. Yes.  

Nikki So this is to create awareness on the rules and fee.  

Interviewee  It's very good to have rules. And Dutch people have a lot of rules and 

obey to the rules. Tourists I do not know. 

Nikki  Okay. So if you see this, were you already familiar with these rules? 

Interviewee  Yes. I am very familiar. I know this, and this, and this. *points at the 

pictures* 

Nikki  You are familiar? 

Interviewee  Yes.  

Nikki Okay, perfect. So, moving on to the last page. There are again, three 

pictures. I am not sure if you see it very well because they are a little bit 

small. But I can explain for you. This is the “I live here” campaign. So here 

you see, for example, people on the big poster, and they say “I live here”. 

This is a campaign to show tourists that also people actually live in the city 

here. What do you think of this campaign? 

Interviewee  It is very good. I like this campaign because ordinary people and show 

how to live in a big city. Here. 

Nikki Okay, perfect. And this is increase your awareness on the fact that there 

are people living in the city.  

Interviewee  Yeah.  

Nikki Okay. And will this then change your behaviour or impact you?  

Interviewee  Nothing.  

Nikki No? Okay. So now I will move on to the rounding off questions. So, I 

would like to know if you are more aware of the consequences, and the 

rules here in the city of the environment and a local community.  

Interviewee  Yes, yes.  

Nikki  And are you then based on this, willing to change your behaviour? 

Interviewee  Of course 

Nikki  And how would you be able to change your own behaviour? 

Interviewee  I obey the rules of the city, and I do much time. I do not believe to think 

change anything here. Everything is good until now. I do not see many 

things yet but I believe it is very beautiful.  



Hotelschool the Hague | LYCar Company Project | Nikki Veldhoen 
 

 89 

Nikki Okay, perfect. Well, that was it actually. Thank you so much for your time 

for your valuable input. I have one more question I have here a QR code 

for the Amsterdam Lights Festival. It is for tonight and tomorrow. 

Interviewee  Yess I am going there now. 

Nikki  Oh, okay. You already have to route? 

Interviewee  Yes in my google maps.  

Nikki Ah okay nice. This is also the route I wanted to give people that 

participate in the research.  

Interviewee  Yeah.  

Nikki Okay, perfect. Well, enjoy. I wanted to give you this as a thank you for 

participating.  

Interviewee  Okay, thank you.  

Nikki Thank you too, have a good night. Enjoy. Thank you so much. 

 

9.8 Appendix 8: Advertisement posters 
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9.9 Appendix 9: Advertisement posts with QR 

code 
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9.10 Appendix 10: Proposal for the app  
 

9.10.1 The “traditions & national days’ tab  

 
 

9.10.2 The ‘traditions & national days’ page 
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9.11 Appendix 11: Banner advertisements 
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9.12 Appendix 12: Evaluation survey in the 

app 
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9.13 Appendix 13: Stakeholder analysis  
 

Power/interest matrix during the research: 

 

High 

 

 

Power 

 

 

Low  

Keep satisfied: 

- Visitors 

Manage closely: 

- Municipality of Amsterdam 

- Ms. Oruc (commissioner) 

Monitor: 

- Interview 

participants 

Keep informed:  

- Ms. de Heij (LYCar coach) 

- Residents 

- Survey respondents 

               Low           Interest                              High           

 
Power/interest matrix after the intervention: 

High 

 

 

 

 

Power 

 

 

Low  

Keep satisfied: Manage closely: 

- Municipality of Amsterdam 

- Ms. Oruc (commissioner) 

- Visitors 

- Amsterdam&partners 

Monitor: 

- Interview 

participants 

Keep informed:  

- Ms. de Heij (LYCar coach) 

- Residents 

- Survey respondents 

              Low            Interest                            High           

 
The stakeholders that need to be managed closely are the municipality of Amsterdam, 

Ms. Oruc, the tourists in the owners/management of the I Amsterdam City app. Based 

on this analysis, it became clear for the researcher who are the main stakeholders and to 

whom the findings of this research should be disseminated. 

Ms. Oruc will receive the entire research project, as this research is written for her own 

PhD and the HTH research centre, and will hopefully give additional insights that are 

useful and value-adding. It is of high importance to take her opinion and feedback into 

account, to make sure the report is relevant to her. Next to this, a relevant department 

of the municipality of Amsterdam will be informed on the research findings, as it might 

be of great relevance for them. With the program ‘Stad in balans’ that has colluded with 

the program ‘Aanpak Binnenstad’ they have been researching a possible solution to find 

a new balance between the liveability for the residents of their city and the hospitality 

towards its visitors. This research is closely related to their program, which is why the 

researcher feels the necessity to share her insights with them. The organization 

amsterdam&partners, who have developed the ‘I amsterdam City Card’ app should be 

informed with the findings and proposed solution, as the solution involves their co-

operation. Lastly, the tourists’ response and behavioural change should be managed 

closely as well, as that is the aim of this intervention. This will be discussed in the 

evaluation phase.  

 

The stakeholders that should be informed are Ms. de Heij and the survey respondents. 

MS. de Heij will receive the company project and an event will be planned, where the 
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researcher plans to present key findings and the proposed solution. Since the survey 

respondents are anonymous, it is difficult to identify them, however since they have 

shared their opinion in the survey, it is crucial to keep them informed. Therefore, the 

solution will be shared with them via the same online platforms, as the platforms that 

were used to reach them.  

 

9.14 Appendix 14: Client evaluation form Ms. 

Oruc  
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9.15 Appendix 15: Stakeholder evaluation 

amsterdam&partners  
 

9.15.1 Proof of dissemination  

 



Hotelschool the Hague | LYCar Company Project | Nikki Veldhoen 
 

 99 

Presentation slides  
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9.15.2 Summary of stakeholders’ response on dissemination   
The act of dissemination was performed via MS Teams on 08-11-2022 with two product 

managers (Melissa and Tim) together with their intern Justin. The presentation including 

the feedback lasted for almost one hour.  

During and after the presentation, questions to the audience were asked and feedback 

was given on mainly the marketing campaign and the proposed new page in their app “I 
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amsterdam City Card”. They were very impressed with the goal of the research and its 

outcomes, but also with the proposed solutions and their contribution in increasing the 

liveability for the residents and position in the marketing campaign. They believe in the 

social marketing technique with positive communication, in order to target all tourists 

with the advertisement, instead of only addressing the misbehaving visitors by 

communicating the rules and corresponding fines. They mentioned that this way, you 

attract all visitors with a catchy slogan.  

Next to this, they see the value of the “Traditions & National Days” page, which gives 

additional value to the visitors on their app, they were in fact already considering adding 

more information to the app, as they already possess of a lot of information on their own 

website (the app is a product of amsterdam&partners, however they also have their own 

website www.iamsterdam.com that consists more information to guide visitors and 

residents through the city). They will propose this page, together with the advertisement 

banners to their campaign team, to include their opinion and experience on this, before 

deciding whether to implement the solution or use the goal of the solution. 

Furthermore, they mentioned they currently have a collaboration with the UvA for thesis 

topics (from a beta perspective), and they were very impressed with my research and 

perspective, hence they were wondering if there is any chance that they can also ask 

Hotelschool students to perform their thesis research for them directly, as they see 

importance of our perspective from the hospitality industry into their business.  

 

http://www.iamsterdam.com/
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9.15.3 Evaluation by stakeholder 
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9.15.4 Proof of banner advertisement costs 
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9.16 Appendix 16: Stakeholder evaluation 

municipality of Amsterdam 
 

9.16.1 Proof of dissemination  

 
 

Presentation slides  
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9.16.2 Summary of stakeholders’ response on dissemination   
This act of dissemination was performed on 09-11-2022 at Amsterdam’s Town Hall, for 
the Centre district director and program secretary. The presentation including feedback 
and questions lasted for 45 minutes.  
The audience was very interested in the subject, as dealing with the problems presented 
is part of their daily operations. Therefore, they were listening very carefully and actively 
asked questions. Critical questions and feedback were provided, for them to better 
understand the essence and thought process of my research. For instance, the positive 
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communication was a technique that they were sceptical about, as they are not sure if 
this will convince drunk tourists to behave more responsible and cultural oriented. This 
point of view is very interesting and relevant, however the researcher noticed that the 
behaviour of drunk tourists is the main priority of the municipality, whereas this 
company project intends to decrease all types of disturbances, increase knowledge on 
norms and values and stimulate an authentic cultural experience. Hence, the target 
market of this research is all tourists, whereas the audience mainly prefers to address 
drunk tourists in mainly the Red-Light district. With this knowledge in mind, the 
researcher tried to take along the feedback provided, however also attempted to 
consider their feedback based on the relevance for the specific context of this research 
design. In line with this, they have noted that the language of the campaign is in 

English, however they do not want to let the residents feel as strangers in their own city, 
which is why they were questioning the language of the campaign. However, as the 
target market is visitors, the researcher has chosen to keep the campaign in English, to 
make sure visitors understand the campaign. Moreover, they had a comment on a 
sentence on the advertisement posters “we are glad to have you again” which was 
chosen to highlight the fact that tourists can be welcomed again after the lockdown 
measures of COVID-19. The audience were critical about this, as they do not wish the 

make the drunk misbehaving tourists feel welcome, when they are considered as 
unwanted visitors in their city. Still, I do understand that not all visitors have visited the 
city before, which could make the word “again” confusing and inappropriate. Therefore, 
the researcher has decided to leave out this sentence from the posters.  
Next to these critical notes, they were satisfied with the analysis of the problem and the 
slogan. Socio-cognitive mindfulness was new to them, but this is recognized as an 
applicable approach to encourage tourists to take more responsibility and to get more 

out of their experience by discovering more less-touristic places. Additionally, they did 
identify the relevance of spreading the tourists throughout the city and highlighting 
hidden treasures in the city with the use of the ‘I amsterdam City Card’ app. This is a 
tool that they will investigate in, and as they are already in close contact with 
amsterdam&partners, they will consider promoting this app. Lastly, they were pleased 
with the drafter customer journey and find it very valuable touchpoints. They had one 
comment on the possibility to reach the visitors at an earlier stage already, with the use 

of google advertisement in their pre-stage. For example, when searching for 
accommodations or tickets, to already showcase the campaign on those websites.  
 



Hotelschool the Hague | LYCar Company Project | Nikki Veldhoen 
 

 119 

9.16.3 Evaluation by stakeholder  
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9.17 Appendix 17: Assessment & feedback 

form approved Proposal by Ms. de Heij 
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9.18 Appendix 18: Proof of research data 
upload 

 

 
Data file 1: interview transcriptions + colourcoding.pdf 
 

 
Data file 2: interviews city hospitality.pdf 
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Data file 3: interview 7.mp3 
 

 
Data file 4: interview 2.mp3 
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Data file 5: interview 6.mp3 
 

 
Data file 6: interview 5 part2.mp3 
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Data file 7: interview part 5.mp3 
 

 
Data file 8: interview 4.mp3 
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Data file 9: interview 3.mp3 
 

 
Data file 10: interview 1.mp3 
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Data file 11: residents’ perception survey.sav 
 

 
Data file 12: survey open questions colour-coded.xlsx 
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