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Abstract 

Tourism has become a dynamic economic resource for Eurasian countries in recent decades, providing well-

being for the people living in the destinations. The pandemic has forced societies to adapt to the constraints it 

imposes due to significant socioeconomic effects. Because of the fact that the tourist behavior and social life in 

the destinations are significantly affected by pandemic conditions, the countries are developing strategies to 

overcome the safety concerns with reconstructed travel and tourism norms. Due to the nature of the process, the 

main source of the competitive environment of the tourism sector is tourist behavior, and one of the primary criteria 

of potential tourists in their destination selection is security risk assessments. With the constraints shaped under 

pandemic conditions, a dramatic decrease has been observed in the intensity of tourism activities on a global basis. 

Yet, tourism is recognized as one of the most dynamic and fast-growing sectors worldwide with a positive welfare 

effect on the people living in the destinations. Therefore, there is a strong intention to develop favorable conditions, 

including innovative solutions, to meet tourist motivations. The aim of this paper is to develop theoretical 

approaches to evaluate the potential tourist behavior regarding Eurasian Countries under the constraints of the 

pandemic. 

 1  Introduction 

Tourism has become one of the world’s main economic sectors through its contribution to income and 

employment. Besides, for decades, tourism has provided well-being for the people in the destinations. On the other 

hand, COVID-19 continues to negatively impact travel due to the restrictions that governments have been 

compelled to enforce. With the travel restrictions caused by the pandemic conditions and the shocking effects of 

economic uncertainties, Eurasian tourism is far below the usual statistics. Due to tourism's need for ease of travel, 

possible travel restrictions have compelling negative effects on the tourism sector. The Covid-19 pandemic, which 

has gained a global dimension, also causes reservations due to economic recession, apart from security concerns 

(Yeh, 2020). It is difficult to make general assessments about the process, as the negative effects of the pandemic 

conditions have not yet ended. However, for the long-term efficiency of tourism components, conditions need to 

be built to ensure that the people living in destinations have at least an acceptable level of living standards. In this 

context, it has been repeatedly experienced on a country basis that security concerns can greatly affect tourism 

demand. Apart from the uncertainties in the mandatory practices that restrict life strategies in attraction centers, 

states can take inclusive measures, even including the closing of borders. On the other hand, when there are signs 

that the transmission rate is under control during the pandemic process, governments are determining strategies 

that include flexibility in order to reactivate tourism, which has an important share in state economies. However, 

in this current period of uncertainties, one of the primary factors determining consumer behavior has been the 

perception of risk. It is obvious that in order to meet the new expectations that have become evident with this 

change in the behavior of the tourist candidates, new structures that can ensure the formation of new standards 

must be realized. In the light of economic evaluations, it is predicted that tourism and tourism-related businesses 

will be among the most adversely affected sectors, while the greater the share of the tourism sector in the economy 

of that country, the greater the impact of the pandemic will naturally be (Khalid et al., 2021). Innovative 

approaches, which become evident with the transition from over-tourism complaints to tourism absence concerns 

caused by pandemic conditions, focus on models that are compatible with sustainable tourism parameters. The aim 

of this paper is to develop theoretical approaches to evaluate the potential tourist behavior regarding Eurasian 

Countries under the constraints of the pandemic. 

 2  Background 

Due to the global spread of COVID-19, which causes significant health problems with a high rate of 

transmission, the World Health Organization first declared a worldwide emergency and quite soon after (on March 

11, 2020), announced that this threat is a pandemic (Williams, 2020). Due to the fact that city centers are much 

busier than in the past with the advantage of diversity and convenience in transportation, it is possible for a single 

passenger to infect different parts of the world in a very short time (Hall et al., 2020). The pandemic, which has 

affected all areas of life, has deeply affected especially the tourism industry on a global scale (Anower et al., 2020). 

After the health-related crises such as SARS, bird flu, and swine flu, which have been seen to affect tourism 

negatively, Covid-19 has had very serious effects on the global scale, especially in the travel and tourism sector 

(Bas & Sivaprasad, 2020). It is seen that the tourism sector is considered in the priority category in terms of both 

its share in the economies of the countries and the welfare of the people living in the destinations in this challenging 

process where governments try to allocate a balance between the need to take the necessary resistance measures 
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against pandemic conditions and the need to protect the lower limits in economic parameters (Higgins, 2020). 

Indeed, the perception of risk due to health concerns in destinations has become commonplace, especially in cases 

of the presence of disease-carrying insects such as ticks or low hygiene standards, especially in attraction center 

preferences made on the basis of natural attractions (Zenker et al., 2021). However, in pandemic conditions, which 

can be examined from individual and social perspectives in general risk assessments, there is a tendency to 

decrease in the demand for tourism centers that are relatively more affected (Qiu et al., 2020).  

 3  Main Focus of the Paper 

Tourism is accepted as one of the most critical sectors on the international ground with its contribution to the 

state budget and its significant effect on the well-being of the people living in the tourism centers. Although the 

constraints shaped by the pandemic conditions have been daunting for tourism, a dynamic adaptation process in 

which paradigms change is taking place with the support of technological infrastructure and compatible marketing 

strategies. This paper aims to address the adaptation process in tourism, which tends to work despite all these 

negativities and possible marketing strategies that have the potential to be compatible with changing paradigms. 

 4  From Mass Tourism to Sustainable Tourism 

The tourism industry, whose share in the country's income reaches indispensable levels, provides development 

and employment in Eurasian countries and contributes to the living standards of the people of the region in the 

destinations. With travel restrictions coming with the pandemic, better quality tourism models aiming for longer 

stays, which offer higher spending opportunities, have started to be preferred instead of models that try to reach 

more tourists (Benjamin et al., 2020). Rather than returning to the pre-pandemic tourism understanding, a strong 

motivation is expected to move towards the more appropriate one. In addition to the positive contributions of 

tourism to the welfare of the region, it is obvious that it can cause problems in infrastructure and environmental 

issues. Mass tourism, which can have negative effects on infrastructure and the environment, has had to go to the 

level of stagnation due to the restrictions caused by the pandemic (Koh, 2020). On the other hand, one of the 

priority conditions of sustainable tourism is that the people of the region in the destinations have suitable living 

standards (Andereck et al., 2007). While tourism brought prosperity to the region with the job opportunities it 

provided, the negative conditions brought by mass tourism were emphasized globally before the pandemic. That 

is, over-tourism had the potential and tendency to cause problems upon nature, environment, and social life in the 

destinations. Besides, for sustainable tourism, strategies shaped with an economic perspective should also include 

solutions to protect nature and the environment. Sustainable tourism includes not only the infrastructure and 

environmental components or economic parameters but also the social dimension, which includes the interaction 

between tourists and the people of the destination (Kristiana et al., 2021). In this context, responsible tourism refers 

to the effort to reduce the possibility of negative impacts on destinations and increase benefits for the region 

(Caruana et al., 2014). 

 5  Innovative Approaches for Tourism Components 

In today's pandemic conditions, a global perception of social innovation, which has the potential to be triggered 

by consumer behavior and can be supported by destination marketing strategies, can contribute to the dominance 

of infrastructure and environment-friendly tourism approach. Mainly due to the global economic impact of tourism 

and its positive contribution to life in touristic regions, it is observed that when the number of coronavirus cases is 

reduced to acceptable levels, governments stretch the restrictions and avoid statements that increase the perception 

of risk. Nevertheless, it is observed that one of the most critical components of marketing strategies is reliability 

under social life conditions shaped by pandemic restrictions. For example, in order to meet the minimum Covid-

19 risk expectation that is evident in tourist candidates under pandemic conditions, hotels take measures that ensure 

social distance and reduce face-to-face interaction with staff (Shin & Kang, 2020). Besides, hotels can develop 

voice-controlled solutions instead of remote controls for air conditioners and televisions, or smartphone 

applications can be used to perform functions in smart rooms. 

Among the methods of re-developing tourism after the pandemic, there are virtual reality applications, which 

have become evident by making use of today's technology in marketing strategies created to attract the attention 

of potential tourist candidates (Yung et al., 2021). Pandemic-safety parameters have been the ones that preclude 

features such as sun-sand tourism, which have a high attraction, and even those that may tend to prolong the total 

stay of tourists with their unique cultural values. Heritage attraction, which increases the demand of tourist 

candidates for destinations and contributes to the prolongation of their stay, is an important tourism component 

(Lin et al., 2020). Similarly, creative tourism can contribute to the provision of more impressive service 

opportunities to potential tourist candidates in attractions. The effects of the level of satisfaction with the touristic 

experience can continue to exist after the trip, and the effects of the retrospective analysis carried out with the 

memories gained can last much longer than the trip itself (Godovykh & Tasci). In this context -with its quality-
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enhancing effect- creative tourism, which leads to improvements in social life through tourism components, also 

contributes to local economies (Chang et al., 2014). 

 6  Quantum Tunneling Analogy on the Main Topic 

Quantum tunneling is the state of being able to cross a barrier with a greater potential compared to the energy 

possessed by any particle and this situation, which violates the principles of classical mechanics, has the potential 

to answer many scientific questions such as fusion reaction conditions in the Sun (Trixler, 2013). In order to make 

the analogy easier to understand, quantum tunneling can be exemplified by adapting it to the visible scale. Whether 

a basketball rolling on flat ground can cross the hill or not is determined by whether that basketball has the 

necessary energy. In classical mechanics, if there is enough energy in the basketball, it will go over the hill, if not, 

it will turn back on its way up and roll in the opposite direction. The probability of crossing the hill, which requires 

more energy than it has, is seen as 0 in classical mechanics; that is, being on the other side of the hill is considered 

forbidden in the principles of classical mechanics. On the other hand, in Quantum mechanics, the basketball has a 

wave characteristic and the probability of appearing on the other side of the hill is possible if the wave distribution 

exceeds the hill. 

Tourism has become a significant economic source for the countries and generates well-being for the people 

living in the destinations. In this manner, tourism centers push the limits of constraints with the effort of adaptation 

and develop marketing strategies compatible with the pandemic conditions. In addition, it is seen that there are 

travel motivations for tourist candidates that have been internalized for decades. This mutual demand increases the 

number of attempts so much that tourism somehow finds a way despite all the restrictions that the states have 

updated. Despite the restrictions shaped by the pandemic conditions, it has been seen how resilient the motivation 

that ensures the continuation of tourism is. Under normal conditions, any touristic trip potential can be expressed 

by whether the motivation of the tourist candidate can meet the cost and risk perception. Despite the economic 

uncertainty felt globally in the pandemic conditions and the risk perception increasing in parallel with the rate of 

contamination, it is observed that tourism motivation has a high level of resistance with its nature pushing the 

limits. 

 7  Changing Paradigms 

Among the factors affecting the change in paradigms, the potential for further growth in the tourism sector, 

increasing competition on a global scale, the increasing expectations of tourists with their increasing experience, 

awareness of the negative effects of over-tourism -especially on infrastructure, environment, and local living 

conditions- and the approaches formed within the scope of sustainable tourism proposals from many institutions 

and organizations around the world, can be counted (Peeters et al., 2018). Under the conditions of the pandemic, 

immense fluctuations took place, especially in these processes, which have significant potential for change in 

tourist behavior paradigms. In parallel with the measures and restrictions taken during the pandemic conditions, 

there have been significant changes in social life, such as the focus on remote working (George et al., 2020). 

Adaptation efforts in many different sectors have gained momentum with the contribution of technological 

infrastructure enhancement. In a period when the security sensitivity is so high, it is observed that tourist candidates 

have priority expectations for security-related issues, both for the public and the tourists at the attraction centers. 

With the impact of the pandemic, it has been seen how the perception of trust has a decisive role for tourism and 

how resistant the motivation for the continuity of tourism is despite the relevant restrictions brought by the 

countries. Since there may be changes in the distribution of demand for tourism centers due to many active 

components, it is necessary to evaluate the current destination suggestions in order to follow the general 

satisfaction of the tourists (Yang et al., 2017). Under normal circumstances, the ongoing stages of tourist behavior 

such as the formation of tourism expectations, collection of information about possible options, and examination 

of tourist comments can be mentioned. However, it is expected that the intense sharing about the pandemic on 

social networking platforms will affect the approaches of the tourist candidates in the decision stages (Wachyuni 

& Kusumaningrum, 2020). It is observed that the risk perception of pandemic security in that destination is one of 

the determining criteria in the general satisfaction assessments of tourist travels in the choices determined as trust 

priority under pandemic conditions. This fluctuation in paradigms strengthens the expectation to take measures 

against the problems caused by over-tourism. In order to reduce the negative effects of over-tourism after the 

pandemic and to gain continuity in the long term, it would be appropriate to set new precautionary standards under 

the umbrella of sustainable tourism. When the environmental change factors are examined, it is seen that the reason 

is not only related to the adaptation to ecological balances but also human-induced, especially due to excessive 

consumption of natural resources and inappropriate wastes of production (Hall, 2010). For example, prices may 

be increased in the context of the decrease in the number of tourists due to travel restrictions. While potential 

problems related to infrastructure and the environment due to over-tourism can be brought under control with the 

decrease in the number of tourists, the increase in the standards in tourism components can be pleasing for both 

tourists and the local people. 
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 8  Tourism Marketing under the Pandemic 

The performance of tourism centers to provide services at appropriate standards, especially in peak seasons, has 

always had the potential to be a determining criterion for tourist candidates at the decision stage. With the 

contribution of tourism to the global economy in recent decades, the importance of marketing strategies that enable 

destinations to gain an advantageous position in international competition has increased to a great extent. On the 

other hand, with the pandemic, it has become much more critical that transportation and accommodation conditions 

are compatible with popular measures. Destination branding, which includes components such as destination 

image structuring in addition to destination marketing, prioritizes the reputation of the touristic center (Ruiz-Real 

et al., 2020). In this manner, even the long-term strategies are seen as focused on adaptation to pandemic 

conditions. The interactions between potential tourists and touristic centers, which have become more effective 

with the use of social networks and smartphones, play an important role in the positive evaluation of destinations 

(Chen et al., 2020). With all these communication and interaction possibilities, in pandemic conditions, it is 

necessary to emphasize the measures taken within the scope of the pandemic in the effective marketing strategies 

necessary for the long-term sustainability of tourism. As in the general case of crises -in the case of acting with 

awareness- the conditions can be turned into opportunities and new norms and standards can be determined for 

tourism to be more sustainable (Varzaru et al., 2021). In order for impressive information about a particular 

attraction center to reach the tourist candidates, first of all, a sense of trust must be allocated. If the set of measures 

placed in the focus of sensitivity in pandemic conditions is not found sufficient or realistic by potential tourists, it 

may adversely affect the demand for that region. 

 9  Future Research Directions 

In the tourism sector, it is seen that the changing paradigms with strategies aimed at eliminating the security 

concern in the context of pandemic conditions provide an advantage in terms of sustainability, especially in 

infrastructure and environmental issues. Although tourism has become an important source of the national 

economy with the job opportunities and living standards it provides in the region, the negative conditions brought 

by mass tourism continue to be emphasized. On the other hand, the priority given to mass tourism in sectorial 

investments for decades will cause it to tend to the pre-pandemic situation instead of the appropriate one after the 

pandemic. It is seen that in the destination marketing strategies shaped by the decrease in the number of 

international tourist candidates due to the security sensitivity in the pandemic conditions, better quality service and 

longer stay period are aimed. It can be expected that this situation will contribute to the sustainability of tourism 

if possible new standards related to infrastructure and environment are introduced. New criteria that can be 

determined within the scope of infrastructure and environmental standards in tourism centers in the short and long 

term may be the subject of future research. 

 10  Conclusion 

Destination promotions emphasizing innovative approaches within the scope of pandemic measures contribute 

to shaping a positive impression. Advertisements that emphasize compliance with pandemic measures especially 

in travel, accommodation conditions, and regional evaluations provide an advantage in international competition 

for tourism centers. It is aimed to overcome the security concerns through the travel and tourism components 

organized with the effort to build a positive image for the projection of the social life in the destinations that have 

deeply been affected by the pandemic conditions. Instead of returning to the pre-pandemic tourism strategies, it 

seems that it may be possible to turn into an opportunity to build more compatible options for infrastructure and 

the environment. Perceived security in tourist destinations is a critical factor in potential tourists' decisions, and a 

possible sense of distrust can have a lasting negative impact. The perception of security, which has become one of 

the priority criteria in destination selection especially during the pandemic period, requires innovative measures 

to be taken in line with the necessary measures and emphasizing these solutions in marketing strategies. 
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