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Abstract: This article presents considerations on business models, overtourism, and sustainable
development on an example of the most important Polish tourist destination, which is Krakow. The
purpose of the article is to identify the values generated and captured by tourist enterprises in the
context of the occurrence of a specific level of overtourism. The authors have attempted to identify
the values of sustainable tourism declared by entrepreneurs, referring to the companies providing
services as well as tourists and the local community. The research, conducted on a sample of 518
respondents including 371 residents and 147 entrepreneurs, not only allowed us to determine the
attitudes of Krakow inhabitants toward the phenomenon of overtourism related to the Doxey model
of irritation, but also to assess the impact of having/using a business model based on the acceptance
of principles in sustainable tourism development. A comparison of the results obtained between
enterprises declaring having and not having a business model indicates a great similarity in terms of
declared value propositions.
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1. Introduction

The negative impact of tourist activities in the area of tourist destinations is one of the key
problems of modern tourism. Balancing the expectations of tourists and residents not only becomes
the task of local authorities in a tourist destination, but also that of the entrepreneurs conducting these
activities. The literature proves that the enterprise’s use of a tool in the form of a business model
streamlines and organizes their operations. It allows, among others, for mistakes to be avoided in
the form of the omission of actions necessary to achieve market success. In recent years, care for the
natural environment and the local culture of inhabitants has become one of these tasks. However,
these elements are rarely included in the business models of modern enterprises.

The purpose of the article is to identify the values generated and captured by tourist enterprises
in the context of the occurrence of a specific level of overtourism on the example of the historic city
of Krakow. The paper is based on research conducted in 2019 among the inhabitants and tourism
entrepreneurs of this tourist city. Although Krakow, as the most recognizable tourist destination
in Poland and Central Europe, shows signs of an excessive concentration of visitors, the level of
tourist traffic load here is rather moderate, excessively burdening its inhabitants only in the historical
center. The key values of tourist business conducted by entrepreneurs can be referred to two groups of
companies: those with a formal business model and those not having such a model. The respondents’
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business responses not only concern the values generated for the enterprise, but also for tourists and
the local community, and are referred to in the city’s sustainable tourism development policy.

2. Literature Review

2.1. Sustainable Business Models

One of the modern strategic tools in managing an enterprise or any other organization is the
business model. The evolution of this tool is evident in the variety of definitions used to describe it,
especially in the 21st century, where it was initially referred to as an abstract concept or a description
of relationships or ongoing processes. However, literature has been dominated by the tool importance
of business models. According to the definition of Osterwalder and Pigneur [1], it is a conceptual tool
containing a set of elements and their relationship with set goals, allowing the company’s business
logic to be exposed. It is a description of the value that an enterprise is able to provide to market
segments and a description of the organization itself, along with its network connections with partners
in order to create value. Teece [2] sees it as a practical application in designing or describing the
architecture of mechanisms for creating, delivering, and capturing value. Prendeville and Bocken [3]
refer to it as ordering business transactions between customers, partners, and suppliers as well as the
organization, and their participation in creating and capturing value. Margaretta defines the business
model as a characteristic of the described business in the form of a story explaining how the enterprise
operates [4]. Often, it is also a description of the ongoing relationships between the components in the
organization that lead to the creation and capture of its value [5].

Al-Debei et al. [6] portray business models in the form of an abstract textual or graphic
representation of related model architecture structures developed by the organization, and all products
and services that the organization proposes, and that are needed to achieve the goal.

The affordability and versatility of business models have led to the fact that, for two decades, the
use of business models has been observed to expand not only to further industries (including business
models of industrial, food, tourist, energy, etc. enterprises), but also to the specific dimensions of
ongoing processes, taking into account the needs of a changing business environment. An example of
such a specific model is its form, dedicated to enterprises wishing to implement the assumptions of
sustainable development. Geissdoerfer [7] defines sustainable business models as a set of elements
in which the interrelationships between these elements and their interactions with stakeholders
create, deliver, capture, and exchange sustainable value for many stakeholders. Abdelkafi and
Täuscher [8] see sustainable business models as a tool to integrate sustainable development principles
into the company’s value logic and the logic of value creation by the enterprise. Entering sustainable
development principles into business operations can help protect the environment, but, as Porter and
Kramer [9] state, can also be a source of competitive advantage and economic benefits for the enterprise.

Nosratabadi et al. [10] reviewed the work from various thematic areas. An interesting fact can
also be seen in the literature analysis after 2007. The context of sustainable development in business
models is most often taken up in the work of scientists from the United States and Great Britain as
well as in China, with Americans taking up this topic in their research twice as often as the British and
almost three times more often than the Chinese.

However, it should be noted that the adaptation of activities and solutions related to sustainable
development is not only the direct impact of enterprises on the environment, but also on the immediate
business environment (contractors, customers, recipients). Therefore, the implementation of sustainable
development elements is often associated with obstacles.

The findings of the Cape Town Declaration on Responsible Tourism from 2018 [11] include the
objectives of sustainable tourism. Another example relating to business models in tourism is the study
of Peric and Wise [12], which is a holistic and in-depth analysis of how sports tourism experiences are
delivered by looking at two existing case studies in Istria (Croatia). An important source of sustainable
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development activities in tourism are the Global Sustainable Tourism Council (GSTC) Criteria [13],
which were developed for the implementation of “sustainable tourism” in the tourist company.

2.2. Value for the Customer, Enterprise, and Society

From the perspective of many approaches to the structure of the business model, the place and
role of one of them is extremely significant: the element of value proposition for the customer. This
element appears in almost all concepts, regardless of the number of components and the way they are
grouped. However, considering that the value proposition is something, without which an enterprise
loses the basic sense of functioning, and thus a set of products and services that generate value for a
particular customer segment, the universality of its occurrence is understandable.

Customer value is a very broad concept. The cited definition of Osterwalder and Pigneur [1]
defines it as a set of products and services that generate value for a particular customer segment as
well as the reason why customers prefer the offer of a given company over the offer of its competitors.
They also add that it is a value that solves customer problems or meets their needs. However, customer
value is often complemented by business value, which is what the enterprise captures as part of its
own business. Most often it is profit and other intangible assets.

As part of their business, tourism businesses also generate other values that are not related to
what the customer or the enterprise itself gains [14]. This value is the social value of the business,
determined by the tendency to pursue social goals in the form of activities and services that go beyond
tourism. This may be, for example, therapeutic treatment provided as part of spa tourism or medical
services provided as part of medical tourism, or activities that protect the natural environment and
indigenous culture through the implementation of sustainable tourism [15]. However, it should be
noted that the structure of these three categories of values is likely to change as soon as a certain level
of tourist traffic load is reached. Therefore, in the second part of this article, efforts were made to
simultaneously examine the value structure generated by the tourist enterprise and determine the
level of burden on residents with the presence of tourists.

2.3. Overtourism and How to Measure it

One of the important problems of modern tourism is overtourism (i.e., the overload of tourist
traffic on tourist destinations and the measurement of this load). Tourism space has its limitations
resulting from the size of the usable area and its response to tourism traffic [16]. An important problem
is determining the permissible volume of traffic, exceeding which could be considered excessive. In
relation to cities and large tourist centers that are struggling with the invasion of tourists, indicators
of the optimal level of sociopsychological capacity have been proposed [17]. In a very short time,
the term overtourism has become a descriptor of the negative impact of tourism and refers to the
problem of excess tourists in many cities. The discussion around overtourism has drawn attention to
the negative consequences of unlimited tourism growth and also pointed out directions of restrictions
and voluntary compromises aimed at effectively preventing growing problems [18].

The literature mentions other issues that are related or similar to overtourism. An example
is the publication by Torres Outón [19], Jover, and Diaz-Parra [20], which refers to gentrification
and touristification. For the sake of completeness, it is worth adding that the phenomenon of
touristification includes processes caused by excessive tourist traffic that contribute to the destruction
of the socio-cultural tissue of the city: they break down social networks and neighborhoods and
erode local identities that are supplanted by marketing activities targeted at tourists [21]. Regarding
the second concept, gentrification is a process of changing the character of a neighborhood through
the influx of more affluent residents and businesses. Gentrification often shifts a neighborhood’s
racial/ethnic composition and average household income by developing new, more expensive housing,
businesses, and improved resources [22].

It is very difficult to determine the assessment of the social effects of the influx of tourists. The
level of tolerance of inhabitants toward the influx of tourists varies depending on local and private
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interests [23,24]. An important tool is the analysis of the limits of acceptable change (LAC) [25,26].
However, it should be noted that residents’ tolerance for social difficulties may be greater due to
economic benefits [27].

There are various ways of solving this issue, besides limiting the number of visitors. This may
include:

• increasing the tourist capacity of reception areas, and
• making a variety of tourism forms and to build correct relationships between stakeholders who

are involved in tourism [28–30].

The tool for measuring the residents’ response to the occurrence of tourism traffic is the
methodology proposed by Doxey [16,31], which has been used for over four decades. The literature
also presents other methods of assessing the intensity of tourist traffic (e.g., with the help of the
Baretje-Defert, Defert, Charvat and Schneider indicators) as well as accommodation density indicators
and the use of accommodation potential and tourist enterprises (in all enterprises) [31–34]. Concepts
that include measuring the capacity and tourist absorption of the area [35–37] or analyzing the
development of the area through the typology of tourists visiting the area [38,39] are also often used.

However, the simplicity of the Doxey index means that it is still used. An example of this is the
research into assessing the attitudes of locals toward tourists and tourism in Dubai, a city of rapid
development in the tourism industry in the Middle East [40]. Their research indicates that the tourism
industry in this city can continue to grow without becoming antagonistic with the inhabitants. Similar
research on the socio-cultural influences of tourism development have been conducted in Hungary’s
Lake Balaton [41] and the island of Mauritius [42].

Doxey [33,34] assumes that the emergence of negative attitudes of inhabitants toward tourists
is the result of exceeding the limits of the social carrying capacity (i.e., the ability to accept changes).
Describing ongoing changes in the attitudes of inhabitants in four successive levels. The first level
is euphoria, a phase in which residents experience enthusiasm and joy at the appearance of tourists.
Satisfaction with this fact is reciprocal, as tourists enjoy a joyful reception and residents receive income.
The second phase is apathy (i.e., stabilization of emotions toward tourists). Tourist traffic is becoming
something ordinary and a tourist is an obvious element of earning of residents. In the third phase,
which is irritation, an approximation of the volume of tourist traffic approaches the saturation point
with tourists. This generally results in infrastructure development. In the fourth phase, antagonism,
the tourist is perceived as the source of all that is bad. In place of courtesy, abuse and even fraud are
increasingly creeping into relationships with tourists. The last phase, although not named by Doxey, is
a permanent change of the area and its inhabitants, and often also the loss of tourist function.

3. Materials and Methods

The purpose of the article was to identify the values generated by tourist enterprises in the context
of the occurrence of a specific level of overtourism using the example of the historic city of Krakow.
To achieve this goal, empirical research was conducted among randomly selected inhabitants and
entrepreneurs conducting business activities related to tourism in Krakow, Poland (i.e., in one of the
cities most visited by tourists in Central Europe).

In 2019, Krakow had 780 thousand inhabitants and its administrative division included four main
districts (i.e. Podgórze, Nowa Huta, Old Town, and Krowodrza) [43]. The most interesting areas
for tourists is the Old Town, covering the urban layout of the historic old town with the royal castle
(Wawel), the former Jewish district of Kazimierz, churches, and numerous museums where mainly
hotels, apartments, restaurants, clubs, theatres, etc. are located. This district has the largest tourist
crowds and there has been a rapid increase in the short-term tourist rental offers, causing gentrification.

Krakow is one of the most popular Polish tourist destinations. It belonged to the United Nations
Educational, Scientific and Cultural Organization (UNESCO) Creative Cities Network in 2013, and the
European Capital of Gastronomic Culture in 2019. The proof of the high significance of the problem
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of overtourism in Krakow is the development of a general Sustainable Tourism Policy Program for
2021–2028, under the patronage of the City of Krakow [44]. In 2019, Krakow was visited by as many as
14 million people, who spent almost PLN 7.5 billion during their stay in Krakow. The GDP generated
by the tourist industry in Krakow is over 8% of the city’s total GDP [43]. The pace of changes is
also indicated by statistical data. The volume of tourist activity in Krakow has doubled in the last
decade [45]. Tourism in Krakow generates 29,000 jobs [44,46], and tourist arrivals from abroad to
Poland in 2014–2019 increased by one third (from 12.5 to 19.5 million tourists) [47,48].

The research tool used in the study was a research questionnaire made available to 518 respondents
including 371 randomly selected residents of Krakow and 147 entrepreneurs operating in Krakow.
A permanent feature for all respondents was permanent residence in one of the four main districts
of Krakow or tourist activity there. The research questionnaire contained nine questions with an
extensive structure. The first part of the questionnaire included questions that first classified the
respondent to a specific group of respondents (residents/entrepreneurs), and then to a subgroup. In
the case of entrepreneurs, subgroups were created by the criterion used, which was the generic scope
of the business (hospitality, gastronomy, other tourist services), while in the case of city residents, the
respondents were classified into a subgroup related to local origin and the relationship of professional
work with tourism. The second part of the research questionnaire included questions aimed at assessing
the impact of tourist traffic in Krakow on the daily lives of city residents and people conducting business
activity there as well as the proposal of value in the business models of enterprises operating there.

The analysis of the answers obtained was made using the methodology proposed by Doxey by
enabling respondents to choose one of five answers that most accurately determined their attitude
to tourists. Table 1 presents the method of determining the level of tourism impact on residents
and entrepreneurs, in which specific opinions were assigned an appropriate level of tourism load.
The Doxey model was also supplemented with an extreme attitude, which expresses the complete
degradation of the tourism (decline stage).

Table 1. Assigning standardized opinions to individual stages of development in tourist traffic load in
the Doxey concept.

Doxey Index Opinion Characterizing the Residents’ and Entrepreneurs’ Specific
Attitude

Stage I: Euphoria I am glad that tourists come here, because it means income for the city, new
contacts, jobs, prestige ...

Stage II: Apathy It is obvious that tourists come to us. It doesn’t impress me. We have to show
hospitality ...

Stage III: Irritation Unfortunately, I see more negative than positive sides to tourists coming to my
city. It is no longer the same city it used to be ...

Stage IV: Antagonism
Currently, tourists mainly mean problems. There are too many of them, which
reduces the quality of life for inhabitants. Something needs to be done about it,

e.g. introduce restrictions ...

Stage V: Decline I cannot tolerate tourists in my surroundings!

Source: Based on own study.

However, the respondents were asked to rate the load on a scale of 0–10. The collected data were
subjected to statistical analysis [49]. The level of the significance of differences between the obtained
average values was also studied (Mann–Whitney test was used) [50], taking into account significance
at the level of α ≤ 0.05.
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4. Results of Research

Empirical research was conducted on a sample of 518 respondents including 371 city residents
(71.6%) and 147 entrepreneurs conducting business activity in the analyzed tourist destination (28.4%).
Among the entrepreneurs participating in the research, every fifth provided hotel services (19.9%) and
7.8% of the surveyed companies provided catering services. Entrepreneurs providing other tourist
services than those above-mentioned were the dominant group (72.3%). The age structure of the
resident respondents indicates the dominance of people over 35 (51.0%). More often than every third
respondent (35.6%) was 36–55 years old, while every seventh was more than 55 years old.

More often than every second respondent (56.6%) declared being of Krakow origin. It is also
known that the majority of the surveyed residents were active in the field of tourism (51.0%).

4.1. Quantitative Analysis Results

Quantitative analysis of the tourist traffic load showed that the load expressed on a scale of 0–10
was assessed at the level of optimal load (i.e., oscillating around an average rating of 5 (xAv = 5.49 ±
2.81; Me = 5)). However, this is the average result from the ratings of four individual districts. As
expected, the distribution of loads in individual districts is not even. One of the districts showed an
optimal load, while the others were either overloaded with tourism (Old Town xAv = 7.43 ± 2.4; Me =

8) or showed an underload of tourists such as in Krowodrza and Nowa Huta, where tourists are still
expected there to a larger extent than before (Me = 4).

By not focusing the respondents’ attention on the rated district, but on the whole city, a much
higher average result (xAv = 7.57 ± 1.97; Me = 8) was obtained than in the case of the average result for
the ratings of individual districts (xAv = 5.49 ± 2.81; Me = 5). This means that respondents rated the
city’s load based on the load perceived in the most tourist-borne district of this destination (Old Town).

Therefore, analyzing the results obtained for the whole city, it can be concluded that Krakow is
struggling with an excessive number of tourists, but to a moderate degree. Assuming that the tourist
traffic load within the 0–5 limits is also a load not exceeding the level of critical capacity and tourist
absorption, it can be stated that the limit of tourist capacity has been exceeded in Krakow. However, it
does not seem to be a level that degrades the tourist function of the city, but the level of load is rather
moderate or sometimes excessively burdensome for its inhabitants.

The origin of respondents from the city or outside the city had no effect on the expressed attitude
toward tourists or the assessment of the city’s tourist traffic load (p > 0.05). The fact of whether the
respondent was employed in tourism or outside tourist activities had an impact on the attitude toward
tourists (p < 0.001), which seems to be understandable, but also had an impact on the assessment of the
tourist traffic load in the city (p < 0.001).

In the case of differences between the ratings of residents and entrepreneurs conducting their
tourist activities in the city, significantly different notes can be seen in all of the analyzed variables.
While entrepreneurs showed a lower comfort of doing business in the city than residents (p = 0.029), in
the case of tourists, entrepreneurs had significantly higher scores than the residents (p < 0.001).

As far as the tourist traffic load in the city is concerned, it is worth noting that residents had a
significantly higher load than entrepreneurs (p < 0.001). Considering the fact that entrepreneurs earn
income from tourism, while among the residents, only every second was associated with tourism, the
obtained result is understandable.

4.2. Qualitative Analysis Results

The obtained results regarding the ratio of residents to arriving tourists were verified using the
model of changes in attitudes of inhabitants toward tourists, according to the Doxey concept. For this
purpose, residents were asked to indicate the attitude that characterized their relationship toward
tourists, according to the classification presented earlier in Table 1.
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In terms of assessment in individual districts, the answers of the majority of inhabitants in the
Krakow districts surveyed indicated the first two phases of the Doxey model (i.e., euphoria and apathy).
By almost the same percentage of respondents, which was about 40% (the difference between the
percentage of people indicating these two phases generally only reached ∆ = 2–5%). The Old Town,
being the most burdened with tourists, is unique in this respect, where euphoria is strongly indicated,
but, at the same time, had the highest percentage of people who described their attitude as antagonism
(13.6%).

However, the overall result obtained was an average assessment, taking into account the ratings of
entrepreneurs and residents. An in-depth analysis of the results obtained indicates that these opinions
did not coincide. While every third city inhabitant indicated the attitude of euphoria, expressed by the
opinion: I am glad that tourists come here, because it means income for the city, new contacts, jobs, prestige
... (33.8%), among the entrepreneurs, this attitude was shown by twice as many respondents (71.9%).
Among the residents, the attitude of conflict with tourists was expressed by 9.4% of people, while
among the entrepreneurs, it was only 2.1%. The structure of the residents’ and entrepreneurs’ attitudes
is presented in Table 2.

Table 2. The structure of the residents’ and entrepreneurs’ attitudes toward tourists in accordance with
the Doxey concept.

Doxey Index [%] Inhabitants Entrepreneurs In General

Stage I: Euphoria 33.8% 71.9% 42.5%

Stage II: Apathy 36.9% 14.6% 31.7%

Stage III: Irritation 20.0% 10.4% 17.8%

Stage IV: Antagonism 9.4% 2.1% 7.7%

Stage V: Decline 0.0% 1.0% 0.2%

Source: Based on own study.

4.3. Tourist Traffic Load Depending on the Use of the Business Model

The analysis of the obtained results was also conducted in the direction of identifying differences
between entrepreneurs using the business model and those who did not use it. Although the
differences between the percentages of entrepreneurs with specific attitudes in both groups of analyzed
entrepreneurs were not statistically significant, some differences were clearly noticeable. Entrepreneurs
not using the formal business model more often showed euphoria from the presence of tourists (66.04%
⇔ 78.05%), but the attitude of apathy and irritation was more often shown by entrepreneurs using the
business model (Table 3).

Table 3. Results of average ratings expressed according to the Doxey model.

Doxey model
Entrepreneurs

with A Business
Model

Significance Level
(p)

Entrepreneurs without
A Business Model In General

Euphoria 66.04% 0.2756 78.05% 71.28%

Apathy 18.87% 0.6814 9.76% 14.89%

Irritation 11.32% 0.0704 7.32% 9.57%

Antagonism 1.89% 0.9604 2.44% 2.13%

Decline 1.89% 0.9604 2.44% 1.06%

Source: own work.
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4.4. Declared Value Proposition in Business Models

Entrepreneurs were also asked about the value proposition for customers, the enterprise, and
society. These values were declared by both those who used the business model and those who did not
know the business models (Table 4).

Table 4. Comparison of the attitudes of residents and entrepreneurs of the main districts of Krakow.

VALUE FOR TOURISTS [%]

Interaction with family members, friends as well as encountered tourists and residents 68.09%

Enabling tourists to rest by meeting their needs (accommodation, catering etc.)
(accommodation and catering services) 63.83%

Providing cognitive, cultural, religious experiences., etc. by providing tourists with the
opportunity to commune with forms of culture and art (tourist services) 58.51%

Achieving recreation effects (health, relaxation, beauty, better looks, sport results, etc.)
(recreational and spa services) 52.13%

Staying away from the everyday routine 27.66%

Other 2.13%

VALUE FOR ENTREPRENEURS [%]

Satisfaction with playing an important role in the chain of creating the tourist offer of the
city, region, and country 88.30%

The opportunity to develop and invest in one’s own business 79.79%

Cooperation with suppliers and a team of colleagues 47.87%

Obtaining income to support the company 25.53%

Satisfaction of tourists from a feeling of meeting their needs 19.15%

Other 3.19%

VALUE FOR THE COMMUNITY [%]

Carrying out preventive actions against excessive tourist traffic loads (reduction in
pollution). 72.34%

Supporting the city by paying public levies (taxes etc.), creating jobs 35.11%

Playing an important social role in the city’s economy 28.72%

Selection of ecological contractors (without plastic, old technologies, etc.) 20.21%

Introduction of rules for the provision of services limiting tourist dysfunctions (disputes,
noise) 11.70%

Other 7.45%

Source: own work.

In the case of customer value, more than half of the entrepreneurs (>50%) appreciated values
such as:

• The ability to interact with family members, friends as well as encountered tourists and residents;
• Enabling tourists to rest by meeting their needs (accommodation, catering, etc.);
• Providing cognitive, cultural, religious experiences, etc. by providing tourists with the opportunity

to commune with forms of culture and art; and
• Achieving recreation effects (health, relaxation, beauty, better looks, sport results, etc.).
• Among the most appreciated values captured by enterprises are:
• Satisfaction with playing an important role in the chain of creating the tourist offers of the city,

region, and country, and
• The opportunity to develop and invest in one’s own business.
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The key social value indicated by entrepreneurs was conducting preventive measures against
excessive tourist traffic loads (reduction of pollution). This is due to the significant air pollution
in Krakow.

5. Conclusions

A comparison of the results obtained between enterprises declaring having and not having a
business model indicates a great similarity in terms of the declared value propositions. However, three
cases of significant differences between entrepreneurs were noticed.

The first of the differences was observed in the case of enterprise value (in terms of satisfaction
with playing an important role in the chain of creating the tourist offer of the city, region, and country).
Entrepreneurs with a business model more often declared satisfaction with this role, which was 62.26%
of entrepreneurs, compared to 53.66% of entrepreneurs without a business model. It is, therefore,
significant evidence that the awareness of the role in the economy of the area goes hand in hand with
the awareness of the advantages of having structured business principles.

The next two differences relate to values for society, but this time the results are not clear.
Entrepreneurs who do not use the business model (58.54%) see more value from playing an important
social role in the city’s economy than those who have such a model (39.62%). Over half of entrepreneurs
with a business model saw their own role in the city’s economy.

However, the introduction of the principles of providing services limiting tourist dysfunctions
(disputes, noise, etc.) in an enterprise was more often declared by entrepreneurs who did not use
a business model (85.37%), than those who had such a tool (75.47%). This time, the issue of greater
awareness of social impact did not accompany the use of the business model in conducting business.

Among other conclusions, it is worth quoting those that resulted from the obvious subjectivity of
perception of the phenomenon of the presence of tourists in the city. While residents more often stressed
the annoyance of tourism than entrepreneurs, the benefits of tourism in the city were more often
appreciated by entrepreneurs. However, it seems reasonable to observe the percentage of entrepreneurs
who poorly assessed the presence of tourists in the city and the residents who well assessed the impact
of tourists.

One of the very important elements of this research was also noticing the diversity of perceived
loads in individual city districts. While a moderate tourist traffic load was observed in the city, the
inhabitants and entrepreneurs of individual districts showed different opinions on this subject. While
the main tourist district of the city had an excessive load reaching 8 on the scale of quantified load
(1 ÷ 10), the other district only had a value of 4 and might mean an ability to take more tourists.

An important solution in the business models of enterprises operating in areas with a significant
intensity of tourist traffic should become elements limiting the negative effects of tourist visits, and
activities aimed at raising the awareness of guests brought in with their impact on the visited area.
Appropriate education of tourists carried out by tourist enterprises may reduce the antagonisms on the
part of the inhabitants, and thus extend the ability of entrepreneurs to benefit from tourism. Another
important solution may be including the local community in the business models of tourism enterprises
among key partners, and, at the same time, conducting activities supporting residents. However, it
is not about increasing the financial (including tax) burden on enterprises, but about increasing the
intensity of activities protecting inhabitants against tourism dysfunctions as well as strengthening the
survival of indigenous cultural elements.

However, the proposed solutions should be sustainable through a permanent place in the
business models, and at the same time, should be oriented toward the implementation of sustainable
development, making these models sustainable.

An issue that may determine future research is to determine the strength and direction of the
relationship between the three values in business models. These are the value proposition for the
customer, the values captured by enterprises, and the value proposition for society. It is also important
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to identify the measurable reasons for restricting tourism activities to avoid the negative consequences
of excessive tourist traffic.
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