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ABSTRACT	
The	Arab	 Spring	 had	 its	 negative	 effects	 on	 tourism	 in	 the	 region	 of	 the	Middle	 East.	
This	research	note	aims	to	make	overview	of	strategies	adopted	by	Jordanian	Tourism	
Public	Authorities	 to	 repair	 the	 image	 in	 time	of	 crisis	 to	bring	back	 tourists;	 a	 short	
discussion	is	then	made	on	political	crisis	management,	which	then	was	referred	to	in	
giving	 recommendations	 to	 enhance	 the	 performance	 of	 these	 authorities	 in	 dealing	
with	such	crisis.		
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BACKGROUND	

Since	December	2010,	revolutionary	waves	took	place	in	the	Arab	world	and	were	presented	
in	the	media	as	 the	“Arab	Spring”;	protests	 took	place	 in	Tunisia	and	Egypt	and	shortly	after	
emerged	 in	Middle	 Eastern	 region.	 Thousands	 of	 people	 seeking	 for	 better	 living	 conditions	
went	 into	 marches	 and	 strikes,	 after	 which	 the	 world	 witnessed	 the	 fall	 of	 presidents	 and	
drastic	political	and	social	instability	as	in	Tunisia,	Egypt,	Libya	and	Yemen,	while	monarchies	
of	 Morocco	 and	 Jordan,	 which	 continued	 to	 be	 politically	 stable	 adopted	 gradual	 political	
reforms	 (Masetti	 &	 Körner,	 2013).	 There	 were	 significant	 influences	 on	 the	 economies	 of	
Middle	 East	 &	 North	 Africa	 countries	 where	 deteriorations	 were	 recorded	 for	 economic	
indicators	as	GDP	and	employment	(OECD,	2011)	(See	Figure	1).	The	effect	was	also	witnessed	
in	tourism	industry;	there	was	a	decline	in	the	volume	of	incoming	tourists,	tourism	revenues,	
and	hotels	 occupancy.	Turkey,	 the	 countries	of	Eastern	Europe	 and	 some	Asian	 countries	 as	
Malaysia,	 Thailand,	 and	 Indonesia	 became	 alternatives	 to	 Arab	 countries	 as	 tourism	
destinations	 (Ali	 et.	 al.	 2012).	 Jordan	 was	 one	 of	 the	 countries	 that	 suffered	 from	 such	
situation,	many	visitors	from	Europe	and	America	cancelled	their	visits,	there	was	a	drop	in	the	
number	 of	 tourist	 arrivals	 from	 8,078,380	 in	 2010	 to	 6,812,438	 in	 2011	 (15.7%	 decrease);	
while	number	of	package	 tours	decreased	 from	707,735	 to	419,571	 (Statistics	of	Ministry	of	
Tourism	&	Antiquities	[MOTA],	2010/2011).		
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Figure	1:	The	economic	impact	of	Arab	Spring	on	different	countries	in	MENA	region	(Masetti	&	

Körner,	2013)	
 

THE	PROBLEM	
For	Jordan,	tourism	is	the	largest	export	sector,	its	second	private	sector	employer,	and	a	major	
producer	 of	 foreign	 exchange	 (MOTA,	 2003),	 it	 accounts	 for	 approximately	 10.50	%	 of	 the	
country's	 gross	 domestic	 product	 (GDP)	 (Central	 Bank	 of	 Jordan	 [CBJ],	 2016).	 Tourism	 has	
generated	 2870.9	 million	 JD	 in	 2016	 as	 revenue	 (1	 JD	 =	 1.408	 USD),	 while	 tourists	
expenditures	reached	892.9	million	JD	during	the	same	year	(MOTA,	2016).	Though,	it	can	be	
said	 that	 the	 period	 2010-2015	 was	 a	 crisis	 time	 to	 Jordanian	 tourism,	 where	 different	
indicators	of	sector	performance	have	shown	a	clear	decline	if	compared	to	the	period	prior	to	
2010;	by	 looking	at	 the	statistical	 reports	of	 Jordanian	Ministry	of	Tourism	&	Antiquities	 for	
the	years	(2010-2016);	Table	1	shows	some	of	 the	main	 indicators	 for	 Jordanian	tourism	for	
the	years	(2010-2016).			
	
Other	 changes	 could	 be	 seen	 in	 what	 relates	 to	 the	 characteristics	 of	 tourism	markets;	 the	
revenues	of	 tourism	sector	 in	2016	were	similar	to	those	of	2015	despite	the	 increase	 in	the	
number	of	tourists,	this	is	due	to	the	changes	in	the	origin	of	tourists,	which	then	affected	their	
spending	 habits.	 There	was	 a	 drop	 of	 10%	 in	 the	 number	 of	 tourists	 from	 the	 Gulf	 Council	
countries	 (particularly	 from	 Saudi	 Arabia,	 the	 source	 of	 largest	 portion	 of	 visitors,	 where	
economic	procedures	taken	by	the	Saudi	government	to	cut	down	expenses	had	its	impact	on	
travel	 decisions).	 The	 conflicts	 in	 other	 countries	 in	 the	 region	 caused	 drops	 in	 medical	
tourism,	especially	for	patients	from	Sudan,	Libya,	Yemen	and	Iraq.	Moreover,	Jordan	is	facing	
the	 challenge	 of	 dealing	with	 spillover	 effect	 caused	 by	 instability	 in	 surrounding	 countries,	
also	 the	 economic,	 political	 and	 social	 pressure	 caused	 by	 receiving	 big	 numbers	 of	 Syrian	
refuges	(UNWTO,	2017).		
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Table	1:	The	main	indicators	of	tourism	performance	in	Jordan	for	the	years	(2010-2016);	
Source:	Statistics	of	Ministry	of	Tourism	&	Antiquities	[MOTA]	

Year	

Indicators	

Arrivals	
Receipts	
(JD	
Million)	

No	of	
Package	
Tourists	

No	of	
Overnight	
Tourists	

	

No	of	
Same	
Day	

Tourists	

No	Tourist	
Nights	

Tourists	
Expendi
tures	
(JD	

Million)	
2010	 8,078,380 2545.2	 707,735	 4,557,024 3,690,112	 5,301,639	 1,010.5	
2011	 6,812,438	 2431.5	 419,571	 3,959,651 2,852,787 4,638,399	 823.9	
2012	 6,314,250 2883.6 446,165	 4,162,367 2,151,883	 5,806,317	 811.9	
2013	 4,136,928	 2212.2	 307,348	 3,022,192 1,114,736	 4,970,581	 778.3	
2014	 5,326,501 3106.6	 443,226	 3,989,913 1,336,501	 2,019,287	 810.7	
2015	 4,811,352	 2886.1	 300,970	 3,763,150	 1,048,202	 1,125,159	 823.5	
2016	 4,778,529	 2870.9	 372,661 3,858,439	 920,020	 4,894,237	 892.9	

	
This	is	not	the	only	or	the	first	political	crisis	for	Jordanian	tourism,	the	location	of	the	country	
in	 the	 region	 of	 the	 Middle	 East,	 which	 is	 continuously	 witnessing	 a	 series	 of	 political	
turbulences,	is	exposing	it	to	a	misperception	on	being	an	unsafe	destination,	which	is	contrary	
to	 the	 actual	 situation	where	 high	 levels	 of	 safety	 and	 security	 are	 prevailed	 in	 all	 parts	 of	
Jordan.	Several	events	contributed	to	such	condition;	Palestinian	Israeli	conflict	that	began	in	
the	mid	20th	century,	kidnapping	of	western	tourists	by	tribesmen	in	Yemen,	terrorism	attacks	
on	tourists	during	1990s	in	Egypt,	Gulf	War	1990-1,	Iraq	War	since	2003,	and	finally	the	events	
of	Arab	Spring	(particularly	the	Syrian	War	since	2011),	all	of	these	events	give	the	Middle	East	
its	image	as	a	region	full	of	conflicts,	causing	then	fluctuations	in	the	tourists'	volumes.		
	
Despite	the	fact	that	such	events	are	not	new	to	the	country,	no	clear	written	plan	or	a	holistic	
approach	 on	 how	 to	 deal	 with	 such	 crises	 was	 published	 by	 neither	 Jordanian	 Ministry	 of	
Tourism	 &	 Antiquities	 or	 Jordan	 Tourism	 Board.	 It	 should	 be	 admitted	 though	 that	 many	
actions	were	taken	to	repair	the	country's	image	and	recover	the	losses	that	took	place	by	the	
decline	of	 tourists'	 arrivals.	 	Avraham	(2015)	stated	 that	 it's	 surprising	 to	 find	 that	only	 few	
studies	 focused	 on	 managing	 tourism	 crises	 and	 crisis	 communication	 in	 the	 region	 of	 the	
Middle	East,	 a	 great	 amount	of	 accumulating	knowledge	worldwide	on	 this	 issue	 could	have	
been	 utilised	 to	 deal	 with	 the	 consequences	 of	 the	 current	 unrest	 by	 decision	 makers	 and	
marketers.		
	
Most	of	the	focus	by	Jordanian	tourism	authorities	(Ministry	of	Tourism	&	Antiquities	[MOTA]	
and	Jordan	Tourism	Board	[JTB])	was	on	attracting	new	markets	and	expanding	promotional	
campaigns	to	overcome	the	decreases	in	tourists'	arrivals.	This	short	paper	aims	at	evaluating	
the	policies	 taken	 Jordanian	Tourism	Authorities	 to	deal	with	 the	 crisis	based	on	 comparing	
these	actions	with	selected	published	research	on	tourism	crisis	management.		
	

TOURISM	CRISIS	MANAGEMENT	MODELS	
A	crisis	is	"a	change,	which	may	be	sudden	or	which	may	take	some	time	to	evolve,	that	results	
in	 an	 urgent	 problem	 that	 must	 be	 addressed	 immediately"	 (Efficiency	 Unit	 of	 Hong	 Kong,	
2009).	 	 As	 cited	 by	 Andrianopoulos	 (2015),	 Mitroff	 divided	 crises	 into	 different	 categories;	
these	 are:	 economic	 (as	 market	 crashes	 and	 labor	 shortage),	 informational	 (loss	 of	
information),	public	(as	theft	and	attacks),	physical	(as	vandalism	and	violence),	reputational,	
psychopathic	(as	terrorist	attacks),	and	natural	disasters	(as	earthquakes,	floods	and	outbreak	
of	 diseases).	 As	 well	 known,	 crisis	 events	 are	 unpredictable,	 but	 they	 are	 not	 always	
unexpected;	from	this	comes	the	importance	of	"crisis	management"	in	which	organizational	or	
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inter-organizational	 responses	 should	 be	 appropriately	 coordinated	 (Efficiency	Unit	 of	Hong	
Kong,	2009).		
	
For	the	case	of	Jordanian	tourism,	the	Arab	Spring	influence	on	this	sector	can	be	considered	as	
a	 combination	 of	 different	 crises	 types,	 it's	 economic	 since	 a	 significant	 decrease	 was	
witnessed	 in	 both	 tourist	 arrivals	 and	 revenues;	 and	 reputational	 since	 it	 had	 dramatically	
resulted	in	the	misperception	of	the	country	as	an	unsafe	destination	due	to	its	location.	
	
Not	considering	crises	in	strategic	planning	or	preparing	for	them	would	make	organizations	
vulnerable	 (Andrianopoulos,	 2015).	 Crisis	 management	 “seeks	 to	 prevent	 or	 lessen	 the	
negative	 outcomes	 of	 a	 crisis	 and	 thereby	 protect	 the	 organization,	 stakeholders,	 and/or	
industry	 from	 damage”	 (Coombs,	 1999,	 p.	 4).	 	 	 As	 stated	 by	 Stocker	 (1997,	 p.	 189)	 crisis	
management	 is	 all	 about:	 “the	 preparation	 and	 application	 of	 strategies	 and	 tactics	 that	 can	
prevent	or	modify	 the	 impact	 of	major	 events	on	 the	 company	or	organization".	This	makes	
such	issue	vital	in	the	case	of	Jordan;	even	with	taking	multiple	actions	to	attract	markets	and	
to	promote	the	country	as	a	safe	destination	to	repair	the	image	of	the	country,	a	clear	strategic	
approach	should	be	 implemented	and	publically	declared	to	different	stakeholders	 to	ensure	
effectiveness	 of	 any	 action	 taken	 by	 authorities.	 According	 to	 Avraham	 and	Ketter's	 (2008);	
restoring	a	destination	image	requires	applying	a	holistic	model,	where	a	preliminary	analysis	
of	 the	 crisis,	 the	 place	 it	 occurred	 and	 the	 target	 audience	 should	 be	 conducted	 to	 help	
marketers	decide	on	the	right	strategy	to	follow	after	defining	goals,	here	a	priority	could	be	
given	to	target	audience,	source	of	negative	image	and	message	itself;	thus	selecting	the	right	
techniques	and	channels	 to	use.	Unfortunately,	 such	analysis	were	not	 considered	 (based	on	
what	 is	 published	 by	 Jordanian	 tourism	 authorities)	 when	 launching	 its	 promotional	
campaigns.	
				
Different	models	to	deal	with	crises	were	proposed	in	 literature;	Mitroff	(as	cited	in	Wang	et	
al.,	2009)	developed	a	useful	framework	for	understanding	organizational	crisis	management;	
the	 following	 stages	 take	place:	 Signal	Detection:	where	 early	 signals	 of	 crises	 are	 identified	
and	being	responded	to;	Crisis	Preparation:	in	which	planning	and	preparation	are	conducted	
to	 generate	 plans,	 crisis	 communication	 strategies,	 and	 crisis	 management	 teams;	 Crisis	
Containment:	where	actions	are	taken	to	mitigate	losses;	Crisis	Recovery	in	which	operations	
are	conducted	to	help	stakeholders	overcome	the	crisis;	No	Fault	Learning:	where	review	and	
assessment	 are	 done	 to	 learn	 from	 the	 experience;	 and	 finally	 Redesign:	 in	 this	 stage	 crisis	
management	 processes	 are	 subject	 to	 adjustment,	 and	 information	 is	 considered	 for	 dealing	
with	future	detection	of	any	crises	signals.		
	
Faulkner	 (2001)	 produced	 a	 generic	 model	 for	 analyzing	 and	 developing	 tourism	 crisis	
management	 strategies;	 he	 put	 crisis	 management	 into	 the	 following	 phases:	 the	 pre-event	
phase	where	both	 contingency	plans	and	assessment	 studies	are	developed,	 then	prodromal	
phase	where	such	plans	need	to	be	activated	after	the	occurrence	of	the	crises	or	disasters,	in	
the	 emergency	 phase	 actions	 should	 be	 taken	 to	 protect	 people	 and	 property,	 while	 clear	
media	 communication	 takes	 place	 in	 the	 intermediate	 phase,	 this	 is	 then	 to	 be	 followed	 by	
rebuilding	 affected	 areas	 and	 infrastructure,	 and	 finally	 the	 resolution	 phase	 in	 which	 the	
whole	crisis	management	process	is	evaluated.	A	media	communication	strategy	is	needed	to	
ensure	non	dissemination	 of	misleading	 information;	 this	 should	 be	 backed	with	 systems	 to	
provide	 information	 on	 status	 of	 tourism	 services,	 also	 effective	 warning	 systems.	 Not	 less	
important	 is	 the	 preparation	 of	 response	 and	 recovery	 plans	which	 are	 to	 be	 prepared	 and	
implemented	 by	 relevant	 actors,	 such	 plans	 should	 be	 disseminated	 to	 organization	 and	
communities,	 also	 to	 be	 continuously	 updated	 as	 fits	 the	 situations	 of	 crises.	 The	 recovery	
stage	 also	 requires	 that	 efforts	 should	 be	 devoted	 to	 reexamine	 threats	 and	 to	 re-conduct	 a	
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SWOT	 analysis	 since	 it	 is	 a	 continuous	 improvement,	 which	 will	 ensure	 the	 presence	 of	
management	alternatives	and	 incremental	enhancements	 in	dealing	with	crises	 (Hill	&	 Jones	
2001).	 	 Such	procedures	were	 investigated	 in	 literature,	which	 confirmed	 the	 significance	of	
implementing	 them	 in	 different	 situations	 (e.g.	 the	 need	 of	 implementing	 proactive	 crisis	
management	 (Hayes	 &	 Patton,	 2001;	 Retchie,	 2004;	 Carlsen	 &	 Liburd,	 2008;	 Pforr	 &	 Hosie,	
2008),	 integrating	 crisis	 management	 with	 strategic	 planning	 processes	 (Bierman,	 2003;	
Retchie,	2004;	Evans	&	Elphik,	2005),	 the	need	to	develop	a	comprehensive	research	agenda	
and	market	recovery	(Carlsen	&	Liburd,	2008),	role	of	 the	government	 in	crisis	management	
(Blake	 and	 Sinclair,	 2003);	 Signal	 detection	 in	 tourism	 crisis	 (Paraskevas	 &	 Altinay,	 2013);	
importance	 of	 communication	 (Retchie	 et.	 al.,	 2004;	 Marianna,	 2011),	 preparing	 detailed	
contingency	 plans	 (Evans	 &	 Elphik,	 2005),	 organizational	 learning	 and	 integration	 of	
stakeholders	 (Retchie	 et.	 al.,	 2004;	 Blackman	 &	 Retchie,	 2008;	 Marianna,	 2011)).	 Different	
practical	guidelines	of	how	to	manage	a	crisis	were	developed.	The	prime	examples	are	those	
tourism	 crisis	manuals	 published	 by	 the	World	 Tourism	Organization	 (WTO,	 2003)	 and	 the	
Pacific	Asia	Travel	Association	(PATA	2003).	For	example,	PATA	handbook	is	widely	employed	
by	 tourism	practitioners,	 it	provides	a	suggested	 framework	to	 take	action	on	risk	and	crisis	
management	using	 the	Four	R's	approach.	Such	approach	shows	how	destinations	and	small	
businesses	 can	 effectively	manage	 the	 four	 distinct	 phases	 of	 a	 crisis:	 Reduction,	 Readiness,	
Response	and	Recovery.		
	

DEALING	WITH	THE	SITUATION		
Despite	 being	 started	 seven	 years	 ago,	 the	 tragic	 effects	 of	 Arab	 Spring	 are	 still	 witnessed,	
these	 are	 characterised	 by	 the	 influx	 of	 refugees,	 radicalization	 of	 youth	 and	 increased	
terrorism,	and	such	effects	are	expected	to	continue	in	the	next	years	(Rawashdeh,	2017).	As	
for	 tourism	 sector;	 Jordanian	 tourism	 authorities	 declared	 taking	 some	particular	 actions	 to	
deal	with	 the	decrease	 in	 the	numbers	of	 international	 tourists;	one	of	 these	was	putting	an	
emergency	plan	as	declared	by	Jordan	Tourism	Board	(which	was	not	formally	published)	to	
raise	international	profile	of	the	country	and	to	target	markets	as	Gulf	countries	(Saudi	Arabia	
and	United	Arab	Emirates),	Turkey	and	Far	East	(China,	Japan	and	South	Korea)	(Jordan	Times,	
2015).	 	 Several	 	 online	 and	 offline	 campaigns	 were	 launched	 targeting	 French,	 British,	 and	
German	markets	with	European	tour	operator	partners,	advertisements	on	TV	channels,	taxis,	
and	 billboards	were	 spread.	 Jordan	was	 also	 promoted	 as	 a	 film	 destination;	 "The	Martian"	
movie	for	example	featured	Wadi	Rum	as	Mars.	Another	tool	used	was	the	"Jordan	Pass",	which	
gives	tourists	the	chance	to	access	all	major	archaeological	sites	and	museums	while	waiving	
entry	visa	fees	for	pass	holders,	which	forms	a	single	ticket.	Visa	fees	were	waived	for	groups	
and	 individual	 travelers	 visiting	 Jordan	 through	 tour	operators	with	 a	minimum	stay	of	 two	
consecutive	nights.	Also,	visa	fees	for	all	land	borders	were	reduced,	the	departure	tax	for	both	
Aqaba	International	Airport	and	Marka	Civil	Airport	were	waived	(Oddone,	2015).	Other	tools	
used	to	deal	with	the	crisis	were	through	the	formal	website	of	Jordan	Tourism	Board,	where	
access	to	several	live	streaming	cameras	gives	the	chance	to	experience	views	of	distinguished	
locations;	 through	videos,	 tourists	 are	presented	as	witnesses	on	 their	 experience	 in	 Jordan;	
writings	 of	 travel	 bloggers	 are	 also	 posted	 where	 they	 recommend	 Jordan	 as	 a	 travel	
destination	 (Jordan	 Tourism	 Board,	 2017).	 Other	 actions	 taken	 included:	 agreements	 with	
charter	flights	firms	by	Jordan	Tourism	Board	to	bring	weekly	flights	from	Europe	to	Jordan,	a	
(US$52)	million	budget	was	allocated	 for	marketing	activities	as	diversification	of	marketing	
and	 promotion	 techniques/tools,	 targeting	 arrivals	 from	 new	 and	 more	 resilient	 markets,	
tourists	 were	 encouraged	 to	 share	 their	 experiences	 on	 social	 media	 with	 the	 hashtags	
#love_Jordan	 or	 #Share_Your_Jordan.	 “Jordan:	 A	 family	 destination”	 summer	 brochure	 was	
launched	 and	 distributed	 in	 airports	 and	 at	 border	 crossings.	 Other	 procedures	 included:		
encouraging	 private	 sector	 to	 offer	 alternative	 accommodation	 (e.g.	 bed	 and	 breakfast	
accommodation),	 improving	 tourism	 services	 in	 some	historical	 sites,	 conducting	 IT	 training	
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for	small	businesses	to	market	themselves,	and	launching	a	new	website	-	by	the	Jordan	Hotels	
Association	 (JHA)	 to	 offer	 hotel	 reservations	 with	 minimal	 commissions	 (UNWTO,	 2017).	
Moreover,	 authorities	 took	 the	 action	 of	 amending	 hotels’	 electricity	 tariffs	 into	 industrial	
tariffs,	 which	 cut	 their	 electricity	 bills	 by	 a	 significant	 amount	 (Oddone,	 2015).	 That	 is	 in	
addition	to	organizing	and	participation	in	different	cultural	events	and	exhibitions	(e.g.	what	
is	published	at:	Eturbonews,	different	dates).			
	

CONCLUSION		
What	 was	 clearly	 seen	 in	 the	 case	 of	 Jordanian	 tourism	 crisis	 (as	 stated	 in	 local	 and	
international	 media)	 is	 basically	 taking	 communication	 and	 containment	 actions	 to	 recover	
from	drastic	deterioration		in	tourism	arrivals		and	revenues;	unfortunately,	no	clear	strategic	
planning	approach	nor	a	post-crisis	research	or	SWOT	were	followed	in	deciding	these	actions.		
	
The	above	brief	discussion	demonstrate		that	a	proactive	and	comprehensive	approach	should	
be	 adopted	by	 the	 Jordanian	 tourism	authorities	 to	 incorporate	 crisis	management	planning	
into	 the	 formulation	 of	 overall	 national	 marketing/management	 strategies	 to	 rebuild	 their	
image	 of	 safety/attractiveness	 and	 to	 support	 enterprises	 of	 tourism	 industry	 in	 their	
economic	 recovery.	 There	 is	 an	 obvious	 absence	 of	 the	 concept	 of	 "Crisis	 Management"	 in	
tourism	national	strategies	(MOTA,	2003;	2010;	2015);	where	there	is	a	concentration	in	the	
first	place	on	diversifying	the	tourism	product,	enhancing	the	image	of	the	country,	increasing	
competitiveness	and	development	of	human	resources.	Another	 important	 implementation	is	
forming	departments	or	special	committees	of	different	stakeholders	to	ensure	their	effective	
participation	 and	 contribution	 to	 solve	 the	 situation,	 especially	 that	 there	 is	 an	 obvious	
negative	 perception	 among	 Jordanians	 in	 tourism	 industry	 that	 authorities	 are	 not	 doing	
enough	(Jordan	Times,	July	21,	2015).		
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