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9.00 to 12.00  Guided tour of Annecy   
 
 
12.00 to 13.00  Lunch 

 
 

13.00 to 13.30  Official opening of the conference 
Frédéric Dimanche – Président of TTRA Europe 
Jean-Luc Giannelloni  - AFM representative 
Paul Constable – head of the Tourism, Hotel & events’ department 
Isabelle Frochot & John Swarbrooke (conference convenors) 

 
 
Keynote presentations 

13.30 to 14.00  John Swarbrooke (César Ritz Colleges Switzerland)  
A history of creativity and innovation in tourism: lessons for the future 

 
14.00 to 14.30  Mr Green (CEO of the Tour Operator Madame Vacances) 

 Innovative strategies in the tour operating business 
 
14.30 to 15.00  Carlos Fernandes  

Local food, product, place and identity 
 
 
15.00 to 15.30 Coffee break 

 
 
Session 1 – New visions on experiential marketing and co-creation 
 
15.30  Wen-Chun Shen & Yi-De Liu - National Taiwan Normal University, Taiwan   

Pop Music Festivals in Europe: A Hermeneutic Phenomenological Study of Tourist Experience from 
Taiwanese’s Perspective  

 
15.55  Jackie Clarke, Oxford Brookes University Business School, UK 

Experiential Aspects of Tourism Gift Consumption 
 

16.20  Salamiah A. Jamal, Nor’Ain Othman and Nik Maheran Nik Muhammad, Universiti Teknologi  Mara, 
Malaysia 
The creative tourism of Malaysian homestay: an analysis of experiences and word of mouth 

 
16.45  Norliza Aminudin, Sofiah Abdul Rahman, Nor’Ain Othman, Universiti Teknologi, Malysia 

Does the dimension climate and nature still rank high in long-term tourism? 
 
17.10   Witchuta Marchoo &  Ken Butcher, Griffith University, Australia 

The Influence of Ethical Initiatives on Tour Booking Outcomes 



:�

�

 
 
Session  2 – Innovative Corporate/Destination Strategies 

15.30 Girish Prayag – Skema Business School, France 
HRD in the Mauritian Hospitality Industry: An Innovative Analytical Approach for Understanding the 
Value of Staff Training 

 
15.55  Nour Eddine Chiadmi, Groupe Sup de Co La Rochelle, France 

The Singaporization of International Airline Services 
 
16.20 Frédéric Dimanche, Ashley Walsher, Shashank Dogra, and Christine Dunton-Tinnus – Skema Business 

School, France 
Integration of Corporate Travel & Meetings Management 

 
16.45 Martin Landré, NHTV Breda University of Applied Science, Netherland 

Quantifying road network accessibility to tourist regions with Geographical Information Systems 
 
17.10 Sabine Müller,  Kirstin Hallmann, German Sport University Cologne, Gene Brothers, North Carolina 

State University 
Competitiveness of Alpine Destinations: A conceptual approach 

 
 
Session 3 – New Methodological approaches 

15.30 Franco Vaccina, Anna Maria Parroco, Stefano De Cantis, Mauro Ferrante, Palermo University, Italy 
Un-observed tourism: approaches and case studies in Sicily 
 

15.55 Juho Pesonen and Antti Honkanen, University of Eastern Finland 
Using cluster analysis to segment tourists: response-style effects 

16.20 Simon, Chak-Keung Wong and Shu-Ying Lin, The Hong Kong Polytechnic University & MingDao 
University, Taiwan 
Will classroom learning environment affect creativity of hospitality degree students? Case study of 
Taïwan 

 
16.45 Walid Zaramdini and Hassan Joundy, Al Akhawayn University, Morocco 

Tourists’ satisfaction in a Moroccan  hotel 
 
17.10 Alan Clarke, Katalin L� rincz and Ágnes Raffay – University of Pannonia, Hungria 

The Role(s) of Destination Management Organisations in local innovation and creativity: a critical 
review of a new DMO. 

 
 
18.00 Departure of the bus to Vitam Park then guided tour of the site & diner at the Vitam Restaurant  
22.00 Return to Archamps 
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Keynote Speakers: 
  
9.00 to 9.30 Sophie Deletraz (MCI Geneva)    

How events can impact your destination 
 
9.30 to 10.00 Professor Moscarola (University of Savoie)  

Opportunities and limits of the Internet for market research 
 
10.00 to 10.20 Coffee break sponsored by Skema 
 
 
 
Session 4 – Customer satisfaction 
 
10.20 Ige Pirnar & Mustafa Kuzucu, Yasar University, Turkey 

Impact of departmental services on customer satisfaction in accommodation: case from Izmir 
 
10.45 Cécile Maunier  & Christèle Camelis, IAE La Réunion, Reunion  

Towards an identification of elements contributing to the tourism experience satisfaction: a global 
approach  

 
11.10 Gaëlle Ulvoas-Moal, ESC Bretagne Brest Business School, France 

The spiritual benefits of travel for senior tourists: a new perspective on senior tourim 
 
11. 35 Fadzilah Mohd Shariff, Artinah Zainal & Rahmat Hashim, Malaysia   

The moderating role of Changed behavior in the relationship between work environment and frontline 
service performance 

 
 
Session 5 – Experiential marketing and co-creation 

10.20 Brent McKenzie – University of Guelph, Canada 
Soviet Tourism in Estonia, Latvia, and Lithuania: Ethics versus Experiences 

 
10.45 Cathy Breda and Marielle Salvador-Perignon – Groupe ESS Chambéry, France 

Design Hotels: Can design be a tourist destination? 
 

11.10 Tzuhui A. Tseng, Ching-Cheng Shen, John R. Collins - National  Hsinchu University of Education, 
Taiwan. National Kaohsiung  Hospitality College, Taiwan. University of North Texas, USA. 
The influence of authenticity toward tourism image, sense of place and behavioral intention after 
visiting in mining heritage tourism 
 

11.35 Henna Konu, University of Eastern Finland 
Small and medium size (tourism) businesses’ and tourism developers’ perceptions of co-creation and 
customer involvement 

 
 
Session 6 – Sustainable tourism 

10.20 Olga Goncalves, University of Perpignan*; Hélène Michel, ESC Chambéry Savoie ; Nicolas Peypoch*, 
Elisabeth Robinot, Université de Savoie, France 
 Ski resort and environment: an efficiency analysis. 
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10.45 Jon M. Ebersole & Katarzyna Grinberg, Glion Institute of Higher Education, Switzerland 
Predicting Ethical Entrepreneurship Ability Among Hospitality Students  

 
11.10 Warwick Frost, La Trobe University & Jennifer Laing, Monash University, Australia 

Delivering Political Messages through Slow Food Festivals 
 
11.35 Acacia Malhado, Technische Universität München (TUM), Germany 

The real cost of tourism to climate change – An Analyses in the CO�  emission from transport, 
hospitality and attraction sectors 

 
 
12.00 to 13.00 – Lunch 

 

Session 7 – Creative destination Management visions 

13.00 Patrick Legoherel – University of Angers, France 
Revenue Management and Price Discrimination: consumer reactions  

 
13.25 Guy Parmentier – Groupe ESC Chambéry, France 

Enhancing consumer experience in a virtual ski resort 
 
13.50 Mehmet Ergul - San Francisco State University, Colin Johnson, Ali Sukru Cetinkaya, Jale Boga 

Robertson, USA 
Culinary Journeys to Turkey: Developing Regional Cuisine Itineraries as a Destination Marketing Tool 

 
14.15 Einar Svansson, University of Exeter, UK 

 Open innovation with Lead users: the case of the Blue Lagoon, Iceland 
 
 
 
Session 8 – Creative image and branding visions 
 
13.00 Anne-Marie Lebrun – Université de Bourgogne, France 

Using free association to analyze representations of City break for two generational cohorts 
 
13.25 Dr Steven Pike & Dr Constanza C. Bianchi, Queensland University of Technology, Australia 

Modeling destination brand equity in an emerging long haul market 
 
13.50 Rita Valette-Florence,  Jean-Luc Giannelloni, Pierre Valette-Florence, Isabelle Frochot, Université de 

Savoie and & Université Pierre-Mendès France, France. 
Identifying determinants of tourist destination choice. An exploratory study of brand personality and 
emotions 
 

14.15 Catherine Ravix & Christian-Eric Mauffre – Groupe ESC Chambéry, France 
Thermal spa and tourism : Love story or fatal attraction ? The case study of Brides-les-Bains 

 
 
 
Session 9 – Innovative customer segmentation 
 
13.00 Statia Elliot, University of Guelph, Canada & Luc Durand, Vice President, Ipsos, Canada 

Mapping Culinary Tourist Communities of Interest across Traveller Segments 
 
13.25 Peir-Yuan Patrick Li & Fu-Jin Wang, Aletheia University, Taiwan 

Professional Accreditation in the Hotel Industry: ISO 22000 Cognition and Reality  
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13.50 Sameer Hosany & Vera Hoelscher, Royal Holloway, University of London, UK 
Understanding a Young German Leisure Class Consumption of Luxury Holidays 

 
14.15 Bridget Major & Professor Fraser McLeay, Newcastle Business School, Northumbria University, UK 

The Package Holiday Experience for the UK ‘Grey’ Market 
 
 

 
15.15 Departure of buses for Le Bouveret - Wine testing, food demonstration and Diner at César Ritz 

College 

Pre-dinner Speech by Denise Miller on “The Future of TTRA” 

22.15 Departure of buses from Le Bouveret back to Archamps 
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Keynote speakers: 
 
9.00 to 9.30 Professor Bernard Cova  (Euromed, France) 

Putting Consumers to Work: Between Co-Creation and Co-Destruction of Value 
 
9.30 to 10.00 Alan Clarke (University of Pannonia,Hungria) 

Myths, Misteries and Magic: the limitations and potentials for innovation and creativity in 
Tourism. 

 
 
10.00 to 10.20 – Coffee break 
 
 
 
Session 10 – Destination Management: new visions 
 
10.20 Sue Beeton &  Isabelle Frochot, - LaTrobe University - Australia &  Université de Savoie - France 

Creative Approaches to Increasing Domestic Tourism: two Cases, two countries 
 
10.45 Anja Tuohino, University of Eastern Finland 

Well being tourism as a catalyst for profiling a destination - case Savonlinna town 
 
11.10 Kir Kuš� er, University of Ljubljana, Slovenia 

Determining Factors of Mountain Destination Innovativeness 
 
11.35 Sanaz Sanaye Goldouz & Seyed Abbas Ataie,  University of Tehran and Ashti Ba Zamin NGO, Iran 

Energy Tourism or Spiritual Tourism: A New Approach to Sustainable Tourism (Case Study: Takht-e 
Soleiman, Iran) 

 
 
 
Session 11 – Innovative tourism developments 
 
10.20 Giacomo Del Chiappa, University of Sassari – Faculty of Economics 

Disintermediation of hotel reservations: the perception of different groups of Italian online buyers  
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10.45 Wilhelm Loibl, Vienna University of Economics and Business, Austria 

An Overview of the Use of Semantic Markup on Tourism Websites in Austria 
 
11. 10 Mika Kylänen, José-Carlos García-Rosell, Teija Tekoniemi-Selkälä, Minni Haanpää, Rovaniemi 

University of Applied Sciences & Lapland University Consortium, Finland 
Tourism Product Development Practice - Case Northern Finland 

 
11.35 Hilary Jenkins, Otago Polytechnic, New-Zealand 

Case studies of creative and innovative tourism products 
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Session 1 – New visions on experiential marketing and co-creation 
 
 
 
Pop Music Festivals in Europe: A Hermeneutic Phenomenological Study of 
Tourist Experience from Taiwanese’s Perspective 

 
Wen-Chun Shen 
Graduate Institute of European Cultures and Tourism,  
National Taiwan Normal University, Taiwan 
jessie225@gmail.com 
  
Yi-De Liu 
Graduate Institute of European Cultures and Tourism,  
National Taiwan Normal University, Taiwan 
yideliu@ntnu.edu.tw 
 

Abstract 

In recent years, researchers have become increasingly interested in the tourist experience. The last two 

decades have seen growing significance placed on research in exploring how travelers feel while 

undergoing their leisure practices. A growing number of research studies are presently available to 

shed some light on the tourist experience studies. For the objectives to be achieved, this research 

article is structured as follows. The first section is a review of the literature and is followed by some 

background information on the ongoing research within which the present study was carried out and a 

statement of the specific research questions. The third section described the methodology and 

procedures for the collection of data on Taiwanese festival-goers’ tourist experiences in Europe. The 

results for the various analyses are presented following each of these descriptive sections. Finally, 

conclusions are presented and suggestions are made for further research. 

Keywords: Popular culture, Music festivals, Tourist experience, Hermeneutic Phenomenology 
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Session 1 – New visions on experiential marketing and co-creation 

 
Experiential Aspects of Tourism Gift Consumption 
 
Dr Jackie Clarke 
Oxford Brookes University Business School, UK 
jrclarke@brookes.ac.uk 
 
 
This paper addresses how consumers make use of fantasy, feelings, and fun when choosing, creating, 

giving and consuming gifts that are tourism experiences rather than objects. These experiential aspects 

of consumer behaviour are examined through the lens of marketing as a discipline.  Outside of the 

‘experience companies’ that specialise in tourism and leisure as gifts and some enlightened 

organisations, the tourism industry is largely unaware of the consumer behaviour associated with the 

buying of tourism products as gifts for others.  Yet consumers are using intangible experiences as gifts 

because such gifts offer considerable scope for the creative expression of donor-recipient relationships. 

An interpretive qualitative study conducted in the United Kingdom, evidence was generated from a 

stream of primary research encompassing telephone interviews with experience companies, depth 

interviews with consumers (donors and recipients) of tourism and leisure gifts (52 episodes), self-

completed written instrument by consumers (recipients) of historic airplane flights (137 episodes), and 

semi-structured interviews with marketing managers in four tourism enterprises across different sub-

sectors.  Thus data was captured from donors, recipients, and tourism and leisure providers. 

Modern hedonism has been summarised as the quest for pleasure through emotional experience as 

opposed to sensory stimulation (Gabriel and Lang, 2006).  Donors selected tourism and leisure gifts 

that were either straight purchases from a single provider, modified purchases, or created ‘home-made’ 

gifts by amalgamating components from a number of different providers.  The feelings (emotions), 

fantasies (imagination and dreaming) and fun (playfulness) were interrogated through the behavioural 

phases of gift decision making, gift exchange, post-exchange and gift consumption.  A range of 

emotions (including negative) were displayed both by donor and recipient and at different phases in 

the gift giving process; donor decision making in groups for created gifts was particularly charged.  

Fantasies were evident both for donors planning gifts and for recipients.  For example, as an intangible 

gift, means of exchange allowed for creative mechanisms beyond the classic wrapping strategies 

associated with physical gifts.  One such mechanism was the ‘decoy’ mechanism whereby donors 

presented recipients with a largely misleading list of things to pack.  This list gave scope to the 

recipient’s imagination, so that they conjured wild scenarios in their minds – bog snorkelling in Wales 

was one scenario.  Fun or playfulness was built into many of the gifts and often related to an element 

of ‘surprise’, in itself an attribute of the perfect gift (eg Belk, 1996) in Western societies. 
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Session 1 – New visions on experiential marketing and co-creation 
 
�

The Creative Tourism of Malaysian Homestay: An Analysis of Experiences 
and Word of Mouth 
 

Salamiah A. Jamal 
Faculty of Hotel and Tourism Management 
Universiti Teknologi MARA, Malaysia 
salamiahajamal@yahoo.com 
  
Nor’Ain Othman 
Faculty of Hotel and Tourism Management 
Universiti Teknologi MARA, Malaysia 
norain568@salam.uitm.edu.my 
 
Nik Maheran Nik Muhammad 
Faculty of Business Management 
Universiti Teknologi MARA, Malaysia 
nik7944@gmail.com 
 

Abstract 

Favourable word-of-mouth is important in making this creative tourism experience more widely 

accessible to others who may never have imagined such an experience might exist. The main objective 

of the study is to investigate the relationship between visitor experiences and word of mouth in the 

Malaysian homestay context. Five most prominent homestay villages, Homestay Banghuris, Selangor, 

Homestay Pelegong, Negeri Sembilan, Homestay Relau, Kedah, Homestay Anjung Bonda, Melaka 

and Homestay Tanjung Piai, Johor were used as the study site for this research. Confirmatory factor 

analysis via Structural Equation Modelling was employed to analyse the results.   

�

�
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Session 1 – New visions on experiential marketing and co-creation  

 

Does the Dimension Climate and Nature Still Rank High in Long-Term 
Tourism? 
 

Norliza Aminudin 
Faculty of Hotel and Tourism Management- Universiti Teknologi MARA, Malaysia 
norlizaaminudin@yahoo.co.uk 
 
 

Sofiah Abdul Rahman, PhD 
Faculty of Business Management - Universiti Teknologi MARA, Malaysia 
sofiahab@salam.uitm.edu.my 
 
 

Nor’Ain Othman, PhD 
Faculty of Hotel and Tourism Management - Universiti Teknologi MARA, Malaysia 
nor’ain@salam.uitm.edu.my 
 

Abstract 

The main purpose of this paper is to establish the importance and ranked the dimension climate and 

nature in long-term tourism. The dimension is studied in long-term tourism from the perspective of 

wanting to have a cross-border second home (CBSH) in a host country, Malaysia. Previous studies 

show that climate is a pulling factor in having a CBSH, nonetheless for country like Malaysia and its 

neighbouring countries which have similar climate, main question that arise is that what are other 

dimensions that potential second homers look for in choosing a host country for their CBSH. This is 

especially when a few countries with similar climate are cluttered nearby and all welcome 

international second homers. At the same time this study is able to establish how important is climate 

compared to other dimensions. The findings would be helpful in understanding the competitiveness of 

host countries. Based on the data collected from 398 expatriates working in Malaysia in a self-directed 

survey, using structural equation modelling (SEM) suggest that the dimension climate and nature is 

ranked as number two, after ‘government support’.  Climate and nature is followed by the ‘dimension 

leisure activities’ and ‘value for money’. All four dimensions are significantly related to the overall 

satisfaction in living in the host country. Consequently, overall satisfaction has direct effect on 

behavioural intentions towards having CBSH in Malaysia. Based on the results, recommendations 

were made in marketing a country as a host to CBSH.  

 

Keywords: Long-term tourism, short-term tourism, cross-border second home, working expatriates 

and behavioural intentions. 
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Session 1 – New visions on experiential marketing and co-creation  

 

The Influence of Ethical Initiatives on Tour Booking Outcomes 

Witchuta Marchoo 
PhD Candidate 
Department of Tourism, Leisure, Hotel and Sport Management, 
Griffith University - Australia 
 
Ken Butcher 

Department of Tourism, Leisure, Hotel and Sport Management, 
Griffith University - Australia  
 

Abstract 

The purpose of this study is to investigate the influence of ethical initiatives on tourists’ perceived 

value and behavioural intentions, at the pre-booking stage of the travel experience. Ethical 

responsibility is defined as one domain of corporate social responsibility (CSR) and is treated as a tour 

operator’s activities concerning fairness for consumers, employees, shareholders, the environment and 

the community, that tend to go beyond legal requirements. An experimental study was employed to 

investigate the impact of the provision of a Code of Ethics and an Accreditation logo on an online tour 

brochure for potential tourists planning to visit Thailand.  The results highlight significant main effects 

of both ethical initiatives on the perceived value dimensions of quality and ethical-expressive value. 

However, no significant effect was found for hedonic and price dimensions of perceived value nor on 

the intention to book a tour.  

Keywords: Corporate social responsibility, Ethical initiatives, Tour operator, Perceived value, 

Behavioural intention, Experimental study  
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Session 2 – Innovative Corporate/Destination Strategies 

 

HRD in the Mauritian Hospitality Industry: An Innov ative Analytical 
Approach for Understanding the Value of Staff Training 

 
Girish Prayag 
SKEMA Business School 
Sophia-Antipolis - France 
girish.prayag@skema.edu  
 
 
Abstract 

The island of Mauritius is positioned in the luxury segment as tourist destination. Hence, the delivery 

of high service quality in hotels rests on staff being continuously and appropriately trained. The 

purpose of this paper is to identify the perceived importance and consequences of human resource 

development (HRD) in the Mauritian hospitality industry as perceived by line managers in hotels. The 

data for this study was collected via in-depth interviews with a convenience sample of 135 hotel 

supervisors that are involved in staff training. The innovative aspect of this paper is the two-step 

approach used for data analysis. Initially, thematic analysis using Braun and Clarke’s (2006) stepwise 

procedure is employed to identify themes in the data set. Thereafter, content analysis using a neural 

network software, CATPAC, is used to establish the credibility of findings. “CATPAC permits 

identification of interrelationships that determine classification of concepts being used by respondents 

and permit linkages and prioritisations to be drawn and numeric values of association (distance or 

proximity) to be identified” (Ryan & Cave, 2005, p. 146). This software is suited to both large and 

small sample sizes and provides additional support to findings derived from thematic analysis (Prayag 

& Ryan, 2011). CATPAC has been mainly used to understand images and motives of tourists with 

limited application to the hospitality field. Consequently, the main contribution of this paper is the 

application of this analytical technique to understand hospitality issues. The findings indicated that the 

value of training and HRD is related to organisational success, service quality improvements, sharing 

of knowledge and experiences by supervisors, and improvements in operational efficiency. At 

departmental level, hotel supervisors perceived improvements in staff attitude, team work, 

productivity and service delivery as the result of staff training. The findings from CATPAC, using 

Ward’s clustering method, revealed associations between words such as “positive”, “front”, “guest”, 

“comments”. Reviewing the original transcripts, it was clear that these words were clustered together 

because of the increase in positive guest comments for front-line staff as a result of improved service 

delivery. Implications for HRD, allocation of training resources and the broader hospitality industry 

are suggested. 
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The Singaporization of the International Airlines’ Hospitality: The Case of 
Singapore International Airlines’. Spirit of Service Excellence 
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nchiadmi@gmail.com 
 
 
Abstract 

In a rough-and-tumble world of fierce airline competition, where multiple factors such the 

perishability of seats, seasonality of demand, combined with uncontrollable kerosene prices as well as 

unforeseen political and natural disasters inject additional levels of complexity, one company managed 

to make healthy profits year in, year out while major conventional airlines leaders failed to avoid loss 

for almost a decade. 

Welcome aboard Singapore International Airlines, where brand name is associated primarily with 

service excellence and deep customer focus. Singapore (the country) and Singapore Airlines as its 

flagship have banded together to form what is commonly called “singaporization”, characterized by a 

strategic flexibility which leads to service innovation and creativity. Branding and service will be key 

competitive advantages for differentiating airlines in the future. The aim of our research is to attempt 

to explore how this world-class service organization translates a complex multi-faceted strategy into a 

clear, effective, and sustainable success story. Why did SIA succeed where other aviation world giants 

failed? This study will also attempt to determine whether SIA’s service excellence system can be 

transferable to other airlines companies and identify the conditions and boundaries of such a 

Singaporization?  

Findings are derived from literature review, observations and practices assessment. In addition, an in-

depth interview with aSIA’s senior executive was conducted. Recommendations were made to assist 

for an understanding of the secrets of SIA‘s success. Hopefully, some useful lessons can beadopted 

from this study. Finally, this case study examinedthe extent to which some key elements from SIA’s 

successful services’ culture might not be transferable to other international airlines. 

Keywords: Singaporization, Asianess, Airlines’ Hospitality, Service Excellence, Human Capital, 

Transferability, Airlines Strategies, Service Innovation, Strategic Flexibility, Case Study 
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Abstract 

Corporate travel and meetings is an area that has not been the object of much academic research, 

despite its economic and managerial importance. This paper responds to the call by Faulconbridge, 

Beaverstock, Derudder and Witlox (2009) for more in-depth studies of the business travel sector. 

Today, in the context of corporate travel, travel and meetings costs span across several departments, 

often leaving a big question mark as to what the actual costs are and where they are spent. Bell and 

Morey (1995) as well as Anderson, Lewis and Parker (1999) investigated the efficiency of corporate 

travel departments. Indeed, over the past decade, many travel management departments have 

implemented procurement strategies, booking and tracking tools, and better supplier management 

processes to track expenditures.  Despite the fact that as much as 35% of a company’s total travel and 

entertainment is dedicated to meetings annually, meeting management lags behind transient travel due 

to the complexity and variable nature of the meetings and events industry. When taking a deeper look 

into the relationship between the two departments, studies have often found links and overlaps worth 

exploring, yet few businesses have pursued a strategy of integration. The objective of the present study 

is to better understand the integration of corporate travel and meeting management – what is to be 

gained from integration, the barriers to achieving integration and how those barriers can be overcome. 

To respond to this objective, an investigation of corporate travel professionals’ attitudes towards 

meetings and travel management integration was undertaken. The study was conducted in two phases. 

First, a qualitative research approach (in-depth personal interviews with several corporate travel 

executives as well as with representatives of hotel, technology and travel management companies) was 

used to better understand professionals’ opinions, perceptions, and thoughts about travel and event 

integration. Then, a global online survey of nearly 200 companies represented by travel, procurement 

and/or meetings managers was conducted. Respondents were asked about the size and scope of recent 

actions their organizations have taken to potentially merge travel and meetings spend, and executives’ 

views on the success and frame conditions in doing so. Respondents were additionally asked to 

identify the most significant challenges facing their companies’ endeavors and the level of 

preparedness of their organizations to face these challenges.  
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Findings suggest that integration of travel and meeting spend is growing despite barriers related to 

managing change. Indeed, about 40% of the companies that were surveyed have either integrated 

travel and meetings, or are in the process of doing so. However, a number of barriers exist. Investment 

in technology is no longer a major concern for executives: the most common difficulty is now the 

issue of change management. Taking away the travel processes from those who are managing 

meetings within the company is considered to be a highly emotional issue. The objectives that a 

company wishes to achieve through change must be clearly communicated and carefully managed.  
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Quantifying Road Network Accessibility to Tourist Regions with 
Geographical Information Systems  
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Abstract  

This study quantifies road network accessibility to tourist regions, with centroids of all municipalities 

in the Netherlands as origins and five tourist regions in Germany as destinations. A critical 

examination of the methods used has revealed some shortcomings when measuring accessibility to 

multiple centres with Voronoi isochrones and isogrids. Acceptable accessibility measures are obtained 

by adapting and extending these methods. Application of zonal statistics allows quantification of a 

complete set of origin-destination types making it possible to compare different modes of transport. 

The isogrid accessibility model consists of four submodels: single-centre accessibility, multi-centre 

accessibility, average single-centre accessibility and average multi-centre accessibility. An advantage 

of the zone-based isogrid method is that socio-economic attributes can be linked to origins, which is 

useful for target marketing. However, it is necessary to apply a correction factor as the free-speed data 

used will result in an underestimation of travel times. Using a zone-based isogrid can facilitate 

location analysis in tourist destination planning as data needs are limited while data modelling is 

relatively simple and cost-effective.  

 
Keywords: accessibility, road network, origin, destination, Voronoi drive time isochrones, isogrid, 

travel time, tourist region, zonal statistics 
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Abstract 

The purpose of this paper is to theoretically analyze different measures of competitive advantages of 

alpine destinations. The focus of the analysis is on the general Destination Competitiveness and 

Sustainability Model developed by Ritchie and Crouch (2003). A literature review was carried out 

(e.g., Enright & Newton, 2005; Fuchs & Weiermair, 2004; Hu & Ritchie, 1993) identifying different 

indicators of destination competitiveness which were structured within the levels and categories of the 

model from Ritchie and Crouch (2003). Indeed, it is possible to conclude that most researchers have 

used a variety of measures that can be attributed to the Destination Competitiveness and Sustainability 

Model. However, no research identified, tested the model empirically for both, the demand and the 

supply side. This paper extracts supply and demand side standards for winter sport destinations on the 

basis of different indicators such as socio-demographics, current range of winter sports, and macro 

level indicators of size of the destination or the hotel capacity. The results of these findings will be 

used to provide a framework which can be used to internationally benchmark several alpine winter 

destinations. Based on that framework, a questionnaire was developed and the research project is 

currently ongoing. 

Key words: Sport Tourism, Tourism Demand, Tourism Supply 
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Abstract 

Since the last two decades, considerable debates have arisen about the importance on data collection in 

tourism. However, while the literature provides extensive guidance regarding the use of visitor survey 

to determine average tourist behaviour, little attention has been paid to estimate the number of regional 

visitors. 

After the European Council Directive 95/57/EC all member countries created or modified the existing 

tourism survey. Generally speaking, in each country there are two main kinds of tourism surveys. One 

which could be defined “from the demand side” and one “from the supply side”.  

On one hand, surveys from the demand side, usually, provide quantitative and qualitative information 

useful for tourism planning, but they have a geographical scale that is, at most, at regional level 

(NUTS2). On the other hand, at least in the majority of European Countries where census survey on 

accommodation establishment is performed (as in Italy and Spain) statistical sources from the supply 

side have a high geographical detail, in some case even at municipality level (NUTS4). However, 

there are at least three main problems related with the use of data on guests in accommodation 

establishments for tourism planning purposes: the absence of any information regarding guest travel 
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motivation, which does not allow to distinguish tourists from other travellers; the absence of some 

tourist typologies, such as second house users, boat tourists, people with camper not staying in official 

campsite, and so on; the so-called “double counting effect” which occurs when a guest change 

establishment within a given destination, during his/her trip.  

The aim of this paper is to discuss official tourism statistics regarding their merits and pitfalls, placing 

particular attention to the need of information at a local level, for tourism planning purposes. Some 

methods to estimate real number of tourists in a destination are reviewed and some proposals are 

provided with reference to Sicily. Particularly, the concept of un-observed tourism is introduced and 

discussed, a review and some proposals on ways to estimate the real number of tourists in a destination 

through official data, indirect indicators, and ad hoc surveys is presented. Finally, as a case study, we 

present the results of a sample survey conducted in Sicily to estimate the un-observed tourism in the 

Island.  

Keywords: Tourism statistics, un-observed tourism, tourist behaviour, Sicily 
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Using Cluster Analysis to Segment Tourists: Response-Style Effects 
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Abstract 

Response styles can have significant effects on data analysis. Different people have different response 

styles, some favor high scores whereas others low scorers and some people avoid using extreme 

scores, especially in attitudinal research questions. This is called response style effect. In segmentation 

goal is to group people into homogenous clusters that differ from each other significantly. According 

to a literature review of earlier segmentation studies, there is a possibility that response style effects 

can influence segmentation results. In this study, empirical data is used to examine how response style 

effects affect cluster formation in a single country context. Results show that especially when using 

cluster analysis response style effects should be closely examined as the results can be drastically 

different. 

 
Keywords: segmentation, response style effects, cluster analysis 
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Will Classroom Learning Environment Affect Creativi ty of Hospitality 
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Abstract 

This research successfully developed eight dimensions about classroom learning environment based 

on Dorman’s (2008) What is Happening in this Classroom (WIHIC). The Creativity level of the 

hospitality degree final year students in Taiwan was measured by Abbreviated Torrance Test for 

Adults (Goff and Torrance, 2002).  Multiple regression reveals that the dimension of “Investigation” is 

related to creativity level significantly.  Suggestions on how to improve the creativity are discussed. 

Keywords: Classroom Learning Environment, Creativity, Hospitality degree students, Taiwan 
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Tourists’ Satisfaction in a Moroccan Hotel 
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Abstract 

Morocco put much effort to develop its hospitality industry as the tourism sector represents one of the 

major activities of the Moroccan economy. It represents about 8% of the Gross Domestic Product 

(GDP) and provides more than 320000 jobs. Morocco’s Vision 2010 is the country’s tourism 

development plan initiated in 2001 (Plan Azur). Through the plan, the government aims to increase the 

number of hotels and resorts all over the country in order to reach 10 Million tourists in 2010. 

Therefore Moroccan hotels have to assess and improve their service quality in order to ensure high 

customers’ satisfaction which leads to high customers’ loyalty.  Also the hotels’ managers should not 

forget that the worldwide tourists are rethinking their vacation plans as most of the developed 

countries are slowly recovering from the aftermath of the world financial and economic crisis. For this 

reason, hotels’ managers have to be sure that their human capital is well-trained, experienced, and 

motivated to satisfy their customers’ needs. Indeed, managers tend to focus and insure their costumers’ 

satisfaction through recruiting skilled human capital plus providing the essential tangibles that are 

critical in such industry. So in order   to insure costumers’ satisfaction, hotels’ managers should have 

well-equipped hotels and enthusiastic human capital.   

The aim of this empirical research is to investigate the perceptions and expectations of international 

tourists visiting Moroccan hotels by employing a modified SERVQUAL questionnaire (Parasuraman 

et al., 1991 and Juwaheer, 2004).  We used the data collected from visitors of a famous apartment’ 

hotel in Casablanca as a primary source of information. The results of this study will help hotels’ 

managers in identifying their shortcomings and then improve their service quality. Also this study will 

determine the most important service quality dimensions as seen by the international visitors to 

Morocco.  Moreover the results of the survey analysis can be used as a pilot study for a larger scale 

research.  
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The Role(S) of Destination Management Organisations in Local Innovation 

and Creativity: A Critical Review of a New DMO. 
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This paper critically examines the operation of a newly created DMO in the city of Veszprém in 

Hungary and the way that its formation, introduction and operations have impacted on innovation and 

creativity in the tourism industry in and around the city. Veszprém is a small historic city, close to the 

northern shores of Lake Balaton, which has a diverse tourism portfolio largely focussed around the 

heritage and cultural offers in the city. Attention will be focussed on the way structures have been 

created that both delimit and incentivise certain forms of tourism activity through partnership working, 

joint initiatives, funding bids and branding.  

The framework of analysis is drawn from the co-creation literature and a knowledge management 

perspective. What our research demonstrates is that whilst the management of explicit knowledge has 

been overtly targeted by the management of the DMO, there are also important elements of the system 

that build on the tacit knowledges of tourism in the city. This has been reflected in the increasing 

strength of sense of „partnership�  in Veszprém and innovations that spring from multiple originators 

rather than relying on single entrepreneurs.  

There had been a fear that introducing a new DMO would stifle the creativity in the city rather than 

inspiring it, especially as the legislation established definite parameters on the workings of the DMOs 

both in times of membership and activities. However despite the top down imposition of these 
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arrangements, our research points to a positive outcome with the new formal spaces and the informal 

spaces created around the structure proving to be a fruitful source of inspiration within the city and its 

surrounding region. 
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Impact of Departmental Services on Consumer Satisfaction in 
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Abstract 

As the global economic crisis has its negative impacts on all the sectors, the accommodation 

establishments of all kinds, like the enterprises of other sectors are facing severe competition. It seems 

that one of the ways to stand out from the crowd is differentiation by marketing and quality 

management tools thus leading to higher levels of customer satisfaction. Since the satisfaction levels 

of customers usually vary from one hotel department’s services to the other department’s services, it is 

important for hotel management to realize which department is obtaining the highest level of customer 

satisfaction and how it achieves it. The results may be applicable to the other departments’ services, 

which may lead other departments to higher levels also by benchmarking and other applicable 

strategies. The aim of this study is to discuss and make a preliminary analysis on the aspects of 

customer satisfaction regarding the services provided by the hotel’s departmental organization. 
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Abstract 

Usually described as an amalgam of touristic products and services available in one site, the tourism 

offering is considered in the literature as a combination of consumption experiences that involve both 

private and public actors. Thus tourism experience is characterized by many interactions with physical 

and human environment valued by tourists and leading to satisfaction. From a management viewpoint, 

understanding satisfactory and dissatisfactory elements of experiences is a significant challenge to 

design and deliver a memorable experience and to support positive post-consumption reactions. Using 

the critical incident technique, the authors collected 216 incidents in order to reveal salient factors on 

which tourists forge their evaluation and build up their satisfaction. This research sought to investigate 

major driving factors of tourist satisfaction and dissatisfaction taking into account all elements related 

to a touristic stay and partially neglected to date in the tourism literature. A typology of elements 

contributing to the tourism experience satisfaction is proposed. The results claim that a broader, 

holistic view of tourism experience is needed and advise to focus on elements leading to satisfaction 

and dissatisfaction. Moreover, besides the traditional categories classification based on service 

attributes and the type of providers, the results highlight the human being factor as a new important 

category of elements influencing satisfaction. Implications for tourism destination managers and 

services managers are then discussed. 

 

Key words : Tourism experiences, satisfaction, dissatisfaction, destination, tourism services, critical 
incident technique 
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Senior tourists represent a third of the world tourism industry today and their number is due to 
rise in the context of the world population’s growth and ageing. For the next two decades at 
least, they will enjoy better health, increased life expectancy and greater disposable income 
than the previous generation, making them a strategic segment for marketers. Understanding 
the specific needs of such a cohort is thus a priority for tourism researchers and professionals.   
  
Older travellers are at a stage in their life where they experience numerous losses and threats 
associated with changes in physical well-being, mental sharpness, frequency and type of 
social interactions, and potential negative reactions related to ageing (Atchley, 1997; Mattes, 
2005; McFadden, 1996). Their own mortality also becomes very salient with the deaths of an 
increasing number of their age peers, which can generate strong anxiety (Urien and 
Kilbourne, 2008). In this context, spiritual development is a mechanism which enables them 
to cope with the challenges associated with old age. Spiritual growth involves finding the 
meaning of one’s life and death and includes a reflection on after life (Ita, 1995).  
 
Spirituality belongs to the sixth and highest level of Maslow’s revised hierarchy of needs 
(Maslow, 1971), that of self-transcendence. According to the well established push-pull 
theory in the tourism literature, push factors are internal socio-psychological factors that 
induce an individual to travel (Crompton, 1979; Dann, 1977, 1981). They relate to Maslow’s 
five levels of needs (Maslow, 1952). We suggest that the need for spiritual development, 
which sits at the top of Maslow’s revised hierarchy (Maslow, 1971), is a push factor for older 
travellers.  
 
Our research investigates the spiritual benefits derived by senior tourists from travelling. 
Seventeen depth interviews were conducted with retired travellers, aged 60 to 85. The topics 
covered are their travel experiences and motives, and the benefits they derive from travelling. 
Content analysis reveals five categories of spiritual benefits: life meaning, introspection, 
better understanding of their relationship with other human beings, better understanding of 
their relationship with nature and exploration of other spiritualities, which broadens the 
spectrum of their own. Spiritual benefit categories are described and suggestions made for the 
design of travel offers with a spiritual benefit potential. Limits of the research work are 
presented and suggestions made for future research.  
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Abstract 
This study examines the effects of work environment on frontline employees’ performance in 

Malaysian hospitality industry.  More specifically, the study examines the effect of changed behaviour 

as the moderator variable of the relationship between work environment variables and employee job 

performance.  Structural Equation Modelling was performed to test the moderator effect, as they are 

highly employed by the social science researchers. The hypothesized relationships are tested using 

AMOS 17.0 through path analysis.  The results of the confirmatory factor analysis demonstrated 

relatively a reasonable fit of the four factor model to the data on the basis of a number of fit statistics 

(x2 = 142.585;  x2 /df =2.417; GFI (good-fit-index) = 0.924;  RMR (root mean square residual) = 

0.033; RMSEA(root mean square error of approximation) = 0.073).  The findings showed that the 

strength of correlation between work environment variables and frontline employee’s performance is 

moderated by changed behaviour variable. Discussion and implications of the findings are delineated 

at the end of the article.   

Keywords: Opportunity-to-use, Supervisor support, Co-worker support, Changed Behavior, 

Performance  
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Abstract 

The dominant Soviet tourism experience in Estonia, Latvia, and Lithuania since their return to 

independence in 1991 generally fell into the classification of “remembrance” tourism, whose aim is to 

focus on emblematic historic sites, particularly those of major conflicts (Orbasli & Woodward, 2009).  

Although remembrance tourism forces one to recall those moments that many would like to forget, the 

value lies in its ability to retain lessons from the past (Richter, 2002).  Remembrance tourism allows 

for the saving and establishing of an identity, particularly cultural identity; which in itself extends to 

values of citizenship (Metro-Roland, 2008). 

In fact, in these three Baltic states one of the early tourist attraction aims was to develop an 

“occupation” museum, and special exhibits, to bring to light their shared experiences under the 

Communist system.  Examples include the KGB Museum “Grey House” in Tartu, Estonia, the 

Museum of the Occupation of Latvia, in Riga, and the Museum of the Genocide Victims in Vilnius.  

Each of these museums was positioned to serve as a stark reminder of the atrocities that occurred 

during the Soviet period. 

A more recent phenomenon has been the rise of Soviet “nostalgia” tourism (Caton & Santos, 2007), 

which involves putting together certain constructions of the past with particular aspects of the present.  

This longing for the Soviet past would seem unheard of in the immediate years following the end of 

these countries forced incorporation into the USSR from 1941-1991.  These tourist experiences are 

centred on promoting the kitschy and nostalgic aspects of the Soviet period.  These include the Soviet 

“Nostalgia” tours offered in Estonia, being able to stay at Leonid Brezhnev’s Dacha in Jurmala, 

Latvia, and Grutas Park, aka “Stalin World”, near Druskininkai, Lithuania. 

Thus, the aim of this research, as developed through the use of a case study, is to critically examine the 

impact that both types of “Soviet” experiences has had on the tourism industry image in each of the 

three countries.  Due to the exploratory nature of this research, a qualitative approach was taken in 
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order to gather an in-depth knowledge of this phenomenon.  As the premise was that there is a 

justifiable debate as to the ethics of offering and promoting such tourism activities and attraction there 

was a need to compare the voices of actual visitors to these destinations, and the perspectives of 

representatives of the official travel boards of the various countries/regions.  This was accomplished 

through extensive interviews conducted with the affected stakeholders in each of the three countries.  

The findings from this research have implications to the promotion/suppression of such tourist 

experiences and can extend beyond the Baltic states to countries with similar shared histories. 
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Abstract  

Boutique hotels and Design hotels can be seen as innovative products and services that renew the 

existing offer and meet increasingly complex customer needs.  Does that mean that design is becoming 

a distinguishing feature, a value, a norm?  In other words, can we envisage design as a tool to deliver a 

customer experience, or is it an end-in-itself, i.e. a “way of life” to be experienced during a week-end 

for example, in a tourist destination?  To answer these questions and as this is an explanatory study, 

we propose the following framework.  Firstly, these new forms of hospitality will be studied: what is a 

Design Hotel?  In what way will the concept of design, often overused in the context of hospitality, be 

developed?  Secondly, we will try to highlight the experiential aspects of consumption via a Design 

Hotel.  To do so, we will study the case of three Design Hotels and consider the following key-points: 

the perception of design among both consumers and design professionals, and the way in which design 

is communicated using marketing and public relations. 

 
Key words: Design hotel, design, experiential consumption 
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Abstract 

Cultural heritage tourism had become an important tourism type in 90’s. The role of perceived 

authenticity in a destination now is as determinant of tourist experience on tour. This study from 

tourist’s demand side focus on how the perceived authenticity to influence tourist’s tourism image, 

sense of place and intention behavior by using the case of Golden Ecological Park, Jinguashi, Taiwan. 

Therefore, the data collected by quantative method. 

Lisrel 8.52 software used to test the structure equation model, and a random sample of 384 visitors 

was selected for the survey. The perceived authenticity was rated for the museum environment and 

generalized activity of 7 items. The tourism image was measured by three naming categories. Three 

concepts were indicated to sense of place. The behavioral intention after visiting divided as three 

measurement variables. The study results are as fellowed: 

 
1. The model revealed that perceived authenticity is significantly and positively related to the tourism 

image. “Atmosphere in the park”, “Environmental Building” and “Museum of Gold” are the 

significant measurement variables to perceived authenticity. 

 
2. Authenticity perception has significantly positive related to sense of place, and tourism image is the 

important mediate variable between two variables. The indirect relationship is stronger than the direct 

relationship. 

 
3. Authenticity perception does not simply influence the behavioral intention after visiting, but it is 

through tourism image and sense of place these two mediate variables to result the positive influence, 

and the mediated effect of sense of place is stronger than tourism image. 

 
4. Tourism image has significantly and positively related to sense of place, and the main effect 

measurement variable of tourism image is from “Local mining and scenic resource”. 
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5. Tourism image does not cause significantly positive influence to behavioral intention after visiting; 

it needs to through sense of place to be mediate then has positive influence.  

 
6. Sense of place has positive influence to behavioral intention after visiting, and the measurement 

variable of place attachment construct the sense of place. 

 
Keywords: Authenticity, Tourism image, Sense of place, Behavioral intention after visit 
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perceptions of co-creation and customer involvement 
 

Henna Konu 
University of Eastern Finland, Centre for Tourism Studies - Finland 
henna.konu@uef.fi 
 

Abstract 

The role of a customer in product and service development processes has been highlighted in 

marketing literature. Different emerging concepts are emphasizing the customer’s perspective: e.g. co-

creation, value co-creation, customer involvement and service design. Co-creation of products and 

services has been seen as a new way to create value, both for customers and for businesses. This 

applies also tourism sector where co-creation enables customers to co-construct the service or tourist 

experience to suit their purposes and needs. Taking cognizance of changing customer lifestyles, 

increased use of the social media and customer’s interest in being as active participant in the 

production of his/her services, the co-creation has became as a relevant topic also in tourism product 

development processes. Customers can involve or be involved in diverse phases of product and service 

development processes and give their contribution in different ways. However, even though some 

researchers have recently studied value co-creation there has been reasonable little research of how 

customers are collaborating with firms and other actors.  

The aim of this study is to identify what kind of customer information is used in tourism product 

development processes (especially in small and medium size (tourism) enterprises, SM(T)Es) and 

what kind of co-creation methods and approaches are adapted and used by businesses and tourism 

developers in destinations.   

The paper studies the customer’s role in wellbeing tourism product/service development process from 

tourism experts’ point of view. These experts are tourism entrepreneurs, members of DMO’s and 

regional developers. Altogether 36 thematic interviews were conducted during 2009-2010 in three 

Nordic Wellbeing laboratory areas in Finland. The interviews were taped, transcripted and analyzed by 

using content analysis.  

Results show that many of the interviewees are still involving customers very traditional ways. 

However, there were few businesses and development organizations that were aware and using more 

advanced co-creation practices. In addition to utilization of diverse co-creation methods, constraints of 

customer involvement and co-creation are discussed. 

 
Keywords: co-creation, customer involvement, new product/service development, wellbeing tourism 
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Abstract 

Tourism attraction is a key point in the efficiency of tourism destinations. The tourism French paradox 

underlines that France is not competitive in its tourism industry (Barros et al., 2010). French ski 

resorts are concerned and the managers have to face new challenges with the environmental pressures 

(Falk, 2009). Several researches focus on the necessity to adopt new environmental management 

systems (Williams and Todd, 1997; Singh, 2008) but few propose tools based on benchmarking 

(Hudson and Shephard, 1998; Ormiston, Gilbert and Manning, 1998).  

The purpose of this paper is to analyse the efficiency of ski resorts in France. More precisely, this 

contribution examines if ski resort efficiency is driven by “green” actions. Ski resorts are technically 

efficient or not? What are the impacts of environmental actions on the technical efficiency? What are 

the best practices?  

This paper applies a two-step Data Envelopment Analysis (DEA) procedure. In the first stage, the ski 

resorts technical efficiency is evaluated by using DEA in order to establish which resorts are the most 

efficient. In the second stage a bootstrapped truncated regression model is used. Then contextual 

variables (environmental factors) are introduced in order to evaluate their influence on the efficiency 

scores. Managerial implications and recommendations for decision-makers are derived from the 

results. 
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Abstract  

The hospitality and tourism industry needs to be forward looking and aggressive about making 

changes that meet the demands of rapidly evolving business and natural environments. How ethical 

and socio-emotional growth in the context of academic and practical training may foster heightened 

ability in creative and sustainable approaches to business innovation and change in light of 

increasingly critical global environmental issues is not yet fully understood.  

Developmental psychology based assessments of ethical judgment capacity (the Defining Issues Test, 

or DIT) and socio-emotional maturity (Subject-Object Interview, or SOI) provide well-known 

measures of these aspect of character development.  

This paper describes the beginning phases of a research project to focus on hospitality and tourism 

students, including the analysis of data gathered in a pilot study using the DIT during the fall of 2010. 

Tentative conclusions from this study are then used to build hypotheses and an initial design for a 

larger study.  

Results of this research hold implications for the structure and content of hospitality, tourism and more 

generally business degree programs, as well as recruitment and promotion policies and practices. 
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Abstract  

Various attempts have been made to use events as a platform for political messages, such as 

sustainability or ‘green issues (Laing and Frost, 2010; Sharpe, 2008), as well as using events as a 

vehicle for promoting a political philosophy or ethos. Sharpe (2008) notes however that the increasing 

commodification of festivals might affect their role as a space for dissent and ‘vehicle for social 

change’, particularly the emphasis on economic returns. Linking heavy or overt political messages 

with a hedonic experience such as a festival, where some attendees might be looking to escape from 

their everyday lives, might also be problematic. Further research is needed to examine how effective 

this process is and to assess the advantages of using events to deliver political messages. This paper 

examines this issue in the context of the slow food festival. 

 

A growing number of cities around the world are now designated slow cities or Cittàslow (Knox, 

2005; Miele, 2008; Pink, 2007) and various events world-wide are based on a slow food theme, 

including the Salone del Gusto in Turin, reputedly the largest convention devoted to regional food in 

the world (Schneider, 2008). The concept of ‘slow food’ began in Bra, Italy (Leitch, 2003; Richards, 

2002; Scarpato, 2002; Schneider, 2008), but has now expanded to more than 100 countries around the 

world, with in excess of 80,000 members (Lotti, 2010). It can be viewed as a philosophy that has 

developed, in part, in response to the perception of the ‘McDonaldization’ of food (Miele and 

Murdoch, 2002), as well as the increasing pace and stress of modern lives, which is having adverse 

effects on health and happiness (Petrini, 2001). Food is one plank within a broader ‘slow’ philosophy, 

which advocates ‘slowing down life in general’, with implications for improving quality of life 

(Richards, 2002). It is also linked to a greater connection to place and to one’s local community 

(Yeoman, Brass and McMahon-Beattie, 2007), as well as to cultural and national identity (Donati, 

2005; Leitch, 2003) and thus may attract visitors looking for more authentic experiences at 

destinations (Sims, 2009). The slow food movement has however been criticised in some quarters for 
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promoting elitism and privilege (Schneider, 2008), as well as a misguided and nostalgic ‘fetish’ for 

peasant traditions that glosses over socio-economic and gender inequalities (Donati, 2005). 

 

This paper argues that the slow food festival might merely attract the ‘converted’, rather than reaching 

those people who have yet to be exposed to the slow food message. They may however provide a 

valuable forum for encouragement and support of those individuals who have already embraced or 

who have started down the path towards a slower lifestyle. The slow food festival or event may also 

form the basis of highly authentic tourist experiences, which showcase a region’s produce and 

traditions to a new audience. 

 
Key words: slow food, event, festival, social change, political message 
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Abstract 

The impacts of carbon dioxide emission on climate change are clearly visible and have been 

demonstrated by a range of scientists. Increasing carbon dioxide emissions brought on by energy 

demand and fuel consumption is threatening our capacity to achieve sustainability. Previous studies 

have indicated that tourism is a potential carbon dioxide emitter industry, and consequently significant 

contributor to climate change.  The carbon dioxide emissions caused by three main sectors of tourism 

industry – transport, hospitality and attraction - are assessed and analyzed from different sources. It is 

estimated that 5 % of the total global carbon dioxide emissions are caused by the tourism industry. The 

main objectives are the exploration of differences of carbon dioxide emissions among transport modes, 

accommodation establishments, attractions, activities and events within tourism industry and the role 

of tourists’ travel-style can have in this emission. To achieve the project’s objectives a data 

compilation on carbon dioxide emission is established for each sector and the average emissions are 

calculated. The results reveal, in total congruency with previous studies that the main contributors to 

climate change is the transport sector, where the short-distance air trips and car trips are emitting, 

respectively, 178 g of CO2/pkm and 150 g of CO2/pkm.  The results also disclose that hotels are the 

largest carbon dioxide emitter in the hospitality sector, emitting 19455 g of CO2/tourist-night. The 

minor contributor is the attraction sector; anyway emission should not be neglected once activities can 

reach an emission of 23060 g of CO2/ visitor-day in air activities. The most reliable data is used to 

construct a tool where tourists can assess their CO2 emission for holidays according to their mode of 

travel and/or other choices. These insights suggest that the tourism industry needs to address its goal 

for mitigating climate change. All those involved in tourism have a huge responsibility to recognize 

the importance of its sustainable development. Tourism has immense power to create positive 

grounds, but if developed without concern for sustainability, tourism can not only damage societies, 

the environment and climate system, but could also destroy its own long-term legitimacy. 

�
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Revenue Management and Price Discrimination: consumer reactions 
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Abstract 

Yield/revenue management1 came about from the start of the 80’s. These concepts were initially 

developed in the United States in different sectors such as aviation, the hotel business and car rental 

(Smith, Leimkuhler et Darrow, 1992), later extending into other sectors of activity (Kimes et Chase, 

1998).  

Yield management’s basic concepts were as much discarded from academia as management during the 

70’s. The first researcher to introduce the idea of the maximization of income for a specific capacity, 

rather than the maximization of the occupation level was Littlewood (1972). Yield management is a 

sophisticated form of supply and demand management with simultaneous action based on prices and 

available capacity. This strategy consists of allocating the best service to the best customer, at the best 

price and at the best moment in time (Smith, Leimkhuler et Darrow, 1992).  

In this article we evoke the problem of customer reactions towards the practice of yield / revenue 

management. We remind readers that one of the “visible” consequences of yield/revenue management, 

for customers is characterized by an impression of continuous and unexplained variation of the prices 

by service providers. The price-customer interface management becomes a problem and the 

repercussions are reference loss, a reduction in trust towards the service provider, and a certain level of 

dissatisfaction. The issues of price perception and especially the aspects of fairness, honesty, equality 

and acceptability of the pricing policies has been the object of research studies. We propose a 

synthesis of recent research combining academic questionnaires and managerial implications.  

�

 

���������������������������������������� �������������������
1 The two terms are used in the usual language in the company environment as well as in the academic literature. 
Yield management is concerned with the original concept and was the principal term used in the 80’s and 90’s. 
The term revenue management in practice replaces little by little the expression yield management. Furthermore 
the “historic” expression yield management no longer is associated with operational aspects whereas revenue 
management is associated with a certain level of analyze and a more “strategic” way of making decisions in 
companies.  
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Abstract 

The tourism sector offers a consumer experience in four steps: the experience of anticipation, the 

buying experience, the experience itself and the souvenir experience. However, the multitude of 

actors that can be involved in the creation of the consumer experience is not conducive to 

consistent and immersive consumer experience. A 3D virtual world to unify the consumer 

experience, particularly the anticipation, buying and souvenir experiences, and help the consumer 

to build his stay. Made from marketing literature about the consumption experience and 

information systems on virtual worlds, we provide a theoretical framework about the provision of 

virtual environments in tourism consumer experience in order to define the characteristics of this 

virtual resort, and give some examples of technological instantiation. 

 

 

Keywords: consumer experience, immersion, flow state, virtual world, hyperreality.  
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Purpose 

Food and tourism may be considered as two interrelated elements that bring people and cultures 

together in many different occasions. Research indicates that food could be seen as a peak touristic 

experience and the main tourist attraction. for (Quan & Wang, 2004). Cohen & Aviali (2004) also 

discussed this subject while considering the roles of food in tourism as an attraction and an 

impediment. In relation to this, Henderson (2009) reviewed “Food Tourism” in detail and touched on 

the importance of food’s profound roles including l being a kind of tourist attraction, playing a role in 

tourist decision making and satisfaction, being a destination development tool,and adding  to the 

destination’s image thereby bringing possible competitive advantages.  

Being seen as one of the most important “pull” factors in the literature, a destination’s image is known 

to be essential in attracting tourists along with the individuals’ motivation for travel (Fields, 2002).  

The variety and the scope of Turkish cuisine are commonly discussed in the written and visual media. 

Some internet resources mention the rich culinary culture in Turkey by giving different examples from 

regional cuisines. However Okumus et al (2007) addressed that some countries do not utilize the 

potential opportunities food tourism provide. They found that diverse regional cuisines in Turkey are 

not mentioned enough in the official promotional materials and Turkey has not used food as a strong 

marker of cultural identity as compared to Hong Kong. In this sense, the purpose of this paper is to 
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identify and evaluate the significance of food tourism for Turkey while integrating the substance of 

prominent regional cuisines with specialties.  

Methodology 

The research design will be qualitative in nature. Interviews will be conducted with the content experts 

of the culinary world both in Turkey and abroad. Some of the interviewees will include food critics, 

chefs, tour operators and academicians. Based on the recommendations made and in view of the 

corresponding literature, interpretive analysis would be used to develop unique travel itineraries to 

promote destinations in Turkey which will emphasize regional cuisines.  

Potential Implications 

This study is a collaboration of academicians and practitioners. This is an exploratory study, seeking 

to develop innovative gastronomic travel itineraries Promoting and selling a destination would also be 

the partial scope of the itineraries.  Such a new approach would not only create an awareness of 

Turkish culinary tourism in the academic literature, but also would create a framework for others who 

would be involved in this industry. Recommendations will also be made to the Ministry of Tourism 

officials.  
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* The Blue Lagoon case is a part of a Lead user project for the Nordic Innovation Centre in Oslo, Norway. 

 

 

Abstract 

Lead users (LU) innovate if extreme needs or tastes call for a better solution. The Lead user 

research focus has been in the manufacturing industries where it has been confirmed 

empirically. However its primary weakness is its limited research scope and the concept has 

yet to be explored for the tourism world. I argue that the Lead user concept could be valuable 

as a building block to expand the innovation mindset of tourism organizations into a more 

balanced view, with open innovation as basic perspective. The method is a case study of the 

Blue Lagoon which is visited by 80% of inbound tourists to Iceland each year.  The company 

provides an interesting opportunity to apply the Lead user lens to explore an important tourist 

attraction. Many hallmarks of the Lead user concept can be found in this case. It all started 

with a skin patient that tried the wastewater mead from a geothermal power plant that evolved 

into a health clinic with healing effects scientifically confirmed. Parallel to this the 

organization developed a mass tourism spa with over 400 thousand visitors yearly. I argue in 

the paper that tourism innovation could be based on extreme (health) needs of Lead users.  
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Abstract 

This paper demonstrates the interest in using social representations as a tool of analysis in the 

representation of city breaks for two generational cohorts. This research, which fits completely into the 

psychosocial theory of Moscovici (1961), compares the social representations of a City Break in Dijon 

for Generation X and baby boomers. It reviews the extant literature on cohort segmentation and social 

representation, and uses the social representation framework to analyze a representation of a tourist 

destination City break.  

Some 250 tourists in the French market were surveyed by means of face-to-face interviews. Survey 

findings indicated no difference between the two generations for the nucleus, but a difference only in 

the peripheral system of the social representation. The Baby boomer generation is more interested in 

architectural and historical aspects of the city, while Generation X prefers more experiential activities 

such as gastronomy. 

Keywords: Tourist city break, social representation, free association, generation X, Baby boomers 
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Abstract 

The destination branding literature emerged as recently as 1998, and there remains a dearth of 

empirical data that tests the effectiveness of brand campaigns over time. This paper reports the results 

of an investigation into consumer-based brand equity for Australia as a long haul destination in an 

emerging South American market. In spite of the high level of academic interest in the measurement 

of perceptions of destinations since the 1970s, few previous studies have examined perceptions held 

by South American consumers. Findings suggest that destination brand awareness, brand image, and 

brand value are positively related to brand loyalty for a long-haul destination. The results also indicate 

that Australia is a more compelling destination brand for previous visitors compared to non-visitors.  
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Abstract 

This exploratory research aims at analysing the interdependency of brand personality and emotions as, 

respectively, cognitive and affective determinants of the choice of a ski resort. Three different but 

complementary qualitative field approaches (projective techniques, focus groups and interviews of 

experts) have been used to collect data. A first step consisted in generating items to describe the brand 

personality traits and the emotions associated to a ski resort. These items have subsequently been used 

to describe various French ski resorts. The results show that ski resorts can be categorised in terms of 

clusters of personality traits and emotions, which show to be interdependent. 

 
Key Words: Brand personality, emotions, destination choice, ski resort, projective techniques 
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Abstract 

Well being is trendy. The spa, fitness centers and other recreation areas are developing at a dizzying 

growth. It experienced, in France, an annual growth of over 6.6% for the period 1997 to 2006, six 

times more than the services to the person (INSEE, 2006). According to Credoc (opcalia.com), the 

acceleration in demand is mainly due to a generation effect, as the present consumers, on one hand, are 

more likely to use cosmetics and wellness treatments than their parents did, and, on other hand, 

consume them in quantity and regularly.  

In France, some actors, however, are present on the market of well-being for a long time, without 

necessarily having put it forward : the thermal spa� . The thermal spa is a practice that dates back to 

antiquity, and its current format took its source in the nineteenth century, when the spa resorts were 

touristic and fashionable places. The thermal spa became more popular around the second half of the 

twentieth century, starting to become what it is today, that is to say combination of medical care, 

accommodation, tourism activity and entertainment (Weisz, 2002). 

But for 10 years, the French thermal spa is changing significantly (Deloménie, 2000)). Historically 

carried by a public health policy incentive, it must cope with a steady decline in attendance (for 

structural, cultural and organizational reasons) which generates new competitive dynamics. As some 

pathologies are treated in a large number of thermal spas, spa resorts are compelled to find areas of 

differentiation. They consequently all stepped up their efforts to become attractive in a different 

manner, because they became aware that the spa guest of today was of course concerned by the quality 

of cares, but also by what to do for his free time : he chooses the spa not only for the treatment he has 

to follow and the modernism of infrastructures, but also with consideration to the quality of the tourist 

���������������������������������������� �������������������
�  In French, “thermalisme” is the medical activity, which is translated by the term “thermal spa”. “Les thermes” 
are the place where the thermal cares are made, the” baths”, but is also used to name the company which 
manages the activity. “La station thermale” is used to name the thermal spa resort, that is to say the village or the 
town. A “spa” is therefore a place where well being cares are made, but not necessary with spring water, which 
means that there is no medical treatments and benefits.  
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destination. Thermal spa resorts have traditionally been places where social and cultural life was 

lively, thanks to the presence of casinos, racetracks, theaters and other places of entertainment. The 

tourism potential of the territories has thus always been a strong argument in the offering, because the 

spa guest is also a tourist during his stay.  

But all the thermal spas have not incorporated this tourism variable in their offering ; That is the case 

of Brides-les-Bains, Savoie. This communication aims, therefore, to describe the case of Brides-les-

Bains who chose a positioning exclusively focused on the thermal heart of activity, without taking 

advantage of the upscale tourism potential of the mountain area around. The thermal spa resort 

presents itself as « le village pour maigrir ®” (the resort to lose weight) in parallel with the other 

positioning newly developed, «Brides-les-Bains, le village du ski low cost » (the low cost ski resort). 

���  The methodology adopted is that of a preliminary working with socio-professional actors of 

the resort, analysis of media communication, and in-depth interviews with officials at the origin of 

marketing positioning (the authors thank Mr G. Magat and Mr G. Guzzo for their contribution). The 

chronological approach has been preferred, in order to correctly highlight the features of the thermal 

spa offering, and the logic of construction of the observed positioning. Finally, the authors have 

chosen to approach the case from the viewpoint of the thermal activity, which is the most ancient 

economic anchor. 

So, thermal spa and tourism : Love story or fatal attraction ? That is the question … 
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Abstract  

Research in culinary tourism has, for many years, studied the phenomenon of tourists who choose a 

travel destination based on the culinary offerings of that destination. Culinary tourism has grown in 

popularity, new destinations have emerged to satisfy the hunger, and our knowledge of culinary 

tourists as a niche segment of travellers has expanded. However, research often treats culinary tourists 

as a relatively small, separate and homogeneous market (Ignatov & Smith, 2006), when by common 

sense and biology we know that, with certainty, one hundred percent of travellers eat, making food 

and beverage perhaps the most connected activity to travel possible. Additionally, new approaches to 

segmentation research are needed to support new social media marketing needs, and to connect with 

Web 2.0 communities of interest. 
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Abstract�

The hotel industry is taking various initiatives for the sake of food safety. In order to increase the food 

safety of the food and beverage service, some hotels have gone one step further and adopted the 

internationally recognized ISO 22000/ food safety management standards (FSMSs) or implementing 

total quality management (TQM) approach.  Few researches were published about the critical success 

factors (CSF) evaluation of ISO 22000 implementation in hotel industry. Therefore, this study is to 

propose assessment criteria of ISO 22000 implementation in hotel industry by modified Delphi 

method and the analytic hierarchy process (AHP). 

First, we collected and extracted indicators of CSF implementing ISO standard from the literature.  

Second, the modified Delphi technique was used to refine and identify the final indicators for CSF 

evaluation according to the characteristics of our study. The subjects of the pre-testing survey included 

27 food and beverage manager, as well as resident manager and director of quality assurance along 

with executive chef, manager of restaurant, catering manager and executive assistant manager from the 

nine upscale and mid price hotels.  Reconfirmation of reliability analysis was performed for the factors 

of pre-testing survey by SPSS with Cronbach’s �  > 0.7 each factor.  

According above accurate factors, 217 formal questionnaires was design by AHP method.  Then, we 

performed a survey investigation of three types of stakeholders in 29 hotels across Taiwan. The 

officials and team leaders of hotel inspection and supervision center from government tourism bureau, 

the hotel front and back of the house middle and top hotel managers and first line managers plus 

employees participated in the study. Third, 157 available samples in the reclaimed questionnaires were 

analysis by AHP.    

Finally, the results illustrate that top five criteria in the order of importance are as follows:  
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1. Top management’s execution and commitment: the discipline of getting things done with external 

consultants.  

2. Top management’s carefully phases each stage of implementation and inspects each measurable 

objective.  

3. Provide internal as well as external training and educating to enhance execution and cross 

functionally competent.  

4. Increasing prestige and trustworthiness.  

5. Food safety team leader establishing, maintaining and updating the food safety management with 

employee’s fully support.  

An evaluation model of ISO 22000 implementation for use was created based on the results of this 

study. The implications of the results for hotel managerial practice are described and future research 

opportunities are outlined.  

Keywords: ISO 22000, modified Delphi method, analytic hierarchy process (AHP), critical success 

factors, professional accreditation, food chain 
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Session 9 – Innovative customer segmentation 
 
 

Understanding a Young German Leisure Class Consumption of Luxury 
Holidays 

 
Vera Dorothea Hoelscher 
MA Marketing Student 
Royal Holloway, 
University of London - UK 
vera.hoelscher@web.de  
  
Sameer Hosany, PhD 
Associate Professor in Marketing 
Royal Holloway, 
University of London - UK 
sameer.hosany@rhul.ac.uk  
 

Abstract 

The consumption of luxury goods induces comfort, represents a means to pleasure and is often 

associated with a showcase of high socio-economic status. In recent years, a number of studies in 

marketing have emerged to comprehend the various behavioural aspects of luxury consumption. 

However, to date, empirical research in tourism remains scarce. More specifically, the luxury holiday 

consumption patterns of Generation Y tourists remain poorly understood. Accordingly, the study 

focuses on young German tourists, given their spending power and high propensity to travel. Findings 

confirm that Germany’s Generation Y represents an important segment for luxury holidays. 

Interestingly, contrary to Veblen (1899) notion of conspicuous consumption, young Germans 

emphasise the desire for personalisation over the explicit display of socio-economic status. The 

consumption of luxury holidays was seen as a way to express one’s sense of individuality by realising 

unique, customised, once-in-a-lifetime experiences.  Finally, findings reveal that young Germans see 

friendships as vital part of their travel experience. Respondents travel in closely-knit friendship 

groups, which provide a basis for strong micro-consumer collectives.   
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Session 9 – Innovative customer segmentation 
 

 

The Package Holiday Experience for the UK ‘Grey’ Market  

 
Bridget Major  
Newcastle Business School, 
Northumbria University - UK 
Bridget.Major@northumbria.ac.uk 
 
Professor Fraser McLeay 
Newcastle Business School, 
Northumbria University - UK 
 

Abstract  

The concept of the ‘experience’ of service industry products has received increasing attention in recent 

years as strategic management becomes all important in a competitive business environment. A 

package holiday is a high value purchase and a unique and complex service product with a fragmented 

experience which can take place over several months or more. This research aims to increase the 

understanding of this service product and critically evaluate the consumer experience. There is a gap 

in the experience literature on package holidays, despite the fact that the travel and tourism industry is 

one of the world’s largest industries in terms of employment and GDP. The research sits within a 

marketing and consumer behaviour theoretical framework. Consumer behaviour models have been 

criticised in that they neglect experiential aspects, particularly those of extended service encounters. 

As a result of focusing on the experience, it is anticipated that the findings may lead to interventions 

by providers and ultimately an enhanced consumer experience. 
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Session 10 – Destination Management: new visions 
 
 

Creative Approaches to Increasing Domestic Tourism:  
Two Cases, Two Countries 
 
Sue Beeton 
La Trobe University - Australia 
S.Beeton@latrobe.edu.au  
 
Isabelle Frochot 
Université de Savoie 
IMUS THL - France  
Isabelle.frochot@univ-savoie.fr 
 
 
Abstract 

Domestic tourism is a crucial aspect of tourism in many countries, often being around 80 percent of 

their tourism business. However, in many countries domestic tourism growth remains static. Coupled 

with this is the issue of workers not taking their allocated annual recreation leave, creating potential 

social and health issues. There are a number of programs being developed to address these related 

concerns, with Australia and France presenting two similar, yet substantially different approaches. 

This papers outlines and compares the two programs, both attempting to alter the behaviour of their 

target groups, ultimately proposing a combined strategy to address this serious health, business and 

tourism issue. 

Keywords: annual leave, domestic tourism, France, Australia 
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Session 10 – Destination Management: new visions 
 
 

Wellbeing Tourism as a Catalyst for Profiling a Destination - Case 
Savonlinna Town 
 

Anja Tuohino 

Development manager,  
University of Eastern Finland, Centre for Tourism Studies - Finland 
anja.tuohino@uef.fi 
 

Abstract 

The built-up and natural physical environment of a destination, its local culture and community spirit 

can be considered as the core resources in tourism. From the resource point of view, the attractions 

have a vital importance. The attractiveness of a destination can be considered from different angles, 

such as those of nature and landscape, culture, history, possibility of engaging in various hobbies, and 

accessibility. However, the resource itself is not a product. Rather, existing resources are the necessary 

precondition for the creation of a travel experience that can be turned into a saleable tourism product 

(Middleton with Clarke 2001, Middleton 1997, Järviluoma 1994). Eastern Finland is well endowed 

with lakes and natural resources, but the challenge is how to develop attractive and innovative 

products based on lakes and to raise the profile of the destination as a result. The challenge in the 

process is the operational public-private partnership as today the role of public sector seems to be 

stronger in building Savonlinna as a wellbeing destination.  In a long run, this way may not be 

sustainable. The region of Savonlinna was as early as 1860s a popular holiday resort on Lake Saimaa, 

attracting visitors as far as St. Petersburg to test its spa facilities (Hirn & Markkanen 1987). Today the 

old historical Spa image of Savonlinna is more or less vanished and the current tourism image is based 

on Opera Festival and [lake]nature resources. In general it can be said that in Eastern Finland 

possibilities for future development rely on the development of wellness/wellbeing tourism. In this 

context, the question is; would wellbeing tourism act as a catalyst for the creation of the innovations 

and for product development strategies and thus built a stronger brand for Savonlinna town and the 

whole region as a wellbeing destination. The data for this paper is based on interviews made in the 

region during the year 2009 and 2010. Interviewees were tourism professionals, entrepreneurs and 

developers. Totally 14 interviewees were made. All interviews are taped and later transcribed. At this 

paper the preliminary results will be presented.  

 
Keywords:  Savonlinna, natural and cultural resources, wellbeing tourism, destination profile 
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Session 10 – Destination Management: new visions 
 

 

Determining Factors of Mountain Destination Innovativeness  

 
Kir Kuš � er, MSc  
University of Ljubljana 
Faculty of Economics - Slovenia 
kir.kuscer@ef.uni-lj.si 

 

 

Abstract 

A rapidly changing business environment is forcing destinations to innovate in order to remain 

competitive. Innovation is increasingly recognized as being important for destination development 

(Weiermair, 2003; Volo, 2005; Zach & Fesenmaier, 2009; Haugland, Ness, Grønseth & Aarstad, 

2010). A concept of innovativeness is used, based on Wang’s and Ahmed’s (2004) multi-dimensional 

definition and Huang’s, Li’s & Chen’s (2009) recognition of the importance of tangible and intangible 

dimensions, in order to cover all aspects of mountain destination innovativeness. Mountain tourism 

destinations were chosen for analysis as they are experiencing pressure, uncertainty and crisis 

(Bourdeau, 2009). Organizational and strategic innovations are needed in order to adapt to the 

changing environment (Macchiavelli, 2009). Flagestad & Hope (2001), Pechlaner & Sauerwein 

(2002), Bordeau (2009) and Macchiavelli (2009) believed that mountain tourism has to be redefined, 

which can be done with the help of identified important mountain destination elements, based on 

which factors of mountain destination innovativeness are constructed. Existing destination 

competitiveness models and innovation literature represent a foundation for the development of 

mountain destination innovativeness elements, which are tested for their importance in the first part of 

the analysis. An exploratory factor analysis is then conducted using only the more important elements 

to form three factors that represent underlying dimensions of mountain destination innovativeness. 

The results show that mountain destination innovativeness incorporates the factors of socio-cultural 

sustainability and stakeholder participation, environmental sustainability (natural environment) and 

proactiveness. 
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Session 10 – Destination Management: new visions 
 
 

Energy Tourism or Spiritual Tourism: A New Approach to Sustainable 
Tourism (Case Study: Takht-e Soleiman, Iran) 
 

S. Sanaye Goldouz  
Faculty of Environment, University of Tehran and the secretary and the member of the board of 
directors of the Iranian Association for Environmental Assessment (IAEA) - Iran. 
ssanaye80@yahoo.com 

S. A. Ataie  
One of the directors of Ashti Ba Zamin Community and a metaphysics master - Iran. 
 

Abstract 

Takht-e Soleiman (also spelt Soleyman) is one of the sacred sites in Iran. An archaeological site where 

was not only registered by UNESCO in 2003 as a world heritage but also introduced as a sacred site in 

1967. Since 2004, many tourists have visited the site each year to perceive the energy. These tourists 

are referred to as the Energy tourists (also called Spiritual or Vital Energy tourists). In this research, 

perception of the energy by the Energy tourists visiting the sacred site Takht-e Soleiman and their 

environmental attitude were surveyed. The survey was conducted in the summer of 2008. The focus 

group comprised 200 energy tourists. A questionnaire was presented and 140 tourists participated. 

After statistical analysis, 111 participants had sensed the energy in Takht-e Soleiman and 92 of these 

persons had the positive environmental attitude. The tourists explained their perception of the energy 

in detail. This kind of tourist is a peaceable one and travels to seek healing and to protect the Earth. 

The development of this kind of tourism will lead to worldwide peace and sodality besides improving 

the environmental approach. A lots of opportunities has made by Spiritual tourism that attract tourists 

to visit the valuable sites in everywhere of Iran. 

 
Keywords: Gaia Theory, Earth chakras, The sacred sites, Energy tourism, Vital Energy tourism, 

Spiritual tourism, Subtle energy, Vital energy, Takht-e Soleiman (Soleyman) 

 

 

 

 

 

 

 

 



���

�

Session 11 – Innovative torism developments 
 
 

Disintermediation of Hotel Reservations: The Perception of Different 
Groups of Italian Online Buyers 
 

Giacomo Del Chiappa 
University of Sassari - Faculty of Economics 
Assistant Professor in Marketing - Italy 
gdelchiappa@uniss.it 
 

Abstract 

Until now, there has been very little research examining the perception of different groups of online 

buyers of hotel rooms with different purchasing experiences. This is particularly true in the case of 

Italy, for which no article focusing on this topic has so far been published. In order to address this, a 

structured questionnaire was developed and a web-based survey carried out in this country. Empirical 

findings on 1,448 Italian tourists demonstrate that significant differences do exist between occasional, 

moderate and frequent online buyers, based on their socio-demographic characteristics (gender, age, 

education level and income) and on their views for and against the arguments of disintermediation. 

Results also highlight that the internet is used most frequently when people make hotel reservations 

for both short-haul and short-term leisure travel. Findings are of importance for academia, hospitality 

managers and travel agencies. Academia has now given access to findings on the views that Italian 

online buyers have for and against the disintermediation of hotel reservations, which were not 

previously available, as no prior papers had been published on this topic. Furthermore, findings 

suggest that hotel marketers should use different types of online and offline distribution channels 

according to the different characteristics of the consumers who use them and of the products they are 

looking for. This highlights that traditional travel agencies may still exert a relevant role in the 

distribution of hotel rooms, especially for a certain type of consumer and category of product to be 

sold, and that they could recover their competitiveness by repositioning themselves as consultants and 

adopting an effective e-commerce development model. 
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Session 11 – Innovative tourism developments 

An Overview of the Use of Semantic Markup on Tourism Websites in 
Austria 

Wilhelm Loibl 
Institute for Tourism and Leisure Studies 
Vienna University of Economics and Business - Austria 
wloibl@wu.ac.at  

 

Abstract 

To find the travel information they are looking for many novel users resort to generic search engines 

like Google for querying the web (Buhalis and Law, 2008 Mitsche, 2005). Unfortunately the results 

are often not satisfactory because of limitations of current search engine technology. One way to 

improve the output of search engines is to enrich web-pages with additional metadata describing the 

content of the page (Davis, Studer and Warren, 2006). This is the basic idea behind the so called 

“Semantic Web”, constructing a web where machines can easily read and interpret the information 

(Antoniou and van Harmelen, 2008). The last decade has seen an abundance of different initiatives 

creating different languages for expressing such data about data (metadata) (Hebeler et al., 2009). For 

those who wish to use these languages two main questions arise. What languages exist and how do 

they differ from each other? And what languages may become prevalent in the future? This paper 

gives answers to both questions. First the main languages with their advantages and disadvantages are 

presented. Next the code of tourism-related websites in Austria is reviewed in order to find out what 

languages are currently used. This enables prospective users to evaluate the applicability of the 

different languages for their project. 

Keywords: semantic web, microformats, RDF, tourism website 
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Assistant on Business Studies in Tourism, PhD Student, M.Soc.Sc. 
Lapland University Consortium – LUC Tourism 
University of Lapland, Department of Tourism and Business - Finland 
minni.haanpaa@ulapland.fi 
 

Abstract 

Drawing on the existing literature and an empirical study on tourism product development (TPD), the 

paper at hand intends to provide insights into the nature of product development in small tourism 

enterprises that often operate within complex networks and as a solid part of entire tourism 

destinations. Despite the growing interest on tourism product development among both scholars and 

practitioners, it appears that there is very little explicit knowledge on how products are developed in 

the tourism industry. This paper takes up the task to promote discussion on this research gap by 

investigating the development of tourism products within small tourism companies operating in 

Northern Finland. The findings have been obtained, first, through interviews of tourism entrepreneurs 

representing different sub-branches from hotels and destination management companies to activity 

service providers. Secondly, ethnographic fieldwork in business meetings, product development 

workshops and product testing situations involving customers has provided a thorough understanding 

of tourism product development as practice.  
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By focusing on the everyday life of tourism entrepreneurs, we draw attention to possible benefits of 

building theory from practice over the prevailing approach of developing practice from theory. We 

shed light on TPS as practice, a routinized way of saying, doing and performing. In particular, we have 

identified eight frames that enwrap TPD. The paper presents tourism product development as an 

implicit and unintentional practice. To help small tourism entrepreneurs to navigate the complexities 

and challenges of product development, we work towards a holistic approach that supports both 

scholars and tourism practitioners in making the TPD practice more explicit. Hence, our study has 

relevant implications to both tourism theory and business. 

Key Words: Small Tourism Business, Product Development, Practice-Based Studies, Ethnography, 

Northern Finland  
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Session 11 – Innovative tourism developments 

 

Case Study: Case Studies of Creative and Innovative Tourism Products 
Hilary Jenkins 
Otago Polytechnic School of Applied Business - New Zealand 
hillaryj@tekotago.ac.nz  
 

Abstract 

Travel and Tourism lecturer and Programme Manager from the Otago Polytechnic, Dunedin, New 

Zealand, will present a case study on the development of open and distance educational resources and 

practices for students hoping to work within the service industry of tourism.  

The case study will demonstrate and reflect upon:  

·  The philosophy behind developing open resources in an educational environment eg. 

integration of ecological, economic and social sustainability education that includes change 

management and capacity building.  

·  Use of Wikieducator (open access platform) to develop open education and training resources 

with supporting course weblogs. 

·  Use of theoretical and practical assessment to form learning and assess prior learning. 

·  Collaboration efforts to form a “community of learning” both locally and internationally. 

·  Development of a progressive Intellectual Property Policy that has an educational organisation 

adopting a Creative Commons Attribution license for all its resources. 

�
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Date, Venue 

Monday 11th to Wednesday 13th april 2011 
Archamps Technopole 
Domaine de Chosal 
F-74160 Archamps 
Tél. : 00 33 (0)4 50 31 50 00 
�

Archamps is a modern conference centre located on a University of Savoie' campus, it has all 
modern conference facilities including two hotels on site (http://seminaires-portesud-
geneve.com/accueil_fr.phtml). It is conveniently located near Geneva and the Swiss border.   

From Geneva airport, you need to take a taxi which can be booked at the following number: 
+33608234000  

 

Registration desks and hours 

The members of the conference secretariat will be at your service at the registration.   They 
are in charge of the registration, hotel bookings, social arrangements and conference tours and 
will be happy to assist you during  the following opening hours: 

Monday:  11:00 – 18:00 

Tuesday:  08:00 – 15:30 

Wednesday: 08.00-13:00 

 

Language: 

The official language is English.  No simultaneous translation will be available.  
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Liability 

The organisers regret that they cannot accept liability for any personal accidents, loss of 
belongings or damage to any private property of participants and accompanying person that 
may occur during the meeting. Participants are advised to make their own arrangements to 
obtain health, travel and property insurance before the departure. 

 

Wifi 

Attendees staying at the hotels on site will be given their own passwords to access Internet by 
those hotels. The conference site offers free Internet access, your personal access code will be 
handed out to you upon arrival at the registration desk. 

�

The full registration fee includes: 

·  Attendance at the conference  
·  Conference material with final program, book of abstracts and proceedings  
·  Welcome reception, lunches and dinners (including gala diner), coffee/tea and 

refreshments 

 

The student registration fee includes: 

·  Attendance at the conference  
·  Conference material with final program, book of abstracts and proceedings  
·  Coffee/tea and refreshments, lunch  
·  Gala diner participation can be purchased for an extra 50 euros  

 

The daily registration fee includes: 

·  Attendance at the conference  
·  Conference material with final program, book of abstracts and proceedings  
·  Coffee/tea and refreshments, lunch  
·  Gala diner participation can be purchased for an extra 50 euros  

 

The accompanying persons’ registration fee includes: 

·  3 Lunches & 2 Diners  
·  1 excursion 
·  Gala diner participation can be purchased for an extra 50 euros  
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Social Event 

(included in the full and accompanying person registration fee) 

 

Monday 11th April 18.15 Welcome by the CEO of Vitam’Park and visit of the site 

   Diner at the Vitam’in Restaurant  

   Vitam’Park: 500 route des Envignes - 74160 Neydens 

   Tel : +334 50 84 66 66 

 

 

Tuesday 12th April 15.15 Buses departing from Archamps (Le Bouveret is on the other side 
of the lake from Archamps, therefore it is a fair distance. If you don’t 
catch the bus, you might need to face a stiff taxi bill so please make 
sure you are on time for the bus departure).  

Please, don’t forget your passport! 

Upon arrival wine testing at César Ritz College in Le Bouveret (along 
the Geneva Lake) followed by the conference diner. 

Pre-diner speech by Denise Miller 

  

   César Ritz Colleges witzerland 

Route Cantonale 51  

1897 Le Bouveret 

Tel. +41 24 482 82 82 

    

�
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Aurkene Alzua-Sorzabal,CICtourGUNE, Spain  
Bauer Michel, Université de Savoie, France  
Bonnefoy Lydie, Université de Savoie, France  
Brunat Eric , Université de Savoie, France  
Cattellin Marie , Groupe ESC Chambéry Savoie, France  
Clarke Alan, Univesity of Pannonia, Hungary  
Cova Véronique, Université Paul Cézanne, France  
Crouch Geoffrey, LaTrobe University, Australia  
Dimanche Frédéric, SKEMA Business School, France  
Dolnicar Sara, University of Wollongong, Australia  
Durrande-Moreau Agnès, Université de Savoie, France  
Flanagan Sheila, Dublin institute of Technology, Ireland  
Frochot Isabelle, Université de Savoie, France  
Giannelloni Jean-Luc, Université de Savoie, France  
Hall Mickael , University of Canterbury, New Zealand  
Karaa Meriem, Université de Savoie, France  
Kreziak Dominique, Université de Savoie, France  
Laesser Christian, University of St Gallen, Switzerland  
Lamfus Carlos, CICtourGUNE, Spain  
Legoherel Patrick, ESTHUA, Université d'Angers, France  
Lenglet François, Université de Savoie, France  
Lugosi Peter, University of Bournemouth, UK  
Morgan Mike  *, Bournemouth university, UK  
N'Goala Gilles, Université de Savoie, France  
Perret Cécile, Université de Savoie, France  
Petr Christine, Université de Tours, France  
Prayad Girish, SKEMA Business School, France  
Ritalahti Jarmo , Haaga-Helia University, Finland  
Robinot Elisabeth, Université de Savoie, France  
Ryan Chris, The University of Waikato, New Zealand  
Salvador Marièle, ESC Chambéry, France  
Swarbrooke John, César Ritz Colleges, Switzerland  
Zins Andreas, MODUL - University of Vienna, Austria  
 

 
* Regrettably, in December 2010 Mike Morgan  passed away following an illness bravely 
fought. Board members of TTRA Europe are indebted to him for his contribution to this 
conference.  
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