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Introduction
Marco Valeri® and Shekhar Asthand”

“Niccolo Cusano University, Italy
bUniversity of Delhi, India

Fashion events have been organized for a long time and have been a prominent
source of tourist inflow. Although started as a source of showcasing the cloth-
ing to the public, it has evolved to become one of the prominent luxury tour-
ism segments. Fashion tourism has immense potential to make a socio-economic
contribution to the destination. Statistics suggest that as the fashion industry is
huge and constantly expanding, the role of fashion events and exhibitions has
also witnessed significant expansion in developed and developing economies. The
increased interest of people in developing economies to adopt luxury lifestyles
has increased their interest in visiting such shopping destinations. There has been
significant growth in the number of travelers to fashion destinations such as Paris,
Milan, and New York. Research too has focused on the economic contribution
made by fashion tourism destinations. However, as these events are growing glob-
ally, there is a need to test whether their contribution is global or limited to well-
established destinations. Global luxury brands have collaborated with foreign
fashion designers to appeal to customers in different cultures.

However, the potential of fashion tourism as a medium of cultural exchange
is not adequately addressed in the research. It is also to be tested in research
whether these events and fashion tourism help tourist bond with the destinations
or whether their experience is more focused on shopping as an event without
establishing a connection to a destination. Furthermore, there is a need to elabo-
rate on the socio-environmental impact of fashion tourism on destinations. Fash-
ion events and tourist behavior may influence their decision to remain authentic
or deviate from heritage to focus more on commercialization. Furthermore, its
benefits for emerging nations’ tourism economy, as a diversification for the indus-
try, need to be addressed in the research.

Another research gap in fashion tourism research lies in its impact on des-
tination image building. It could serve as a major attractiveness and a strong
competitive advantage. However, its promotion has been limited to retain its
exclusivity. At present, fashion tourism has been studied from a limited lens of

Fashion Industry and Tourism Strategy:
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luxury lifestyle. More research is needed to understand the marketing aspects of
fashion tourism if conducted for medium-income customers that focus on fast-
fashion and streetwear styles. Limited attention has been paid to research on the
promotion of unsustainable and luxury consumption patterns and their impact
on sustainability and sustainable development goals (SDGs) at a destination.

A strong argument against these fashion events and fashion tourism is about
promoting consumerism, over-consumption, and excessive resource exploitation.
Furthermore, social exploitation in the fast-fashion industry is often at the core
of criticism of fashion tourism. However, another side is that fashion tourism
may be a potential candidate to attract tourists to a destination where infrastruc-
ture does not allow for other typologies to develop. Similarly, it can be seen as a
strategy to smoothen the demand during the off-season to protect the economic
interests of stakeholders. Research connecting sustainability concerns and the
impact of fashion tourism on SDGs needs more attention from academia.

Fashion Industry and Tourism Strategy: Transforming Destinations and Shaping
Experiences aims analyzes the impact of fashion tourism on well-known destina-
tions. This book contributes to the literature on fashion tourism and its impact
on destinations by uncovering multidisciplinary aspects such as organizational
behavior, finance, psychology, social development, sustainability, and operations.

Structure of The Book

This book is the result of reflections involving research studies of different nation-
alities. This book contains 14 chapters written by 34 authors located in 16 differ-
ent countries and affiliated with 26 different universities. This book is structured
in two parts. The first part focuses on fashion tourism research and destination
image building. This part collects chapters that identify the factors and actions
required for a destination to be fashionable. Particularly the authors explore if
fashion was relevant to tourism, and if so, the conditions they believed made a
destination fashionable. The second part focuses on virtual fashion experiences in
virtual reality (VR) fashion. This part collects chapters on how human percep-
tion and experience of the fashion industry can be affected by the relevant VR
technology.

Chapter 1 titled “Impact of Fashion Tourism on Destinations: Uncovering
Multidisciplinary Aspects for Sustainable Development” is written by Bapon
Chandra Kuri, Ayan Banik, and Marco Valeri. This chapter explores the impact
of fashion tourism on destination image building, endorsing a more inclusive
marketing approach catering to medium-income customers interested in fast-
fashion and streetwear styles. Navigating sustainability concerns with balance,
this book discusses both potential drawbacks and the positive role of fashion
tourism in attracting visitors to destinations lacking infrastructure. Moreover,
this chapter unearths how fashion tourism can dwindle the cultural barriers at the
national and international levels by fostering sustainable development and peace.
In a constructive conclusion, planning, and operationalizing of fashion tourism,
considering their impact on urbanization and commoditization, infrastructure
development, supply chain optimization, and the constructive role of fashion
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tourism in destination redevelopment. This study adopts a qualitative method,
including interviews to capture diverse perspectives. Stakeholder engagement
ensures holistic insights, and findings are aligned with SDGs, and more authentic
information has been gathered from secondary sources. The study’s outcomes
encompass economic impacts, technological innovation, environmental sustaina-
bility, and insights into cultural exchanges. SDGs offer a constructive framework
on tourist behavior, fashion tourism life cycle, and community engagement within
the realm of fashion tourism. Moreover, two specific case studies have been ana-
lyzed to explore every minute details of fashion tourism.

Chapter 2 titled “Paris Fashion Weeks Through the Experience Economy
Model: What Do Tourists Seek?” is written by B. Duan, J. Dai, Y. Zhang, and
E. Ma. This chapter aims to comprehend the fashion tourism experience during
Paris Fashion Week, specifically investigating the role of the experience economy
model in this setting. Using an ethnographic methodology, the findings indicate
that fashion tourism is underpinned by heritage, culture, art, and other fashion
resources at the destination, which comprise shopping facilities or fashion events
solely, offering a minimal experience and having a limited attraction for tourists.
Destination authenticity and tourist-destination identification are proposed to be
integrated into the 4Es for a partially sustainable tourism development.

Chapter 3 titled “Fashion Weeks as an Effective Branding Tool for Tourist
Destinations: The Case of Bulgarian Fashion” is written by Mariya Stankova
and Svetoslav Kaleychev. This chapter presents information on the contemporary
aspects of the fashion weeks organized in Sofia, as well as regarding the unique
fashion events organized in cultural and historical landmarks such as the Tsare-
vets fortress, the Old Town of Nessebar, and the Old Town of Plovdiv. These
cultural and historical sites are protected by UNESCO and contribute to the crea-
tion of unique associations in the minds of tourists, connecting fashion, tourism,
and Bulgaria as a unifying destination. Empirically, using a qualitative methodol-
ogy, the study presents a case study that connects fashion events in the country
and their role as a tool for effective tourism branding in terms of the overall
vision of the destination Bulgaria. However, the emphasis is placed on the most
significant event of this kind for the country, namely, Sofia Fashion Week. The
results, obtained after an interview with a total of 10 professionals, give reason to
conclude that the fashion industry, fashion weeks, and fashion events organized
in the country add value to the image of Bulgaria as a tourist destination, contrib-
uting to sustainable economic and socio-cultural development, and turning it into
a recognizable tourist brand. To an additional extent, through content analysis,
the key aspects after the obtained results are highlighted, as well as their relation
to the investigated social objects and phenomena related to fashion and tourism
in Bulgaria and Sofia Fashion Week, in particular.

Chapter 4 titled “Impact of Fashion Tourism Visual Communication on
Iconic Destinations Consumers” is written by Maria Nascimento Cunha and
Oleksandr P. Krupskyi. This chapter explores the transformative role of visual
communication in fashion tourism and its compelling influence on consumer
behavior at iconic destinations. As the global tourism landscape undergoes rapid
evolution, the luxury travel segment increasingly leverages sophisticated visual
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marketing strategies to enchant and sway potential tourists. This research scruti-
nizes the impact of imagery, digital content, and strategic branding on consumer
perceptions and decision-making processes regarding iconic tourist destinations.
Employing a robust sample of 2,048 individuals who frequently travel to iconic
destinations motivated by luxury fashion, the study provides valuable insights
into the effectiveness of various visual strategies in shaping consumer preferences
and amplifying the allure of these destinations. The findings reveal that high-
quality visual content is instrumental in boosting consumer engagement, driving
tourism interest, and fostering a deeper emotional connection with destinations.
By integrating advanced visual communication techniques into marketing strate-
gies, this study underscores their indispensable role in sustaining the charm and
competitiveness of iconic destinations within the global tourism market.
Chapter 5 titled “Tourism Branding of Croatia as a Fashion Tourism Des-
tination Through the Affirmation of Traditional Motifs” is written by Jasenka
Kranjéevi¢, Nora Mustaé, and Sanda Corak. The use of fashion items and fash-
ion accessories as souvenirs is an underused potential for branding of destina-
tion and tourism development in Croatia. Wearable souvenirs such as clothes
decorated with heritage motifs of a tourist destination have a great potential for
promotion and tourism branding. Therefore, it is necessary to recognize, evaluate,
and raise awareness of the potential of clothes decorated with traditional motifs.
Historically, today’s territory of Croatia consisted of different state arrangements
during the past. Hence, history left a mark on the cultural heritage, especially
in clothing — ornaments, motifs, colors, and signs. Dalmatia, Istria, Slavonia,
Zagorje, Moslavina, and other parts of Croatia throughout history were not part
of the same state or social structure which means that they were exposed to dif-
ferent cultural influences and economic development paths. The consequence is
nowadays Croatia has a rich cultural heritage. However, heritage in the domain of
fashion tourism is insufficiently recognized and used. Therefore, cultural heritage
is a great potential for future tourism development and fashion tourism brand-
ing. Also, some motifs such as Cravat, Pag and Lepoglava lace, Konavle earrings,
Mor¢i¢ (Mori) from the Rijeka region, or Slavonian traditional costume are
already used in tourist branding. In addition, there are numerous archival records
and sources — books, travel guides, newspaper articles, postcards, and brochures,
which mention traditional clothing of Croatia as well as fashion events connected
with it. This chapter presents a historiographic overview of the use of national
heritage in tourism branding in Croatia, as well as examples of traditional motifs
that are already used in tourism branding and potential for further development.
Chapter 6 titled “From Port to Porter: Antwerp’s Fashion Sector as a Place-
making Factor, Mitigating Urban Crisis Through Creativity and Persistence” is
written by Constantin Alexander. The work highlights the importance of per-
sisting resonance factors of fashion tourism destinations such as heritage, tradi-
tions, stakeholder engagement, and a relevant narrative as a place for couture and
Prét-a-porter but also the role of an ecosystem consisting of creative agents and
institutions. Antwerp has become an internationally acclaimed fashion center not
only because of these aspects but in part also because of the space of opportuni-
ties, which opened through structural and narrative obsolescence, induced by the
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crises of its port. In recent years, the Flemish Antwerp with its more than 1,000
fashion companies has become a stable fashion tourism destination. Tourists not
only long for the unique atmosphere and clothes, partly influenced by the Ant-
werp Six, but also to find idiosyncratic alternatives to the Haute Couture of Paris,
the Cool Chic of London, or the sophistication of Milano. Antwerp’s evolution
toward an international fashion hub is not only remarkable in an aesthetic or
socio-economic sense, but it’s also a benchmark for sustainable transformation:
While its fashion sector rose to fame in the 1980s, the city itself was challenged
by an economic crisis. As the economy in Western Europe faced a recession, Ant-
werp’s port suffered from a huge decline in tonnage: from more than 27 million
tons in 1977 to circa 14 million in 1984. How did this dichotomy of a declining
industry and a rising vital fashion sector culminate into Antwerp becoming this
creative power center it is today? What part had the designers, creative agents, and
connected entities in mitigating the crises and in the resurrection of Antwerp?
How important was the persistence of the regional textile heritage such as Flan-
ders lace? And how resilient is the current community? Antwerp is an ideal case
to study the connection between urban development, socio-economic history,
placemaking, and the creative arts. The scientific approach is multi-methodical:
Connecting critical reflections of historical accounts with econometric and soci-
ological analysis and qualitative interviews concerning the role, resonance, and
agency of the fashion sector and its stakeholders and organizations. On the other
side, the urbanist perspective is included through mappings and field research.

Chapter 7 titled “Fashion Tourism as a Catalyst for Socio-economic Change
in Rajasthan” is written by Manisha Paliwal, Komal Desai, Pooja Tanwar, and
Omkar Bapat. The aim of this chapter is to understand how a group of fashion
entrepreneurs in Rajasthan is weaving the way forward, for the development of
sustainable, mindful fashion in the state of Rajasthan in a way that not only creates
a new approach toward the development of sustainable fashion but also is ena-
bling the fashion entrepreneurs to take their art to the global stage. This chapter
was the result of an analysis of a bunch of case studies and in-depth inter-
views, featuring the artisans and fashion entrepreneurs in the area of Jaipur in
Rajasthan, wherein the data were gathered by the researchers to understand how
through the aegis of sustainable fashion, the artisans and fashion entrepreneurs
are taking their respective domains of fashion into the next level to understand
the socio-economic impact of their efforts into the current generation. Samples
between the age groups of 30 and 50 were interviewed by the researchers for
the acquisition of data for this chapter. The results of the study can lead to the
re-imagination of the handicraft fashion industry of Rajasthan, as a medium,
wherein tourists, citizens, fashionistas, etc. can take the craft forward as a medium
of sustainable, eco-friendly fashion in an ecologically conscious way, which can
no doubt lead to the improvement in the socio-economic condition of the fashion
entrepreneurs and artisans in Rajasthan, enabling them to sustain their creative
motivation along with innovating new and unique patterns and designs in the
course of their work in fashion.

Chapter 8 titled “Fashion Tourism and Sustainable Development Goals:
A Literature Review” is written by Nitish Kumar Minz and Poonam Kumari.
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This chapter synthesizes existing research on the interplay between fashion tour-
ism and SDGs. A comprehensive search was conducted on Google Scholar using
key terms such as “fashion tourism,” “SDGs,” and related concepts. The selected
papers, sourced through keywords on Google Scholar, form the basis for investi-
gating the dynamic relationship between these two domains. The retrieved papers
were meticulously reviewed, and those directly contributing to the understanding
of the symbiotic association between fashion tourism and SDGs were included.
The review outlines its economic, social, and environmental impacts. Subse-
quently, it delves into the SDGs framework, providing a comprehensive overview
of the global objectives and their relevance to the fashion tourism sector. The
crux of the literature review lies in revealing the symbiotic relationship between
fashion tourism and SDGs. Drawing insights from case studies, best practices,
and emerging trends, this chapter elucidates how the fashion tourism industry can
contribute substantially to the achievement of SDGs.

Chapter 9 titled “Virtual Reality (VR) and the Role of Technology in Fash-
ion Tourism” is written by Jeetesh Kumar, Janitha Kularajasingam, and Marco
Valeri. The aim of this chapter is to explore and analyze the intersection of VR
and technology in fashion tourism. By researching the immersive experiences
offered by VR, this chapter aims to elucidate how technology transforms the
landscape of fashion tourism, providing readers with insights into virtual fash-
ion shows, virtual boutique tours, and the global accessibility facilitated by these
advancements. Additionally, this chapter will investigate the role of augmented
reality (AR) in reshaping the interactive aspects of fashion tourism, such as
virtual try-ons and personalized shopping experiences. Secondary data and an
extensive literature review will be explored to achieve the purpose of the study.
This research’s evident findings will also further understand the role of VR and
technology in fashion tourism. The objective is to offer a nuanced understand-
ing of the symbiotic relationship between VR, technology, and fashion tourism,
shedding light on its impact on consumer engagement, industry dynamics, and
the future trajectory of fashion experiences. This study will contribute to the body
of knowledge regarding VR and the role of technology in fashion tourism by
providing in-depth information that will benefit scholars, tourism planners, and
policymakers.

Chapter 10 titled “In Search of Multisensorial Airport Experiences: The Case
of Luxury Travel Shopping” is written by Daouda Coulibaly and Camille Cherka-
oui. The distribution of luxury products has become increasingly omnichannel
and phygital, and airports are now considered full-fledged distribution channels
for the luxury industry. Hence, this study focuses on airports as strategic and com-
mercial deployment locations for major luxury brands. Qualitative methodology
involving practical cases, highly informative case interviews, and narratives from
mystery shoppers is employed. The results show a true deployment toward the
airport market within groups, multisensory pathways, and processes to enhance
and intensify customer experiences and targeted commercial and marketing poli-
cies for traveling customers.

Chapter 11 titled “Fashion Shows in Cultural Venues and Sites and Tour-
ism Destination Attractiveness: An Empirical Investigation” is written by Anna
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Kyriakaki, Christina Stergiou, and Maria Salamoura. This chapter delves into
the symbiotic relationship between the fashion industry and tourism, with a spe-
cific focus on hosting fashion events at cultural monuments/venues and sites. The
fusion of these two elements creates a unique experience that not only highlights
the creativity of the designers but also promotes the appreciation and attractiveness
of cultural resources and increases tourist visitation. Fashion events at cultural
monuments/venues or sites often draw attention to lesser-known or underappreci-
ated destinations, leading to increased visitor numbers and economic growth. The
methodology followed includes (a) secondary research with a literature review of
successful examples around the world and (b) primary research including quan-
titative and qualitative research. The quantitative research was carried out using
structured questionnaires to the general population, while the qualitative one was
carried out by conducting seven face-to-face interviews with professionals work-
ing in the fashion, tourism, and culture sectors in Greece. Most of the survey
sample (in the quantitative survey) believes that the use of monuments, cultural
venues, or sites for alternative activities, such as fashion shows, can contribute
both to the promotion of these sites or places and the destination’s attractiveness.
The prevailing perception is therefore positive toward the use of cultural sites or
venues for the organization of fashion events and foresees benefits from coopera-
tion between the fashion industry and cultural operators. Responses also showed
positive attitudes toward participants’ intention to visit a cultural site or location
available for alternative events, such as fashion shows, and expressed positive atti-
tudes toward the use of cultural sites as tourist attractions through the fashion
industry but made a distinction between archaeological sites of great historical
importance and other cultural sites. Most of the interviewees also foresee benefits
not only for the venue of an event but also for the image of the destination, while
interesting views were recorded on the difficulties that fashion events face in his-
toric archaeological sites (e.g., bureaucracy).

Chapter 12 titled “Traditional Costume Experience Is an Integration of Many
Core and Peripheral Activities: Implications for the Experience Logistics” is
written by Binh Nghiém-Phu. The aim of this chapter is to examine the roles
of customers’ internal (cultural appreciation and cultural norms conformation)
and external (trying peripheral activities and preserving core activities) motiva-
tions or expectations regarding their intentions to wear traditional costumes in
Japan. By analyzing the answers of 237 foreign residents and visitors, this study
found that external motivations could significantly strengthen these individuals’
intentions toward Japanese traditional costumes. In other words, the core experi-
ences involving the costumes could be supported by other peripheral experiences
concerning the traditional food, drinks, and souvenirs to make them more attrac-
tive and successful. These observations were discussed for developing experience
logistics. An integrated logistics approach and logistics information system were
advocated.

Chapter 13 titled “Digital Fashion Tourism: Bridging the Gap Between
Virtual Engagement and Physical Travel” is written by Nishita Chatradhi. The
study investigates whether digital fashion tourism influences actual fashion
tourism, where individuals travel to participate in fashion events and activities.
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By examining the relationship between digital engagement and subsequent travel
behavior, the research aims to understand if digital experiences can drive physical
visits to fashion destinations. A structured questionnaire was used to collect data
from 275 participants who had engaged with digital fashion tourism. The ques-
tionnaire was circulated via google forms on social media channels like Facebook
and Instagram. Data analysis was conducted using structural equation modeling
(SEM). Preliminary findings reveal a significant relationship between digital fash-
ion tourism and increased travel to fashion destinations. Specifically, participants
who reported higher engagement with digital fashion activities were more likely
to have traveled to fashion destinations. The study’s pioneering nature in defining
and exploring digital fashion tourism sets the stage for further research in this
evolving field, offering a foundational understanding for future studies and initia-
tives in the intersection of fashion, digital technology, and travel.

Chapter 14 titled “Counterfeit Fashion Tourism, Analysis of Fashion Tourism
Black Market and Its Impact on Tourism in Marrakech” is written by Mohamed
Boukherouk. This study explores the fashion black market and the issues and
challenges of fashion counterfeiting and its impacts on tourism in Marrakech
through a deductive and qualitative analysis using a questionnaire on a sample
of tourists in Marrakech. Tourism and fashion have quite deep and significant
reciprocal links. The reputation of certain products (Caftan, slippers, Argan,
leather jackets, etc.) immortalized by the hands of certain creators like YSL con-
stitutes a tourist attraction. However, the development of counterfeiting seriously
harms fashion and tourism. It’s growing to the point of being reminiscent of a
counterfeit fashion black market. The mass of counterfeit products sold in the
medina, souks, and boutiques scares national and international brands and fash-
ion designers and harms the image of Marrakech as an international destination.
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