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Abstract  
The attention that political parties pay to the tourism sector’s issues has been an underresearched subject for 
tourism science. This paper aims to fill the gap by analysing political awareness for tourism-related topics on a 
national level. It will answer the question of whether tourism plays an important role in parties’ manifestos and in 
which context it is addressed. To facilitate the research, the paper applies a quantitative content analysis as well as 
a contextual analysis. Results show that within parties’ manifestos tourism topics are discussed and used for the 
political debate, not only for their economic aspects but in the context of infrastructure and sustainability as well. 
It becomes clear that tourism on a national level serves as a vehicle to communicate the general ideological message 
of the respective political party. The findings of this paper complement earlier studies regarding regional politics 
and tourism.  
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Introduction 
Governments, and subsequently political parties, have a genuine interest in the tourism sector. 
Significant scientific attention is focused on the relationship between tourism and governmental 
interaction (Jenkins, 2020; Fayos-Sola, 1996). Such an interaction is fuelled by the tourism industry’s 
impact on the general economy as well as labour markets of both source markets and destinations (Hieu 
& Yen, 2019, Aslan, 2016; Perles-Ribes et al., 2016). Hence, politicians and governments are required to 
consider tourism aspects in their governmental work (Elliott, 1997), as the tourism system represents 
significant employment opportunities (Eurostat, 2021) and GDP contribution (UNWTO, 2018). These 
tourism aspects have a certain degree of importance, not only for governments and politicians but 
especially for citizens who are employed in the tourism industry. From a political process perspective, 
such importance might yield a corresponding voting behaviour during governmental elections. This is 
particularly true, considering that elections in most countries represent the most important possibility 
to express interest in changes or continuity of policies (Demirkol et al., 2016).  
 
Considering that economic aspects are a driving force for election success (Franzmann et al., 2020), the 
political attention of parties should mirror the economic importance of each sector. However, an 
economic perception does not exist independently from other aspects. In most cases, it is mixed with 
cultural perceptions. Such a mix is, for example, visible in countries with a perceived strong automotive 
industry (Mattioli et al., 2020) and can also be assumed for the tourism industry. In particular, countries 
that serve as destinations with significant touristic activity also possess a cultural tourism heritage. 
 
Taking the above into account, it remains of interest if the political perception and awareness of tourism 
are distributed fairly considering its share in GDP as well as employment. For this reason, the paper 
raises the question to what extent political parties, as actors in the political arena, consider the tourism 
system as an important sector in comparison to the general economy and perceived lead sectors in the 
country. It shall further address if the tourism system is predominantly recognized from an economic 
point of view. To facilitate this, it is proposed to evaluate the tourism issues that parties address during 
nationwide elections. In case such a link exists, the outcome should display at least a connection 
between perceived tourism importance and tourism attention of political parties. The level of attention 
would provide the tourism sector with an indication of the likelihood of government support towards 
tourism, not only in general but specifically in case of changes in governments as a result of elections. 
As changes in government may result in a change in the approach to tourism (Shone and Memon, 2008), 
the tourism sector is required to adjust to new realities. 
 
Research on party manifestos 
Electoral processes and party positions during elections as well as party manifestos are a common 
subject in political science. This applies to a variety of regions and political systems. Traditionally, a 
tremendous amount of research is done in analysing parties’ manifestos, either by expert panels or 
through content analytical approaches. The latter is nowadays often computer-assisted (Volkens, 2007).  
Research on manifestos has developed into a constant topic of interest in political science. Depending 
on the political system, the research on party manifestos traditionally allows a prediction about possible 
political actions (Hofferbert et. al., 1992). Fagan’s (2018) research is supports this for politics in the U.S., 
at least with a short-term focus. In a European context, these short-term effects are partly backed by 
recent research (Borghetto et. al., 2014), with the caveat that in representative party governments the 
manifesto impact appears to be smaller (Froio et. al., 2017).  
 
In the European research context, the importance of manifesto-based research is particularly 
demonstrated by the long-term funded ‘Manifesto Project’ that allows researchers around the globe 
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access to manifesto data not only for Europe but other countries within the OECD for instance (Volkens 
et al., 2015). Overall manifesto research indicates a strong correlation between phrased political 
positions and policy outcomes for governing parties. This is particularly true for political positions 
driven by political ideologies (Bischoff, 2018).  
 
Political ideologies in tourism and leisure contexts 
Tourism as a system as well as an industry largely depends on governmental support and interaction 
(Jenkins, 2020, Fayos-Sola, 1996). Subsequently, political ideologies of governing parties shape their 
approach towards the tourism system and the tourism industry (Webster and Ivanov, 2016; Shone and 
Memon, 2008). As a result of this, Shone and Memon (2008) propose an equation between the change 
in governments with a change in ideologies resulting in a change in how tourism issues are addressed. 
However, this may be to a certain extent unbalanced by either a desire to retain control (Webster and 
Ivanov, 2016) and the predominant ideology of society with regard to leisure and tourism activities 
(Webster et al., 2020) or the type of governmental regime (Webster et al., 2010). 
 
Elections and tourism 
Despite the availability of manifesto data and the discussions about ideological impacts during changes 
of governments, tourism topics have not been in the focus of manifesto research, apart from singular 
instances where local politics have included specific tourism topics affecting their region (Gross and 
Jankowski, 2020).  
 
However, evaluations of the interrelation between political elections and tourism are a rather common 
topic in research within both disciplines of tourism and politics. The relationship between tourism 
activities and outcomes of elections has especially already been addressed (Bachleitner & Aschauer, 
2012). Elections in general provide a temporal element important for the change of tourism policies or 
activities with regard to tourism development (Bowen et al., 2017; Kerr et al., 2001; Hall, 2009; Chambers 
& Airey, 2001). Obviously, tourism as a phenomenon in general is prone to be affected by elections as a 
facilitating or blocking event. This is particularly true for political unrest followed by a disputed election 
(Sausmarez, 2013). 
 
Neither of the proposed studies and papers provided an answer to the research question regarding the 
importance of tourism for political decision-makers. An early indication is provided by Kerr et al. (2001). 
The authors analysed the development of Scottish tourism policies. For those, regional elections 
represent an element of change and alteration (Kerr et al., 2001). On a broader scale, perspectives from 
Africa and Turkey provide a general impact analysis of elections on the tourism industry. Those are 
based on stock market positioning (Buigut & Masinde, 2021) or a general comparison of promises made 
in election manifestos and the actual policies implemented after elections (Akın et al., 2019; Demirkol 
et al., 2016). Buigut’s and Masinde’s (2021) study provides some meaningful insights, but given the close 
link between governmental activities and tourism in developing countries (Jenkins, 2020), it does not 
provide an appropriate context to address the research questions. In contrast to that, Akın et al. (2019) 
and Demirkol et al. (2019) provide a contextual comparison, but lack a similarity in circumstances. As 
Turkey is largely dependent on tourism (Aslan, 2016), the topic by default receives greater attention 
from governments and policy-makers.  
 
 The literature review only revealed one paper that provides both meaningful insights for the research 
question and a comparable economic environment. Chaney (2015) analysed political party manifestos 
during elections in British regional parliaments to illustrate the importance of tourism as a political 
topic in a regional context. The study sharpens the view for the importance of analysing tourism 
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awareness among political parties as it indicates tourism as an aspect in the electoral and pre-electoral 
competition becomes more important. Though it is proposed that tourism policies are shaped on a 
regional level (Chaney, 2015), the nationwide aspects need consideration as well, given the questions 
drawn by economic relevance and political competition could be deemed similar. 
 
Current political context and implications on general elections 
Based on the review, it would appear logical to evaluate general elections in the UK in the context of 
tourism awareness by political parties. But given the latest general election, like the preceding ones, was 
dominated by the topic ‘Brexit’ (Cutts et al., 2020), it appears likely that the political attention towards 
tourism has as well been dominated by possible Brexit effects on tourism.  
 
Another country that might provide an answer on which to draw general conclusions is Germany. Its 
economy and labour market have a tourism sector similar to the UK (Eurostat, 2021) and from a socio-
economic and cultural perspective, it is perceived to have the automotive industry as a leading industry, 
giving the impression of a ‘car country’ (Haas, 2020). Looking at actual figures, the German automotive 
industry represented an employment opportunity for approx. 833,000 people in 2019 
(Bundesministerium für Wirtschaft und Energie, 2021a), which is significantly less when compared to 
the almost 2,400,000 employees in Germany’s tourism industry before the Covid-pandemic 
(Bundesministerium für Wirtschaft und Energie, 2021b). This number is not only roughly three times 
larger than the automotive industry’s employment but also six times larger than the employment 
opportunities provided by the agricultural sector with approx. 600.000 employees (Deutscher 
Bauernverband e.V., 2021). In a nutshell, tourism is important for Germany’s economy and this is 
contrasted by the perceived disregard of tourism matters in German politics (Jürs, 2021). However, an 
actual economic comparison between different industries and tourism is partly misleading as each 
industry is assessed differently, depending on the source of information. Tourism does not represent a 
traditional industry that is distinguishable to others (Brida et. al., 2008). Hence, the focus shall remain 
on perceptions of the industry, which also correlates to perceptions political actors might consider in 
their comparison of industries. 
 
Since tourism matters affect employment opportunities of 2.4 million people in the country, it is of 
interest if it gets an appropriate share of attention from political parties. This would also allow an 
evaluation of the position of tourism in regards to general economy attention and a comparison to the 
car industry, as the perceived leading industry, in particular. Given German Chancellor Angela Merkel 
is not running for office again in the 2021 federal elections (Sauerbrey, 2021), this represents an 
opportunity to more clearly evaluate political preferences based on parties and their programs and 
ideas, instead of personality-driven incumbency advantages (Bohn, 2019) that might also be affecting 
the parties’ manifestos. 
 
Methodology 
To address the proposed questions regarding tourism awareness, the research follows an integrated 
quantitative and qualitative content analysis approach (Hall, 2018) combined with elements of discourse 
analysis. The basis for the research is the party manifestos of political parties currently represented in 
the German parliament ‘Bundestag’, namely ‘Christian Democratic Union / Christian Social Union 
(CDU-CSU)’, ‘Social Democrats (SPD)’, ‘Free Democrats (FDP)’, ‘The Left (Linke)’, ‘Green Party (Grüne)’ 
and ‘Alternative for Germany (AfD)’. The latter has only spent one term in the German ‘Bundestag’ prior 
to the 2021 election and is a self-proclaimed alternative to the traditional party establishment (Heinze, 
2021). Defining a party establishment itself is difficult per se, given that the Green party was founded in 
the 1980s (Probst, 2018) and the Left in its current form in 2007 (Neu, 2018). So, these three parties do 
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not have a strong post-World War II political heritage. In addition, the manifestos of the ‘Free Voters 
Association (Freie Wähler)’ and the regional minority party ‘South Schleswig Voters Association (SSW)’ 
are included, as both associations provide manifestos for the national election and sit in the state 
parliaments of Bavaria and Schleswig-Holstein respectively. For those states, tourism represent an 
important income stream (Bayerisches Staatsministerium für Wirtschaft, Landesentwicklung und 
Energie, 2021; Landesportal Schleswig-Holstein, 2021). Hence, both regional parties provide a 
comparison opportunity regarding tourism awareness.  
 
For clarity, it needs to be pointed out that CDU-CSU are in fact two parties that form a joint coalition 
party. The CSU is solely running for offices and mandates in Bavaria and the CDU solely for the 
remaining states of Germany (Bösch, 2018). Apart from the joint manifesto included in the evaluation, 
the CSU created a separate ‘manifesto’ primarily focusing on voters in Bavaria (CSU, 2021). This 
manifesto came by surprise as it was previously agreed to have only one joint manifesto (Jerabek, 2021). 
For this reason, as well as the limited scope with just 5.500 words (CSU, 2021) and the subsequent lack 
of programmatic offering, it will not be considered for the analysis proposed in this paper.  
 
For the included manifestos, a computer-assisted quantitative content analysis was executed in a first 
step. Instead of a traditional coding book (Volkens, 2007, Hutter, 2020), the manifestos were auto-coded 
based on a three-fold coding. Within the software environment three categories have been defined: 
Tourism: This category covers terms indicating a tourism context, like ‘tourism’ itself and also sectoral 
words like ‘cruise’, ‘vacation’, ‘event’ or, ‘gastronomy’, as well as related words. Those terms have been 
used independently as well as word-roots, word components, or lexemes to achieve the highest possible 
output. For robustness checks (Proksch, 2020) the sectoral words have been included in a sub-category 
and summed up in a separate step. 
 
Car Industry: This category covers terms indicating a car industry context and uses terms like 
‘automotive industry’ or ‘automotive supply’. Again word-roots and lexemes have been used, where 
there was a term-link to the industry context. For the same reason, the stand-alone term ‘car’ has been 
excluded as it could mislead the analysis by including traffic- or environmental-related contexts and 
hence, overstate the occurrence.  
 
Economy: This category covers terms indicating a general economic context like ‘economy’ as a stand-
alone term or ‘economic development’, without focusing on individual sectors. In contrast to the other 
categories, no word components have been included to avoid double counting across categories.  
Following the automated coding, all codes and the co-text have been reviewed to ensure terms are 
clearly associated with tourism or travel-related items. For the Green Party, one occurrence of a 
hospitality term has been removed as it is used figuratively and linked to the political situation regarding 
civil society in Latin America (Die Grünen, 2021). The same applies to the manifesto of the Free Voter 
Association, as in one instance the term ‘event’ was used in connection with a politician’s paid 
participation in company events (Freie Wähler, 2021). 
 
The occurrences of terms per category are summed up and compared against each other as well as the 
overall words per manifesto to evaluate the relative quantitative importance of them within the 
manifestos. Such an analysis is perfectly suited for computer-assisted evaluations as a significant 
amount of text is involved (Proksch, 2020). As Table 1 displays even the limited set of eight manifestos 
incorporate approx. 324,000 words. 
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Table 1. Party manifestos for the general election 2021 
Manifesto Parliamentary representation Words Source 

AfD Federal  29.289  (AfD - Alternative für Deutschland, 2021) 
CDU-CSU  Federal (government party)  51.034  (CDU CSU, 2021) 
Linke  Federal  55.173  (Die Linke, 2021) 
FDP  Federal  36.115  (FDP, 2021) 
Freie Wähler  State of Bavaria (government party)  34.042  (Freie Wähler, 2021) 
Grüne Federal  70.355  (Die Grünen, 2021) 
SPD  Federal (government party)  25.316  (SPD, 2021) 
SSW  State of Schleswig-Holstein  22.608  (SSW, 2021) 

Total   323.932   

 
In order to ensure that the interpretation of the data focuses on the research questions, the paper also 
facilitates a qualitative contextual interpretation (Proksch, 2020). Basically, the contextual 
interpretation combines qualitative content analysis with context-specific elements. Those elements 
are shaped by the social discourse and the socio-cultural background of political campaigns and 
decisions (Hannam & Knox, 2005). An important element to consider is the impact of power and 
interests in shaping the discourses. Each party follows their own interests when creating a manifesto. 
Therefore, the manifesto itself is neither neutral nor a communication measurement that exists 
independently of its context and the interest of its creators (Foucault, 2015). The contextual analysis 
therefore focuses not only on the manifestos as an intratextual dimension, but also considers 
intertextual as well as contextual aspects and dimensions (Rheindorf, 2017; Wodak, 2020). In this way, 
the analysis shall uncover relationships between the respective usage of tourism terms within the 
manifestos and the political context shaped by the intentions of the political parties as well as the 
broader social and political context (Qian et al., 2018).  
 
In order to facilitate an analysis considering contextual dimensions, a computer-assisted co-text 
analysis is undertaken to evaluate the co-text of tourism or car industry related expressions extracted 
in step 1. This co-text spans everything from a few words to full sentences. To elaborate on the purposes 
of the text elements derived from the manifestos, a variety of contextual, historical, social, and political 
goals and contexts are considered. In essence, the co-text serves as a basis for a wider contextual analysis 
and interpretation incorporating the historic, social, political, and cultural environment. With this 
multi-level approach, the analysis of the political awareness of tourism items is neither restricted to the 
pure wording of political parties nor too subjective due to the researcher’s degree of freedom, as the 
documented text is still the centre of evaluation.  
 
Results and discussion 
Quantitative content analysis 
Given the large variety in the number of words of each manifesto, ranging from as low as 22.608 to as 
high as 70.355, focusing on absolute numbers would lead in the wrong direction. Hence, it is important 
to look at the numbers from a percentage and relation perspective. Table 2 provides the figures for the 
categories tourism, tourism sectoral, tourism total, car industry, and economy generic as a percentage 
of total words. The sorting is according to the political spectrum from left to right in line with the 
parliamentary seating order (Deutscher Bundestag, 2018; Prisner, 2018). 
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Table 2. Results of the quantitative content analysis. Parties sorted from left to right of the political 
spectrum 

Party Words % Tourism % Tourism 
sectoral 

% Tourism 
total 

% Car 
industry 

% Economy 
generic 

Linke  55.173  0.013% 0.013% 0.025% 0.031% 0.252% 
Grüne   70.355  0.021% 0.007% 0.028% 0.023% 0.213% 
SPD  25.316  0.012% 0.012% 0.024% 0.008% 0.225% 
SSW  22.608  0.031% 0.004% 0.035% 0.000% 0.243% 
FDP  36.115  0.036% 0.006% 0.042% 0.014% 0.274% 
Freie Wähler  34.042  0.029% 0.009% 0.038% 0.009% 0.294% 
CDU-CSU  51.034  0.029% 0.000% 0.029% 0.012% 0.233% 
AfD  29.289  0.027% 0.000% 0.027% 0.027% 0.304% 

Total  323.932  0.024% 0.006% 0.031% 0.018% 0.249% 

 
On a total level, the following observations can be made: Economy, in general, is a relevant topic for all 
parties. The manifestos address economy in general almost every 400 words. Taking the political 
spectrum into consideration, the economy tends to become more important from left to right. 
Considering a general preference for economic topics on the right-scale of the political spectrum (Gross 
& Jankowski, 2020; Giebler et al., 2021), this is not surprising. Two exceptions have to be noted: ‘The 
Left’ has an above-average contribution of the economy within their manifesto, despite being the most 
left party analysed. This outer left position may provide a justification, as political left parties are 
perceived as ‘opponents’ of private business operations and rely on working-class issues. Hence, they 
are linked to economic questions more strongly as compared to moderate parties (Abou-Chadi & 
Wagner, 2019). Another exception is the CDU-CSU with below-average attention to economic topics. 
As a governmental party, they are likely under the obligation to consider a broader variety of topics 
(Spoon & Williams, 2021). The name of the manifesto document ‘government program’ (CDU CSU, 2021) 
supports this assessment. 
 
Tourism terms are not covered with the same intensity within the manifestos. On average only 1 out of 
3,200 words relates to tourism activities. It appears to have the largest impact on the manifesto of the 
FDP followed by SSW and Free Voters Association. One possible explanation could be drawn from their 
political position on the left-right spectrum and proclaiming that tourism has the biggest relevance on 
the centrist’s parties. However, given that two out of three centrist parties are regional parties from 
known tourism regions, the addressing of tourism items may not only be linked to political positions. 
Another observation that stands out is the comparison between tourism in general and the sectoral 
elements. The right-wing political parties only consider generic tourism aspects, whereby left-wing 
parties have a strong emphasis on tourism sectors, most prominently hospitality and gastronomy. Those 
differences will be analysed further in the contextual analysis.  
 
With the exception of the farthest left and the farthest right party, tourism as a phenomenon is receiving 
more attention than the car industry. The ratio, however, does not match the employability ratio of the 
industries. Only the manifestos of SPD and FDP provide an employability-compatible ratio of 3 to 1. 
CDU and The Greens put more emphasis on the car industry in relation to the employee ratio and the 
regional parties put more emphasis on tourism in reverse. Remarkably, the SSW does not address the 
car industry at all, despite Schleswig-Holstein having an automotive industry on a small scale (Flach & 
Steininger, 2020).  
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Contextual Analysis  
Given the quantitative overview is comparing the perception of the tourism phenomenon with the 
perception of the economy in general and the automotive industry in particular, it is crucial to verify 
those numbers based on the contextual usage of tourism terms in the manifestos to address possible 
fallacies. Looking into the co-text analysis, a variety of aspects have been identified to provide a 
contextual perspective of the tourism-related terms. As figure 1 displays, the aspect ‘economy’ is the 
most relevant aspect addressed by the political parties in a tourism context, but on average represents 
only 40% of the occurrences. And the AfD with the highest amount of car industry references is not 
addressing tourism as an economic phenomenon at all.  
 

 
Figure 1. Aspects covered in tourism-related co-text 

 
Following the economy, sustainability is the second most important aspect of tourism that is addressed. 
This also applies to the manifesto of the FDP, which most strongly emphasizes the economic aspects. 
Apart from those two leading aspects, social and infrastructure aspects are also pronounced by a variety 
of manifestos. Except for the ‘Left-party’, all parties represented in the federal parliament indicate a 
connection between tourism and foreign affairs. The absence of foreign affairs aspects in the manifestos 
of SSW and ‘Free Voters’ could be attributed to their rather regional focus on tourism. Foreign affairs 
are addressed in other contexts by the respective manifestos (Freie Wähler, 2021; SSW, 2021).  
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The relative importance of the tourism-related aspects by party indicates a strong connection to the 
core issues of each party. Looking into the aspect of ‘anti-capitalism’ in the manifesto of ‘The Left’, this 
is almost perfectly illustrated: 
 

 Public spaces get commercialized and privatized. High-income groups and large tourism companies 
force large parts of the population to become background-actors in an environment directed to 
consumption, tourism and highest possible revenues. (Die Linke, 2021, p. 38).  

 
Considering the historical context of the Left-party, anti-capitalism is not only part of the party’s 
heritage (Hough et al., 2007), but also still relevant for their current political approach (Matthews & 
Kerevel, 2021). The same applies to the opposite of the political spectrum, where the AfD is focusing on 
its core topic migration and its restriction (Trzeciak & Schäfer, 2021). 
 

Loss of protection status if recognized asylum seekers travel in their country of origin. Persons that 
visited the state of their persecutors shall be denied entry at the German border. (AfD - Alternative für 
Deutschland, 2021, p. 93) 

 
It can be generalized that virtually all member parties of the federal parliament are capitalizing on 
tourism in proposing their core topics. The opposition parties Free Democrats focus on the economy 
(Höhne & Jun, 2020) and the Green party on sustainability and environmental aspects (Probst, 2020). 
For the governing parties, the focus is not consistently clear. The CDU-CSU is focusing on safety and 
security as well as economic aspects, all of which cover their core identity (Hemmelmann, 2017). 
Additionally, it is the only party emphasizing the role of public administration, which may be explained 
with governmental responsibility (Spoon & Williams, 2021). In contrast to that, it is surprising that the 
social identity of the Social Democrats (Jun, 2020) is missing the tourism context. Referring to the 
governmental responsibilities alone (Spoon & Williams, 2021) does not provide sufficient reasoning as 
the party is only focusing on economic and foreign affairs when dealing with the tourism phenomenon. 
Jun (2020) proposes an explanation that can be adapted to the tourism context as well: The party has 
shifted the actual focus away from its traditional identity to attract new voting groups, but leaving 
behind traditional voter groups, especially under the government of SPD-chancellor Schröder from 1998 
to 2005. 
 
With regard to the regional parties, it is challenging to define a coherent programmatic structure. For 
SSW this is somewhat plausible, given they are only present in one state of Germany. In contrast, Free 
Voter associations exist in several German states and municipalities. In addition, they do not have 
unified political objectives (Wehling & Stortz, 2018).  
 
Both parties have a stronger regional focus compared to traditional federal political parties (Wehling & 
Stortz, 2018; Dietsche, 2018) and it appears logical that their regional focus also shapes their federal 
policy approach. The manifestos of SSW (2021) and Freie Wähler (2021) provide a backing for this 
argument, as regional aspects appear almost twice as often compared to traditional parties like the SPD 
(2021). Also, the tourism context provides partial backing as both regional parties have a stronger 
emphasis on infrastructure compared to federal parties. Infrastructure is an important element of 
regional development (Zhang et al., 2020; Bröcker et al., 2019) and hence this correlates with the 
comparable high co-textual and contextual usage in both manifestos. 
 

We demand consideration of specific regional and touristic aspects for the reactivation of railroad 
tracks. (Freie Wähler 2021, p. 36) 



Degree of political attention towards tourism: An analysis of party manifestos during German federal elections 

10 

 

 
[Transport infrastructure] is a lifeline for tourism in the state [of Schleswig-Holstein]; in particular, 
local public transport is an important component. (SSW 2021, p. 43) 

 
 Impact of the Covid pandemic on party manifestos 
Considering the timing of the federal elections, the pandemic may have shaped the attention towards 
tourism and hence impacted how political parties addressed tourism in their manifestos. Apart from 
singular references in the manifestos of The Greens, FDP, and Free-Voter Alliance (Die Grünen, 2021; 
FDP, 2021; Freie Wähler, 2021), the Covid-pandemic has not been referenced in a tourism context. So, 
it is fair to assume the results of the analysis indicate a general view of the political parties regarding 
tourism that is not influenced by a dominating external effect of a pandemic. However, it cannot be 
ruled out completely that the close link between sustainable tourism and the Covid-pandemic (Gössling 
et al., 2021; Niewiadomski, 2020; Rastegar et al., 2021; Sharma et al., 2021) impacted the perception of 
tourism from a voter attraction and policy needs perspective. Given the lack of clear empirical evidence 
for the impact of the Covid-pandemic on the parties’ manifestos, it is disregarded for the purpose of the 
following conclusion. 
 
Conclusion and Impact on the tourism sector  
Acknowledging that the individual situation in each country has an impact on both awareness and 
addressing of tourism items by political parties, it is justified to assume that tourism is a phenomenon 
relevant for political parties on a federal or national level. According to this study, the relevance is even 
larger compared to the relevance of industries perceived as dominating a country’s economic policy 
debate. This obviously is positively impacted by tourism aspects without connections to economic 
questions. Hence, such a comparison is not entirely justified.  
 
Even considering other aspects and respecting the high level of awareness tourism achieves during 
times of elections, this awareness is biased towards each party’s ideology. Political parties do not seem 
to consider tourism by its own merits but as a ‘vehicle’ to communicate their respective ideological 
messages. Taking this into account, it appears doubtful whether successful parties in governments 
chose to create and implement policies directed to the needs of the tourism system. Instead, it is more 
likely that the tourism policies are dominated by the respective ideological positions as well. This 
reflects previous studies about the changes in tourism policy due to elections (Webster & Ivanov, 2016; 
Shone & Memon, 2008).  
 
Despite the ideological impact and its partly sobering meaning for the tourism sector, it shall by no 
means be argued that governments in non-tourism dominated countries tend to ignore the needs and 
requirements of the tourism system (as well as the tourism industry). However, the tourism sector will 
be forced to respond to the political positions rather than expecting a new government’s policies to 
respond in favour of tourism to the sector’s needs. In order to be successful players in tourism, as well 
as the respective associations, shall point out tourism’s importance to achieve rather ideological goals 
of the governing parties. Assuming the Greens and Free Democrats will play a stronger role as an 
outcome of the elections (Economist, 2021), it shall be recommended not only to address economic 
aspects of tourism but also the sustainability dimension of tourism. This includes in particular issues 
where the tourism industry can support and lead sustainability efforts.  
 
From a tourism development point of view, in particular the importance of the Greens might also lead 
to a stronger focus on infrastructure. Governments are pivotal in tourism development (Ruhanen, 2013; 
Nunkoo, 2015) and the respective infrastructure. The pivotal role of governments applies in particular 
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to regional contexts (Duarte Alonso & Nyanjom, 2017; Lamont et al., 2021). At the regional level, there 
is also a larger representation of tourism aspects in the parties’ manifestos (Chaney, 2015) compared to 
the nationwide findings of this study.  
 
Chaney’s (2015) observation can partly be supported by the tourism aspects addressed in the manifestos 
of the SSW and the Free-Voter Alliance. However, it remains in question if such regional positions 
would remain prominently voiced in polices, as a federal or national government office for a regional 
party remains in most cases out of reach (Wehling & Stortz, 2018). Additionally, as Spoon and Williams 
(2021) pointed out, even regional parties have to deal with a larger variety of areas once in a government 
position, resulting in a reduced focus on tourism items. For the same reason, it remains questionable if 
the proposed identity framing provided by tourism-related items (Chaney, 2015) will persist on a 
national level. Such identity frames tend only to be applied in a regional context, to differentiate the 
region from the state (CSU, 2021; SSW, 2021).  
 
Also, this study could not confirm tourism as a vehicle for criticising governing parties or competing 
parties in general (Chaney, 2015). From a contextual perspective, the only element of ‘criticism’ that 
might be constructed on a national level is the absence of sustainability-related aspects in the 
manifestos of the governmental parties and the unanimously referencing of sustainability by the 
opposition and regional parties.  
 
However, looking into the tourism discourse that proclaims the growing importance of sustainability 
and social aspects in tourism (Higgins-Desbiolles, 2020; Galvani et al., 2020; Gössling et al., 2021; 
Everingham & Chassagne, 2020; Eckert & Pechlaner, 2019; Vogler, 2021), another explanation is more 
compelling: Manifestos of governing parties also serve as a justification and display of success of the 
executed work while being in charge. Hence, a manifesto of a governing party discussing the importance 
of sustainability aspects in tourism could draw attention to the question of whether or not the 
government, and subsequently the political parties in charge, succeeded in this field.  
 
Apart from those rather specific aspects, a general conclusion can be drawn from this study. The 
awareness of tourism by political parties differs significantly on a regional versus nationwide level when 
looking at countries with a non-tourism dominated economy. Taking Chaney’s (2015) study as a 
reference point, it is obvious that regional elections are decided on regional matters, which include 
tourism. This finding is partly backed by the awareness of tourism in the two regional parties analysed.  
Whether or not this difference is driven by a transition to a multi-level government cannot be answered 
without doubt. Germany, as a federal political system, traditionally is organized in a multi-level-
government structure. Taking SSW and Free-Voter-Alliance as examples for governance on a different 
political level, it can be agreed that tourism-related policies appear to be more important at a regional 
level. But two aspects speak against the assumption in regards to governmental structure: 
 

(1) The contextual analysis displayed a clear connection of tourism with specific regional themes 
and topics. It remains doubtful if either SSW and Free-Voters-Alliance attempt to nationalize 
those political ideas. 

(2) In absolute referencing, virtually all parties, except AfD and SPD, put a stronger emphasis on 
tourism. In relative referencing, the FDP is still proclaiming more awareness towards tourism. 

 
The same applies to the proclaimed differences in regional versus nationwide politics. This study neither 
backs significant differences in ideological position nor left-right orientation. However, it can be 
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confirmed that both ideological foundations and left-right orientations are reflected in the awareness 
of tourism. This seems to apply to both regional and national levels.  
 
Those findings and the outcome of the 2021 elections call for a variety of future research strings in 
tourism policy. Firstly, confirmation from other European countries is needed to be able to generalize 
the findings. Ideally, further research should cover a variety of political systems to evaluate differences 
between presidential- or parliamentary-driven systems as well as differences between centralized and 
federal systems. By this, parts of the German observations could be confirmed or disapproved. Taking 
the study of Shone and Memon (2008) as a reference, another string of research should evaluate how 
tourism policies in Germany change in light of the proclaimed ideological shift. Finally, as this paper 
suggests a different approach of the tourism sector towards the political arena and governments, it 
should be checked whether this is going to take place or not. 
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