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9.00to 12.00  Guided tour of Annecy

12.00to 13.00 Lunch

13.00t0 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 & event department
Isabelle Frochot & John Swarbrooke (conference corenors)

Keynote presentations

13.30t0 14.00 John Swarbrooke (César Ritz Colleg&witzerland)
A history of creativity and innovation in tourismiessons for the future

14.00t0 14.30 Mr Green (CEO of the Tour OperatoMadame Vacances)
Innovative strategies in the tour operating busirges

14.30to 15.00 Carlos Fernandes
Local food, product, place and identity

15.00to 15.30 Coffee break

Session 1 — New visions on experiential marketinand co-creation

15.30 Wen-Chun Shen & Yi-De Liu - National Taiwidormal University, Taiwan
Pop Music Festivals in Europe: A Hermeneutic Phesmooiogical Study of Tourist Experience from
Taiwanese’s Perspective

15.55 Jackie Clarke, Oxford Brookes University iBass School, UK
Experiential Aspects of Tourism Gift Consumption

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

16.45 Norliza Aminudin, Sofiah Abdul Rahman, NairiOthman, Universiti Teknologi, Malysia
Does the dimension climate and nature still rardghhin long-term tourism?

17.10  Witchuta Marchoo & Ken Butcher, Griffitmiversity, Australia
The Influence of Ethical Initiatives on Tour BoakiDutcomes
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Session_2 — Innovative Corporate/Destination Strafjies

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

15.55 Nour Eddine Chiadmi, Groupe Sup de Co LahRlke, France
The Singaporization of International Airline Sewsc

16.20 Frédéric Dimanche, Ashley Walsher, Shashasde®) and Christine Dunton-Tinnus — Skema Business
School, France
Integration of Corporate Travel & Meetings Managere

16.45 Martin Landré, NHTV Breda University of Apgti Science, Netherland
Quantifying road network accessibility to tourisggions with Geographical Information Systems

17.10 Sabine Muller, Kirstin Hallmann, German Spdmiversity Cologne, Gene Brothers, North Carolina

State University
Competitiveness of Alpine Destinations: A concdpparoach

Session 3 — New Methodological approaches

15.30 Franco Vaccina, Anna Maria Parroco, StefaadBntis, Mauro Ferrante, Palermo University, Italy
Un-observed tourism: approaches and case studi&scity

15.55 Juho Pesonen and Antti Honkanen, Universifastern Finland
Using cluster analysis to segment tourists: respestgle effects

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

16.45 Walid Zaramdini and Hassan Joundy, Al Akhawiypiversity, Morocco

Tourists’ satisfaction in a Moroccan hotel

17.10 Alan Clarke, Katalin Lrincz and Agnes Raffay — University of Pannonianbia
The Role(s) of Destination Management Organisatiorscal innovation and creativity: a critical
review of a new DMO.

18.00 Departure of the bus to Vitam Park then guiiur of the site & diner at the Vitam Restaurant
22.00 Returnto Archamps



Keynote Speakers:

9.00t0 9.30 Sophie Deletraz (MCI Geneva)
How events can impact your destination

9.30to0 10.00  Professor Moscarola (University of Saie)
Opportunities and limits of the Internet for marketsearch

10.00t0 10.20 Coffee break sponsored by Skema

Session 4 — Customer satisfaction

10.20 Ige Pirnar & Mustafa Kuzucu, Yasar Universityrkey
Impact of departmental services on customer satisfia in accommodation: case from lzmir

10.45 Cécile Maunier & Christéle Camelis, IAE LawRion, Reunion
Towards an identification of elements contributioghe tourism experience satisfaction: a global
approach

11.10 Gaélle Ulvoas-Moal, ESC Bretagne Brest Bssirgchool, France
The spiritual benefits of travel for senior tousish new perspective on senior tourim

11. 35 Fadzilah Mohd Shariff, Artinah Zainal & RaéintHashim, Malaysia

The moderating role of Changed behavior in thetiefeship 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 Lithuaniahigs versus Experiences

10.45 Cathy Breda and Marielle Salvador-Perign@reupe ESS Chambéry, France
Design Hotels: Can design be a tourist destination?

11.10 Tzuhui A. Tseng, Ching-Cheng Shen, John RinSe National Hsinchu University of Education,
Taiwan. National Kaohsiung Hospitality CollegejwWan. University of North Texas, USA.
The influence of authenticity toward tourism imaggnse 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’ anistauwlevelopers’ perceptions of co-creation and
customer involvement

Session 6 — Sustainable tourism

10.20 Olga Goncalves, University of Perpignan*;&h& Michel, ESC Chambéry Savoie ; Nicolas Peypoch*,
Elisabeth Robinot, Université de Savoie, France
Ski resort and environment: an efficiency analysis



10.45

11.10

11.35

Jon M. Ebersole & Katarzyna Grinberg, Gliostitute of Higher Education, Switzerland
Predicting Ethical Entrepreneurship Ability Amongspitality Students

Warwick Frost, La Trobe University & Jennifeting, Monash University, Australia
Delivering Political Messages through Slow Food tiveds

Acacia Malhado, Technische Universitat MumcfidJM), Germany
The real cost of tourism to climate change — Anlyses in the CO emission from transport,
hospitality and attraction sectors

12.00 to 13.00 — Lunch

Session 7 — Creative destination Management visions

13.00

13.25

13.50

14.15

Patrick Legoherel — University of Angers, i@
Revenue Management and Price Discrimination: comsueractions

Guy Parmentier — Groupe ESC Chambéry, France
Enhancing consumer experience in a virtual ski reso

Mehmet Ergul - San Francisco State Univer§itlin Johnson, Ali Sukru Cetinkaya, Jale Boga

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

Einar Svansson, University of Exeter, UK
Open innovation with Lead users: the case of the Bagoon, Iceland

Session 8 — Creative image and branding visions

13.00

13.25

13.50

14.15

Anne-Marie Lebrun — Université de Bourgodfance
Using free association to analyze representatidrSity break for two generational cohorts

Dr Steven Pike & Dr Constanza C. Bianchi, éqstand University of Technology, Australia
Modeling destination brand equity in an emerginggdaul market

Rita Valette-Florence, Jean-Luc GiannellBieyre Valette-Florence, Isabelle Frochot, Uniitérde
Savoie and & Université Pierre-Mendés France, Feranc

Identifying determinants of tourist destination & An exploratory study of brand personality and
emotions

Catherine Ravix & Christian-Eric Mauffre —d@pe ESC Chambéry, France
Thermal spa and tourism : Love story or fatal attian ? The case study of Brides-les-Bains

Session 9 — Innovative customer segmentation

13.00

Statia Elliot, University of Guelph, Canadd 8c Durand, Vice President, Ipsos, Canada
Mapping Culinary Tourist Communities of Interestass Traveller Segments

13.25 Peir-Yuan Patrick Li & Fu-Jin Wang, Aleth&laiversity, Taiwan

Professional Accreditation in the Hotel Industrig® 22000 Cognition and Reality



13.50

14.15

15.15

22.15

Sameer Hosany & Vera Hoelscher, Royal Holigwhiversity of London, UK
Understanding a Young German Leisure Class Consampf Luxury Holidays

Bridget Major & Professor Fraser McLeay, Nasite Business School, Northumbria University, UK
The Package Holiday Experience for the UK ‘Grey'rki

Departure of buses for Le Bouveret - Winetitag, food demonstration and Diner at César Ritz
College

Pre-dinner Speech by Denise Miller on “The Futurd @ TRA”

Departure of buses from Le Bouveret back teghfamps

Keynote speakers:

9.00t0 9.30 Professor Bernard Cova (Euromed, Frae)

Putting Consumers to Work: Between Co-Creation aB@d-Destruction of Value

9.30to 10.00  Alan Clarke (University of Pannonia,dngria)

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

10.00 to 10.20 — Coffee break

Session 10 — Destination Management: new visions

10.20

10.45

11.10

11.35

Sue Beeton & Isabelle Frochot, - LaTrobeversity - Australia & Université de Savoie - Franc
Creative Approaches to Increasing Domestic Tourismo: Cases, two countries

Anja Tuohino, University of Eastern Finland
Well being tourism as a catalyst for profiling astiaation - case Savonlinna town

Kir Kus$ er, University of Ljubljana, Slovenia
Determining Factors of Mountain Destination Inndvahess

Sanaz Sanaye Goldouz & Seyed Abbas Ataie, Uniyes§iTehran and Ashti Ba Zamin NGO, Iran
Energy Tourism or Spiritual Tourism: A New ApprodctSustainable Tourism (Case Study: Takht-e
Soleiman, Iran)

Session 11 — Innovative tourism developments

10.20

Giacomo Del Chiappa, University of Sassadfaeulty of Economics
Disintermediation of hotel reservations: the perti@p of different groups of Italian online buyers



10.45 Wilhelm Loibl, Vienna University of Economiasd Business, Austria
An Overview of the Use of Semantic Markup on Touki¢ebsites in Austria

11. 10 Mika Kylanen, José-Carlos Garcia-Roselljaréekoniemi-Selkala, Minni Haanpaa, Rovaniemi
University of Applied Sciences & Lapland Universi®pnsortium, Finland
Tourism Product Development Practice - Case Noriténland

11.35 Hilary Jenkins, Otago Polytechnic, New-Zedlan
Case studies of creative and innovative tourisndpots



ABSTRACTS



Session 1 — New visions on experiential marketinggao-creation

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

Wen-Chun Shen

Graduate Institute of European Cultures and Toyrism
National Taiwan Normal University, Taiwan
jessie225@gmail.com

Yi-De Liu

Graduate Institute of European Cultures and Toyrism
National Taiwan Normal University, Taiwan
yideliu@ntnu.edu.tw

Abstract

In recent years, researchers have become incrasitgyested in the tourist experience. The lagt t
decades have seen growing significance placed ssareh in exploring how travelers feel while
undergoing their leisure practices. A growing numbgresearch studies are presently available to
shed some light on the tourist experience studies.the objectives to be achieved, this research
article is structured as follows. The first sectisra review of the literature and is followed me
background information on the ongoing researchiwivhich the present study was carried out and a
statement of the specific research questions. Tivel tsection described the methodology and
procedures for the collection of data on Taiwarfeséval-goers’ tourist experiences in Europe. The
results for the various analyses are presentedwol each of these descriptive sections. Finally,

conclusions are presented and suggestions areforafdether research.

Keywords: Popular culture, Music festivals, Tourist experigndermeneutic Phenomenology



Session 1 — New visions on experiential marketimyap-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 a$yameelings, and fun when choosing, creating,
giving and consuming gifts that are tourism experés rather than objects. These experiential aspect
of consumer behaviour are examined through the démearketing as a discipline. Outside of the
‘experience companies’ that specialise in tourisnd deisure as gifts and some enlightened
organisations, the tourism industry is largely uaeaof the consumer behaviour associated with the
buying of tourism products as gifts for others.t ¥ensumers are using intangible experiences &s gif

because such gifts offer considerable scope focriwtive expression of donor-recipient relatiopshi

An interpretive qualitative study conducted in theited Kingdom, evidence was generated from a
stream of primary research encompassing telephateeviews with experience companies, depth
interviews with consumers (donors and recipientsjoarism and leisure gifts (52 episodes), self-
completed written instrument by consumers (recigleof historic airplane flights (137 episodes)dan

semi-structured interviews with marketing manageriur tourism enterprises across different sub-

sectors. Thus data was captured from donors,ieet§) and tourism and leisure providers.

Modern hedonism has been summarised as the queptefmsure through emotional experience as
opposed to sensory stimulation (Gabriel and Laf§62 Donors selected tourism and leisure gifts
that were either straight purchases from a singleiger, modified purchases, or created ‘home-made’
gifts by amalgamating components from a numberidérént providers. The feelings (emotions),

fantasies (imagination and dreaming) and fun (pigss) were interrogated through the behavioural
phases of gift decision making, gift exchange, {gashange and gift consumption. A range of
emotions (including negative) were displayed boghdbnor and recipient and at different phases in
the gift giving process; donor decision making noups for created gifts was particularly charged.
Fantasies were evident both for donors planning gifid for recipients. For example, as an intdegib

gift, means of exchange allowed for creative meigmas beyond the classic wrapping strategies
associated with physical gifts. One such mechanigs the ‘decoy’ mechanism whereby donors
presented recipients with a largely misleading distthings to pack. This list gave scope to the
recipient’s imagination, so that they conjured vétgbnarios in their minds — bog snorkelling in Vgale

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

of ‘surprise’, in itself an attribute of the perfeayft (eg Belk, 1996) in Western societies.
!



Session 1 — New visions on experiential marketimyap-creation

The Creative Tourism of Malaysian Homestay: An Anaysis 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 makingsttireative tourism experience more widely
accessible to others who may never have imaginetd & experience might exist. The main objective
of the study is to investigate the relationshipwastn visitor experiences and word of mouth in the
Malaysian homestay context. Five most prominentdsiay villages, Homestay Banghuris, Selangor,
Homestay Pelegong, Negeri Sembilan, Homestay R&ladah, Homestay Anjung Bonda, Melaka
and Homestay Tanjung Piai, Johor were used asttigly site for this research. Confirmatory factor

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



Session 1 — New visions on experiential marketimyap-creation

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

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

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

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

Abstract

The main purpose of this paper is to establishitiportance and ranked the dimension climate and
nature in long-term tourism. The dimension is sddin long-term tourism from the perspective of
wanting to have a cross-border second home (CBBH) host country, Malaysia. Previous studies
show that climate is a pulling factor in having BSH, nonetheless for country like Malaysia and its
neighbouring countries which have similar climatgin question that arise is that what are other
dimensions that potential second homers look farhioosing a host country for their CBSH. This is
especially when a few countries with similar climatre cluttered nearby and all welcome
international second homers. At the same timedtidy is able to establish how important is climate
compared to other dimensions. The findings wouldhéeful in understanding the competitiveness of
host countries. Based on the data collected frofne3@atriates working in Malaysia in a self-directe
survey, using structural equation modelling (SEMygest that the dimension climate and nature is
ranked as number two, after ‘government suppdttimate and nature is followed by the ‘dimension
leisure activities’ and ‘value for money’. All fodimensions are significantly related to the oueral
satisfaction in living in the host country. Consently, overall satisfaction has direct effect on
behavioural intentions towards having CBSH in Malay Based on the results, recommendations

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

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

and behavioural intentions.
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Session 1 — New visions on experiential marketimyap-creation

The Influence of Ethical Initiatives on Tour Booking Outcomes

Witchuta Marchoo

PhD Candidate

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

Ken Butcher
Department of Tourism, Leisure, Hotel and Sport Bgement,
Griffith University - Australia

Abstract

The purpose of this study is to investigate théuerfce of ethical initiatives on tourists’ percealve
value and behavioural intentions, at the pre-bapkstage of the travel experience. Ethical
responsibility is defined as one domain of corpmsaicial responsibility (CSR) and is treated asua t
operator’s activities concerning fairness for canets, employees, shareholders, the environment and
the community, that tend to go beyond legal requinats. An experimental study was employed to
investigate the impact of the provision of a Cofi&thics and an Accreditation logo on an onlinertou
brochure for potential tourists planning to visitailand. The results highlight significant maifeets

of both ethical initiatives on the perceived vatlimensions of quality and ethical-expressive value.
However, no significant effect was found for heaoand price dimensions of perceived value nor on

the intention to book a tour.

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

Behavioural intention, Experimental study



Session 2 — Innovative Corporate/Destination Syiate

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

Girish Prayag

SKEMA Business School

Sophia-Antipolis - France

girish.prayag@skema.edu

Abstract

The island of Mauritius is positioned in the luxwggment as tourist destination. Hence, the dgliver
of high service quality in hotels rests on staffngecontinuously and appropriately trained. The
purpose of this paper is to identify the perceiimgortance and consequences of human resource
development (HRD) in the Mauritian hospitality irstity as perceived by line managers in hotels. The
data for this study was collected via in-depth vieavs with a convenience sample of 135 hotel
supervisors that are involved in staff training.eTinnovative aspect of this paper is the two-step
approach used for data analysis. Initially, thematialysis using Braun and Clarke’s (2006) stepwise
procedure is employed to identify themes in theadatt. Thereafter, content analysis using a neural
network software, CATPAC, is used to establish thedibility of findings. “CATPAC permits
identification of interrelationships that determiclassification of concepts being used by respotsden
and permit linkages and prioritisations to be draamad numeric values of association (distance or
proximity) to be identified” (Ryan & Cave, 2005, p46). This software is suited to both large and
small sample sizes and provides additional sugpdihdings derived from thematic analysis (Prayag
& Ryan, 2011). CATPAC has been mainly used to ustded images and motives of tourists with
limited application to the hospitality field. Compeently, the main contribution of this paper is the
application of this analytical technique to undanst hospitality issues. The findings indicated that
value of training and HRD is related to organisadiosuccess, service quality improvements, sharing
of knowledge and experiences by supervisors, angrawements in operational efficiency. At
departmental level, hotel supervisors perceived ravggments in staff attitude, team work,
productivity and service delivery as the resultstdff training. The findings from CATPAC, using
Ward's clustering method, revealed associationwdxt words such as “positive”, “front”, “guest”,
“‘comments”. Reviewing the original transcriptswis clear that these words were clustered together
because of the increase in positive guest comnfenfsont-line staff as a result of improved sesvic
delivery. Implications for HRD, allocation of trainy resources and the broader hospitality industry

are suggested.



Session 2 — Innovative Corporate/Destination Syiate

The Singaporization of the International Airlines’ Hospitality: The Case of
Singapore International Airlines’. Spirit of Service Excellence

Nour Eddine Chiadmi

Associate Professor in Services Marketing & Tourldanagement
Groupe Sup de Co La Rochelle — France
nchiadmi@gmail.com

Abstract

In a rough-and-tumble world of fierce airline cortipen, where multiple factors such the
perishability of seats, seasonality of demand, dnatbwith uncontrollable kerosene prices as well as
unforeseen political and natural disasters injdditanal levels of complexity, one company managed
to make healthy profits year in, year out while onajonventional airlines leaders failed to avoissslo
for almost a decade.

Welcome aboard Singapore International Airlinesesghbrand name is associated primarily with
service excellence and deep customer focus. Singdtlee country) and Singapore Airlines as its
flagship have banded together to form what is conmiynoalled “singaporization”, characterized by a
strategic flexibility which leads to service inndigen and creativity. Branding and service will beyk
competitive advantages for differentiating airlineghe future. The aim of our research is to agtem
to explore how this world-class service organizati@nslates a complex multi-faceted strategy into
clear, effective, and sustainable success story. lithSIA succeed where other aviation world giants
failed? This study will also attempt to determinbether SIA’s service excellence system can be
transferable to other airlines companies and iflerttie conditions and boundaries of such a
Singaporization?

Findings are derived from literature review, obs¢ginns and practices assessment. In addition,-an in
depth interview with aSIA’s senior executive wasidacted. Recommendations were made to assist
for an understanding of the secrets of SIA's suecBlepefully, some useful lessons can beadopted
from this study. Finally, this case study examihedéxtent to which some key elements from SIA’s
successful services’ culture might not be tranéllerto other international airlines.

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

Transferability, Airlines Strategies, Service Inaten, Strategic Flexibility, Case Study



Session 2 — Innovative Corporate/Destination Syiate

Integration of Corporate Travel & Meetings Management

Frédéric Dimanche - Ashley Walsher - Shashank DograChristine Dunton-Tinnus
Center for Tourism Management

SKEMA Business School

Sophia Antipolis - France

Frederic.dimanche@skema.edu

Abstract

Corporate travel and meetings is an area that basveen the object of much academic research,
despite its economic and managerial importances phaper responds to the call by Faulconbridge,
Beaverstock, Derudder and Witlox (2009) for moredé@pth studies of the business travel sector.
Today, in the context of corporate travel, travadl aneetings costs span across several departments,
often leaving a big question mark as to what theaaosts are and where they are spent. Bell and
Morey (1995) as well as Anderson, Lewis and Pa(k8B9) investigated the efficiency of corporate
travel departments. Indeed, over the past decaday ntravel management departments have
implemented procurement strategies, booking anckitrg tools, and better supplier management
processes to track expenditures. Despite thelattas much as 35% of a company’s total travel and
entertainment is dedicated to meetings annuallgtimg management lags behind transient travel due
to the complexity and variable nature of the magtiand events industry. When taking a deeper look
into the relationship between the two departmesitglies have often found links and overlaps worth
exploring, yet few businesses have pursued a gjratieintegration. The objective of the presentigtu

is to better understand the integration of corgotedvel and meeting management — what is to be

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

To respond to this objective, an investigation ofporate travel professionals’ attitudes towards
meetings and travel management integration wasrtai@a. The study was conducted in two phases.
First, a qualitative research approach (in-depths@wl interviews with several corporate travel
executives as well as with representatives of htgehnology and travel management companies) was
used to better understand professionals’ opinipasceptions, and thoughts about travel and event
integration. Then, a global online survey of ne@®) companies represented by travel, procurement
and/or meetings managers was conducted. Respontergsasked about the size and scope of recent
actions their organizations have taken to potdwptiakrge travel and meetings spend, and executives’
views on the success and frame conditions in desmgRespondents were additionally asked to
identify the most significant challenges facing itheompanies’ endeavors and the level of

preparedness of their organizations to face thieskenges.



Findings suggest that integration of travel andtingespend is growing despite barriers related to
managing change. Indeed, about 40% of the compdha&tswere surveyed have either integrated
travel and meetings, or are in the process of desmdiowever, a number of barriers exist. Investmen
in technology is no longer a major concern for exiees: the most common difficulty is now the

issue of change management. Taking away the tran@iesses from those who are managing
meetings within the company is considered to bedghly emotional issue. The objectives that a

company wishes to achieve through change mustaglgicommunicated and carefully managed.



Session 2 — Innovative Corporate/Destination Syiate

Quantifying Road Network Accessibility to Tourist Regions with
Geographical Information Systems

Martin Landré

Centre for Sustainable Tourism and Transport,

NHTYV Breda University of Applied Sciences, The Natands
Landre.m@nhtv.nl

Abstract

This study quantifies road network accessibilitydorist regions, with centroids of all municipad

in the Netherlands as origins and five tourist eagi in Germany as destinations. A critical
examination of the methods used has revealed sborécemings when measuring accessibility to
multiple centres with Voronoi isochrones and isdgiriAcceptable accessibility measures are obtained
by adapting and extending these methods. Applicadiozonal statistics allows quantification of a
complete set of origin-destination types makingassible to compare different modes of transport.
The isogrid accessibility model consists of foubrsodels: single-centre accessibility, multi-centre
accessibility, average single-centre accessikglitg average multi-centre accessibility. An advamtag
of the zone-based isogrid method is that socio-@mamn attributes can be linked to origins, which is
useful for target marketing. However, it is necegsa apply a correction factor as the free-spestd d
used will result in an underestimation of travehds. Using a zone-based isogrid can facilitate
location analysis in tourist destination plannirgy data needs are limited while data modelling is

relatively simple and cost-effective.

Keywords: accessibility, road network, origin, destinatidfgronoi drive time isochrones, isogrid,

travel time, tourist region, zonal statistics



Session 2 — Innovative Corporate/Destination Syiate

Competitiveness of Alpine Destinations: A conceptuapproach

Dr. Sabine Miiller

German Sport University Cologne

Institute of Outdoor Sports an Environmental SceenGermany
sabine.mueller@dshs-koeln.de

Dr. Kirstin Hallmann

German Sport University Cologne

Institute of Sport Economics and Sport Managemé&rmany
k.hallmann@dshs-koeln.de

Dr. Gene Brothers

North Carolina State University,

Department Of Parks, Recreation and Tourism ManageruSA
gene_brothers@ncsu.edu

Abstract

The purpose of this paper is to theoretically aralglifferent measures of competitive advantages of
alpine destinations. The focus of the analysisnstlie general Destination Competitiveness and
Sustainability Model developed by Ritchie and Cito2003). A literature review was carried out
(e.g., Enright & Newton, 2005; Fuchs & Weiermai®02; Hu & Ritchie, 1993) identifying different
indicators of destination competitiveness whichenvgtructured within the levels and categories ef th
model from Ritchie and Crouch (2003). Indeed, ip@ssible to conclude that most researchers have
used a variety of measures that can be attribotéltet Destination Competitiveness and Sustaingbilit
Model. However, no research identified, testedriuelel empirically for both, the demand and the
supply side. This paper extracts supply and dersatelstandards for winter sport destinations on the
basis of different indicators such as socio-demugcs, current range of winter sports, and macro
level indicators of size of the destination or tiwel capacity. The results of these findings \él
used to provide a framework which can be used ternationally benchmark several alpine winter
destinations. Based on that framework, a questiomne@as 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 debatesanigen about the importance on data collection i
tourism. However, while the literature providesemdive guidance regarding the use of visitor survey
to determine average tourist behaviour, littlerdtta has been paid to estimate the number of negio

visitors.

After the European Council Directive 95/57/EC ab#bmber countries created or modified the existing
tourism survey. Generally speaking, in each couthteye are two main kinds of tourism surveys. One

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

On one hand, surveys from the demand side, usymlhyjde quantitative and qualitative information
useful for tourism planning, but they have a geplbigal scale that is, at most, at regional level
(NUTS2). On the other hand, at least in the majarft European Countries where census survey on
accommodation establishment is performed (as Ip #ad Spain) statistical sources from the supply
side have a high geographical detail, in some exs® at municipality level (NUTS4). However,
there are at least three main problems related thighuse of data on guests in accommodation

establishments for tourism planning purposes: theeiace of any information regarding guest travel



motivation, which does not allow to distinguish rigts from other travellers; the absence of some
tourist typologies, such as second house usersiduaésts, people with camper not staying in oéiic
campsite, and so on; the so-called “double coungffgct” which occurs when a guest change

establishment within a given destination, duringftrer trip.

The aim of this paper is to discuss official toaristatistics regarding their merits and pitfallgcmng
particular attention to the need of informationaabcal level, for tourism planning purposes. Some
methods to estimate real number of tourists in stimltion are reviewed and some proposals are
provided with reference to Sicily. Particularlyetlioncept of un-observed tourism is introduced and
discussed, a review and some proposals on wadiinate the real number of tourists in a destimatio
through official data, indirect indicators, aad hocsurveys is presented. Finally, as a case study, we
present the results of a sample survey conduct&icity to estimate the un-observed tourism in the
Island.

Keywords: Tourism statistics, un-observed tourism, tour&tdviour, Sicily
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Abstract

Response styles can have significant effects om aladlysis. Different people have different respons
styles, some favor high scores whereas others tawess and some people avoid using extreme
scores, especially in attitudinal research questithis is called response style effect. In segatemt
goal is to group people into homogenous clustasdifer from each other significantly. According
to a literature review of earlier segmentation ssdthere is a possibility that response stylectsf
can influence segmentation results. In this stedypirical data is used to examine how response styl
effects affect cluster formation in a single coyntontext. Results show that especially when using
cluster analysis response style effects shouldlésely examined as the results can be drastically

different.

Keywords: segmentation, response style effects, cluster sisaly
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Abstract

This research successfully developed eight dimessabout classroom learning environment based
on Dorman’s (2008) What is Happening in this Clasar (WIHIC). The Creativity level of the
hospitality degree final year students in Taiwarsvmaeasured by Abbreviated Torrance Test for
Adults (Goff and Torrance, 2002). Multiple regliessreveals that the dimension of “Investigatios” i

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

Keywords: Classroom Learning Environment, Creativity, Htaslity degree students, Taiwan
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Abstract

Morocco put much effort to develop its hospitalitgustry as the tourism sector represents oneeof th
major activities of the Moroccan economy. It repres about 8% of the Gross Domestic Product
(GDP) and provides more than 320000 jobs. Morocadision 2010 is the country’s tourism
development plan initiated in 2001 (Plan Azur).dugh the plan, the government aims to increase the
number of hotels and resorts all over the countryoider to reach 10 Million tourists in 2010.
Therefore Moroccan hotels have to assess and iragh®ir service quality in order to ensure high
customers’ satisfaction which leads to high custsirieyalty. Also the hotels’ managers should not
forget that the worldwide tourists are rethinkinmeit vacation plans as most of the developed
countries are slowly recovering from the aftermattthe world financial and economic crisis. Forsthi
reason, hotels’ managers have to be sure that ltheian capital is well-trained, experienced, and
motivated to satisfy their customers’ needs. Indesthagers tend to focus and insure their costumers
satisfaction through recruiting skilled human calpjlus providing the essential tangibles that are
critical in such industry. So in order to inswastumers’ satisfaction, hotels’ managers shoule ha
well-equipped hotels and enthusiastic human capital

The aim of this empirical research is to invesigtite perceptions and expectations of international
tourists visiting Moroccan hotels by employing adiied SERVQUAL questionnaire (Parasuraman
et al., 1991 and Juwaheer, 2004). We used theatditzcted from visitors of a famous apartment’
hotel in Casablanca as a primary source of infaonafThe results of this study will help hotels’
managers in identifying their shortcomings and timyorove their service quality. Also this study iwil
determine the most important service quality dinmms as seen by the international visitors to
Morocco. Moreover the results of the survey arnalgan be used as a pilot study for a larger scale

research.
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This paper critically examines the operation ofeavly created DMO in the city of Veszprém in
Hungary and the way that its formation, introduetamd operations have impacted on innovation and
creativity in the tourism industry in and aroune tity. Veszprém is a small historic city, closdtie
northern shores of Lake Balaton, which has a devéosirism portfolio largely focussed around the
heritage and cultural offers in the city. Attentiaill be focussed on the way structures have been
created that both delimit and incentivise certaimms of tourism activity through partnership woikin
joint initiatives, funding bids and branding.

The framework of analysis is drawn from the co-tioraliterature and a knowledge management
perspective. What our research demonstrates isMiigt the management of explicit knowledge has
been overtly targeted by the management of the DMé&e are also important elements of the system

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

strength of sense of ,partnershiin Veszprém and innovations that spring from rpldtioriginators

rather than relying on single entrepreneurs.
There had been a fear that introducing a new DMQ@Iavetifle the creativity in the city rather than
inspiring it, especially as the legislation estsiipdid definite parameters on the workings of the BMO

both in times of membership and activities. Howedespite the top down imposition of these

&



arrangements, our research points to a positiveomé with the new formal spaces and the informal
spaces created around the structure proving tofhettl source of inspiration within the city arnis

surrounding region.
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Abstract

As the global economic crisis has its negative ictgpaon all the sectors, the accommodation
establishments of all kinds, like the enterprisiestber sectors are facing severe competitioredinss
that one of the ways to stand out from the crowdliféerentiation by marketing and quality
management tools thus leading to higher levelsustamner satisfaction. Since the satisfaction levels
of customers usually vary from one hotel departises@rvices to the other department’s services, it
important for hotel management to realize whichaaepent is obtaining the highest level of customer
satisfaction and how it achieves it. The resulty ima applicable to the other departments’ services,
which may lead other departments to higher levéd® @y benchmarking and other applicable
strategies. The aim of this study is to discuss muadke a preliminary analysis on the aspects of

customer satisfaction regarding the services pealiay the hotel's departmental organization.
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Abstract

Usually described as an amalgam of touristic prtslaod services available in one site, the tourism
offering is considered in the literature as a corabon of consumption experiences that involve both
private and public actors. Thus tourism experigaaharacterized by many interactions with physical
and human environment valued by tourists and |ggitirsatisfaction. From a management viewpoint,
understanding satisfactory and dissatisfactory etgmof experiences is a significant challenge to
design and deliver a memorable experience andppostpositive post-consumption reactions. Using
the critical incident technique, the authors caéec216 incidents in order to reveal salient fectmm
which tourists forge their evaluation and buildtbhpir satisfaction. This research sought to ingasé
major driving factors of tourist satisfaction andsatisfaction taking into account all elementsted

to a touristic stay and partially neglected to datehe tourism literature. A typology of elements
contributing to the tourism experience satisfactisnproposed. The results claim that a broader,
holistic view of tourism experience is needed addise to focus on elements leading to satisfaction
and dissatisfaction. Moreover, besides the trawifiocategories classification based on service
attributes and the type of providers, the resulibllght the human being factor as a new important
category of elements influencing satisfaction. licgtions for tourism destination managers and

services managers are then discussed.

Key words : Tourism experiences, satisfaction, dissatisfactt@stination, tourism services, critical
incident technique
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Senior tourists represent a third of the world iarindustry today and their number is due to
rise in the context of the world population’s grovend ageing. For the next two decades at
least, they will enjoy better health, increased kfkxpectancy and greater disposable income
than the previous generation, making them a sti@asggment for marketers. Understanding
the specific needs of such a cohort is thus aipyifor tourism researchers and professionals.

Older travellers are at a stage in their life whitwey experience numerous losses and threats
associated with changes in physical well-being, talesharpness, frequency and type of
social interactions, and potential negative reastielated to ageing (Atchley, 1997; Mattes,
2005; McFadden, 1996). Their own mortality alsodmes very salient with the deaths of an
increasing number of their age peers, which canemga strong anxiety (Urien and
Kilbourne, 2008). In this context, spiritual devghoent is a mechanism which enables them
to cope with the challenges associated with old &gritual growth involves finding the
meaning of one’s life and death and includes @&c&tin on after life (Ita, 1995).

Spirituality belongs to the sixth and highest lee&lMaslow’s revised hierarchy of needs
(Maslow, 1971), that of self-transcendence. Acaaydio the well established push-pull
theory in the tourism literature, push factors arernal socio-psychological factors that
induce an individual to travel (Crompton, 1979; Dafh977, 1981). They relate to Maslow’s
five levels of needs (Maslow, 1952). We suggest tha need for spiritual development,
which sits at the top of Maslow’s revised hierar¢Maslow, 1971), is a push factor for older
travellers.

Our research investigates the spiritual benefitsveld by senior tourists from travelling.
Seventeen depth interviews were conducted withecktiravellers, aged 60 to 85. The topics
covered are their travel experiences and motives tlae benefits they derive from travelling.
Content analysis reveals five categories of smlitoenefits: life meaning, introspection,
better understanding of their relationship withestihhuman beings, better understanding of
their relationship with nature and exploration dghey spiritualities, which broadens the
spectrum of their own. Spiritual benefit categoraes described and suggestions made for the
design of travel offers with a spiritual benefitt@atial. 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 frontline employees’ performance in

Malaysian hospitality industry. More specificalthe study examines the effect of changed behaviour
as the moderator variable of the relationship betw&ork environment variables and employee job
performance. Structural Equation Modelling wasfqgrened to test the moderator effect, as they are
highly employed by the social science researchins. hypothesized relationships are tested using
AMOS 17.0 through path analysis. The results @& tlonfirmatory factor analysis demonstrated
relatively a reasonable fit of the four factor mbatethe data on the basis of a number of fit stat

(x? = 142.585; %/df =2.417; GFI (good-fit-index) = 0.924; RMR (tomean square residual) =
0.033; RMSEA(root mean square error of approxinmitie 0.073). The findings showed that the
strength of correlation between work environmenialdes and frontline employee’s performance is
moderated by changed behaviour variabBliscussion and implications of the findings areird=dted

at the end of the article.

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

Performance
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Abstract

The dominant Soviet tourism experience in Estohiatyvia, and Lithuania since their return to
independence in 1991 generally fell into the cfasgion of “remembrance” tourism, whose aim is to
focus on emblematic historic sites, particularlggd of major conflicts (Orbasli & Woodward, 2009).
Although remembrance tourism forces one to rebak¢ moments that many would like to forget, the
value lies in its ability to retain lessons frone thast (Richter, 2002). Remembrance tourism allows
for the saving and establishing of an identity tipatarly cultural identity; which in itself extesdo

values of citizenship (Metro-Roland, 2008).

In fact, in these three Baltic states one of thdyeturist attraction aims was to develop an
“occupation” museum, and special exhibits, to bringlight their shared experiences under the
Communist system. Examples include the KGB Museé@rey House” in Tartu, Estonia, the
Museum of the Occupation of Latvia, in Riga, and Museum of the Genocide Victims in Vilnius.
Each of these museums was positioned to servestarkareminder of the atrocities that occurred

during the Soviet period.

A more recent phenomenon has been the rise of tStnastalgia” tourism (Caton & Santos, 2007),
which involves putting together certain construsti@f the past with particular aspects of the priese
This longing for the Soviet past would seem unhedrith the immediate years following the end of
these countries forced incorporation into the US&Rh 1941-1991. These tourist experiences are
centred on promoting the kitschy and nostalgic etspef the Soviet period. These include the Soviet
“Nostalgia” tours offered in Estonia, being able gy at Leonid Brezhnev's Dacha in Jurmala,

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

Thus, the aim of this research, as developed thrtheguse of a case study, is to critically exantimee
impact that both types of “Soviet” experiences had on the tourism industry image in each of the

three countries. Due to the exploratory nature¢haf research, a qualitative approach was taken in

&



order to gather an in-depth knowledge of this phesmon. As the premise was that there is a
justifiable debate as to the ethics of offering anaimoting such tourism activities and attractioare
was a need to compare the voices of actual vistmrhese destinations, and the perspectives of
representatives of the official travel boards @ tarious countries/regions. This was accomplished
through extensive interviews conducted with thee#d stakeholders in each of the three countries.
The findings from this research have implicationsthe promotion/suppression of such tourist

experiences and can extend beyond the Baltic datmuntries with similar shared histories.
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Abstract

Boutique hotels and Design hotels can be seenrawative products and services that renew the
existing offer and meet increasingly complex cugtoneeds. Does that mean that design is becoming
a distinguishing feature, a value, a norm? Inottards, can we envisage design as a tool to dedive
customer experience, or is it an end-in-itsief a “way of life” to be experienced during a weeilde

for example, in a tourist destination? To answesé questions and as this is an explanatory study,
we propose the following framework. Firstly, thesav forms of hospitality will be studied: whatas
Design Hotel? In what way will the concept of dgsioften overused in the context of hospitality, b
developed? Secondly, we will try to highlight teeperiential aspects of consumptigia a Design
Hotel. To do so, we will study the case of threasign Hotels and consider the following key-points:
the perception of design among both consumers esidml professionals, and the way in which design

is communicated using marketing and public relation

Key words: Design hotel, design, experiential consumption
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Abstract

Cultural heritage tourism had become an importanrism type in 90’s. The role of perceived
authenticity in a destination now is as determinaintourist experience on tour. This study from
tourist's demand side focus on how the perceivatieaticity to influence tourist’s tourism image,
sense of place and intention behavior by usingése of Golden Ecological Park, Jinguashi, Taiwan.
Therefore, the data collected by quantative method.

Lisrel 8.52 software used to test the structureaggm model, and a random sample of 384 visitors
was selected for the survey. The perceived auttigntvas rated for the museum environment and
generalized activity of 7 items. The tourism images measured by three naming categories. Three
concepts were indicated to sense of place. Thevimehh intention after visiting divided as three

measurement variables. The study results are lasvéal:

1. The model revealed that perceived authentisitignificantly and positively related to the tcumi
image. “Atmosphere in the park”, “Environmental Bling” and “Museum of Gold” are the

significant measurement variables to perceivedeniitity.

2. Authenticity perception has significantly positirelated to sense of place, and tourism imagteeis
important mediate variable between two variabldg ihdirect relationship is stronger than the direc

relationship.

3. Authenticity perception does not simply influeniie behavioral intention after visiting, butst i
through tourism image and sense of place thesertediate variables to result the positive influence,

and the mediated effect of sense of place is stmotigin tourism image.

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

measurement variable of tourism image is from “lLag#@ing and scenic resource”.
&,



5. Tourism image does not cause significantly pasinfluence to behavioral intention after visg@in

it needs to through sense of place to be mediatelias positive influence.

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

variable of place attachment construct the sengéace.

Keywords: Authenticity, Tourism image, Sense of place, Bébrav intention after visit
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Abstract

The role of a customer in product and service agrakbnt processes has been highlighted in
marketing literature. Different emerging concepts @mphasizing the customer’s perspective: e.g. co-
creation, value co-creation, customer involvemamd aervice design. Co-creation of products and
services has been seen as a new way to create valiefor customers and for businesses. This
applies also tourism sector where co-creation esatilistomers to co-construct the service or tourist
experience to suit their purposes and ned@a@king cognizance of changing customer lifestyles,
increased use of the social media and customet&gest in being as active participant in the
production of his/her services, the co-creation besame as a relevant topic also in tourism product
development processd&sustomers can involve or be involved in diversesgisaof product and service
development processes and give their contributionlifferent ways. However, even though some
researchers have recently studied value co-creétiere has been reasonable little research of how
customers are collaborating with firms and othé¢orsc

The aim of this study is to identify what kind afistomer information is used in tourism product
development processes (especially in small and unediize (tourism) enterprises, SM(T)Es) and
what kind of co-creation methods and approachesadapted and used by businesses and tourism
developers in destinations.

The paper studies the customer’s role in wellbéingism product/service development process from
tourism experts’ point of view. These experts arerism entrepreneurs, members of DMO’s and
regional developers. Altogether 36 thematic intwd were conducted during 2009-2010 in three
Nordic Wellbeing laboratory areas in Finland. Thiiviews were taped, transcripted and analyzed by
using content analysis.

Results show that many of the interviewees aré isifolving customers very traditional ways.
However, there were few businesses and developongahizations that were aware and using more
advanced co-creation practices. In addition tozatilon of diverse co-creation methods, constraifts

customer involvement and co-creation are discussed.

Keywords: co-creation, customer involvement, new productiserdevelopment, wellbeing tourism
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Abstract

Tourism attraction is a key point in the efficiermiytourism destinations. The tourism French paxado
underlines that France is not competitive in itari@m industry (Barrost al, 2010). French ski
resorts are concerned and the managers have todéacehallenges with the environmental pressures
(Falk, 2009). Several researches focus on the siégdse adopt new environmental management
systems (Williams and Todd, 1997; Singh, 2008) tewt propose tools based on benchmarking
(Hudson and Shephard, 1998; Ormiston, Gilbert aadihg, 1998).

The purpose of this paper is to analyse the effgieof ski resorts in France. More precisely, this
contribution examines if ski resort efficiency igveén by “green” actions. Ski resorts are techiycal
efficient or not? What are the impacts of environtakactions on the technical efficiency? What are
the best practices?

This paper applies a two-step Data Envelopmentysia(DEA) procedure. In the first stage, the ski
resorts technical efficiency is evaluated by udgA in order to establish which resorts are thetmos
efficient. In the second stage a bootstrapped #&tedcregression model is used. Then contextual
variables (environmental factors) are introducedrter to evaluate their influence on the efficienc
scores. Managerial implications and recommendationsdecision-makers are derived from the

results.
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Abstract

The hospitality and tourism industry needs to bevérd looking and aggressive about making
changes that meet the demands of rapidly evolvuggniess and natural environments. How ethical
and socio-emotional growth in the context of acadesnd practical training may foster heightened
ability in creative and sustainable approaches usiness innovation and change in light of
increasingly critical global environmental issugsot yet fully understood.

Developmental psychology based assessments ofkfhigment capacity (the Defining Issues Test,
or DIT) and socio-emotional maturity (Subject-Objdaterview, or SOI) provide well-known
measures of these aspect of character development.

This paper describes the beginning phases of ands@roject to focus on hospitality and tourism
students, including the analysis of data gathemes pilot study using the DIT during the fall of1ZD
Tentative conclusions from this study are then useduild hypotheses and an initial design for a
larger study.

Results of this research hold implications fordtreicture and content of hospitality, tourism araten

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

Various attempts have been made to use events @atfarm for political messages, such as
sustainability or ‘green issues (Laing and Fro®d® Sharpe, 2008), as well as using events as a
vehicle for promoting a political philosophy or eth Sharpe (2008) notes however that the increasing
commodification of festivals might affect their @ohs a space for dissent and ‘vehicle for social
change’, particularly the emphasis on economicrnstuLinking heavy or overt political messages
with a hedonic experience such as a festival, whenge attendees might be looking to escape from
their everyday lives, might also be problematicrtiker research is needed to examine how effective
this process is and to assess the advantagesngf esénts to deliver political messages. This paper

examines this issue in the context of the slow flesdival.

A growing number of cities around the world are ndesignatedslow citiesor Cittaslow (Knox,
2005; Miele, 2008; Pink, 2007) and various eventsldvwide are based on a slow food theme,
including the Salone del Gusto in Turin, reputeitily largest convention devoted to regional food in
the world (Schneider, 2008). The concept of ‘sl@od” began in Bra, Italy (Leitch, 2003; Richards,
2002; Scarpato, 2002; Schneider, 2008), but hasaxpanded to more than 100 countries around the
world, with in excess of 80,000 members (Lotti, @01t can be viewed as a philosophy that has
developed, in part, in response to the perceptionthe ‘McDonaldization’ of food (Miele and
Murdoch, 2002), as well as the increasing pacesaress of modern lives, which is having adverse
effects on health and happiness (Petrini, 20019dk® one plank within a broader ‘slow’ philosophy,
which advocates ‘slowing down life in general’, vitmplications for improving quality of life
(Richards, 2002). It is also linked to a greatenrmxtion to place and to one’s local community
(Yeoman, Brass and McMahon-Beattie, 2007), as a®lto cultural and national identity (Donati,
2005; Leitch, 2003) and thus may attract visitoo®king for more authentic experiences at

destinations (Sims, 2009). The slow food movemast iowever been criticised in some quarters for



promoting elitism and privilege (Schneider, 20083, well as a misguided and nostalgic ‘fetish’ for

peasant traditions that glosses over socio-econandgyender inequalities (Donati, 2005).

This paper argues that the slow food festival mightely attract the ‘converted’, rather than reaghi

those people who have yet to be exposed to the ®lods message. They may however provide a
valuable forum for encouragement and support oéghimdividuals who have already embraced or
who have started down the path towards a slowestyife. The slow food festival or event may also
form the basis of highly authentic tourist expeciesy which showcase a region’s produce and

traditions to a new audience.

Key words: slow food, event, festival, social change, politive@ssage
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Abstract

The impacts of carbon dioxide emission on climabenge are clearly visible and have been
demonstrated by a range of scientists. Increasargoa dioxide emissions brought on by energy
demand and fuel consumption is threatening ourappto achieve sustainability. Previous studies
have indicated that tourism is a potential carbomide emitter industry, and consequently significa
contributor to climate change. The carbon dioxadassions caused by three main sectors of tourism
industry — transport, hospitality and attracticare assessed and analyzed from different soutces. |
estimated that 5 % of the total global carbon diexémissions are caused by the tourism industm. Th
main objectives are the exploration of differenoesarbon dioxide emissions among transport modes,
accommodation establishments, attractions, a@s/iéind events within tourism industry and the role
of tourists’ travel-style can have in this emissiofo achieve the project’'s objectives a data
compilation on carbon dioxide emission is estaelisfor each sector and the average emissions are
calculated. The results reveal, in total congruenitii previous studies that the main contributars t
climate change is the transport sector, where hioet-glistance air trips and car trips are emitting,
respectively, 178 g of Cpkm and 150 g of C&pkm. The results also disclose that hotels are the
largest carbon dioxide emitter in the hospitaligeter, emitting 19455 g of Gfourist-night. The
minor contributor is the attraction sector; anyveaission should not be neglected once activities ca
reach an emission of 23060 g of £®isitor-day in air activities. The most relialdata is used to
construct a tool where tourists can assess theirdd@ssion for holidays according to their mode of
travel and/or other choices. These insights sughestthe tourism industry needs to address it$ goa
for mitigating climate change. All those involved tourism have a huge responsibility to recognize
the importance of its sustainable development. iSourhas immense power to create positive
grounds, but if developed without concern for sastiaility, tourism can not only damage societies,

the environment and climate system, but could @éstroy its own long-term legitimacy.
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Revenue Managemenand Price Discrimination: consumer reactions
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Abstract

Yield/revenue managemémtame about from the start of the 80's. These cdacere initially
developed in the United States in different secsmch as aviation, the hotel business and carlrenta
(Smith, Leimkuhler et Darrow, 1992), later extergdinto other sectors of activity (Kimes et Chase,
1998).

Yield managementisasic concepts were as much discarded from acadesmmanagement during the
70’s. The first researcher to introduce the idethefmaximization of income for a specific capacity
rather than the maximization of the occupation llevas Littlewood (1972)Yield managemens a
sophisticated form of supply and demand managemghtsimultaneous action based on prices and
available capacity. This strategy consists of allmg the best service to the best customer, abeéke

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

In this article we evoke the problem of customeactimns towards the practice wield / revenue
managemeniVe remind readers that one of the “visible” consemes olield/revenue management,
for customers is characterized by an impressioroafinuous and unexplained variation of the prices
by service providers. The price-customer interfananagement becomes a problem and the
repercussions are reference loss, a reductionshtiowards the service provider, and a certaial lel
dissatisfaction. The issues of price perceptionespecially the aspects of fairness, honesty, #ggual
and acceptability of the pricing policies has bdba object of research studies. We propose a

synthesis of recent research combining academistign@aires and managerial implications.

! The two terms are used in the usual languageeicdimpany environment as well as in the acadetei@ture.
Yield managemeri$ concerned with the original concept and waspitiecipal term used in the 80’s and 90’s.
The termrevenue managemeint practice replaces little by little the expressjgeld managemenEurthermore
the “historic” expressioryield managemento longer is associated with operational aspectsredsrevenue
managemenis associated with a certain level of analyze andoae “strategic” way of making decisions in
companies.

%
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Abstract

The tourism sector offers a consumer experiendeunsteps: the experience of anticipation, the
buying experience, the experience itself and thevesoir experience. However, the multitude of
actors that can be involved in the creation of to®sumer experience is not conducive to
consistent and immersive consumer experience. AvBial world to unify the consumer
experience, particularly the anticipation, buyimgl &ouvenir experiences, and help the consumer
to build his stay. Made from marketing literaturboat the consumption experience and
information systems on virtual worlds, we providthaoretical framework about the provision of
virtual environments in tourism consumer experieimcerder to define the characteristics of this

virtual resort, and give some examples of techno&dgnstantiation.

Keywords: consumer experience, immersion, flow state, virtwa@ld, hyperreality.
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Purpose

Food and tourism may be considered as two inteectlalements that bring people and cultures
together in many different occasions. Researclcatds that food could be seen as a peak touristic
experience and the main tourist attraction. forgd@& Wang, 2004). Cohen & Aviali (2004) also
discussed this subject while considering the radésfood in tourism as an attraction and an
impediment. In relation to this, Henderson (20@9)iewed “Food Tourism” in detail and touched on
the importance of food’s profound roles includingeing a kind of tourist attraction, playing a roie
tourist decision making and satisfaction, beingestidation development tool,and adding to the

destination’s image thereby bringing possible caitige advantages.

Being seen as one of the most important “pull” dagin the literature, a destination’s image iswno

to be essential in attracting tourists along whih individuals’ motivation for travel (Fields, 2002

The variety and the scope of Turkish cuisine araroonly discussed in the written and visual media.
Some internet resources mention the rich culinafye in Turkey by giving different examples from

regional cuisines. However Okumus et al (2007) esklrd that some countries do not utilize the
potential opportunities food tourism provide. THeynd that diverse regional cuisines in Turkey are
not mentioned enough in the official promotionaltenls and Turkey has not used food as a strong

marker of cultural identity as compared to Hong golm this sense, the purpose of this paper is to



identify and evaluate the significance of food temr for Turkey while integrating the substance of

prominent regional cuisines with specialties.

Methodology

The research design will be qualitative in natimterviews will be conducted with the content exper
of the culinary world both in Turkey and abroadntgoof the interviewees will include food critics,
chefs, tour operators and academicians. Based emetommendations made and in view of the
corresponding literature, interpretive analysis ldopoe used to develop unique travel itineraries to

promote destinations in Turkey which will emphagieggional cuisines.

Potential Implications

This study is a collaboration of academicians aratfgioners. This is an exploratory study, seeking
to develop innovative gastronomic travel itineraf&omoting and selling a destination would also be
the partial scope of the itineraries. Such a nepr@ach would not only create an awareness of
Turkish culinary tourism in the academic literaturat also would create a framework for others who
would be involved in this industry. Recommendatiovilb also be made to the Ministry of Tourism

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

Abstract

Lead users (LU) innovate if extreme needs or tasaéisfor a better solution. The Lead user
research focus has been in the manufacturing indsistvhere it has been confirmed
empirically. However its primary weakness is itsited research scope and the concept has
yet to be explored for the tourism world. | arghattthe Lead user concept could be valuable
as a building block to expand the innovation mindsfetourism organizations into a more
balanced view, with open innovation as basic petsge The method is a case study of the
Blue Lagoon which is visited by 80% of inbound fsts to Iceland each year. The company
provides an interesting opportunity to apply thed.eiser lens to explore an important tourist
attraction. Many hallmarks of the Lead user con@apt be found in this case. It all started
with a skin patient that tried the wastewater mieach a geothermal power plant that evolved
into a health clinic with healing effects sciert#fily confirmed. Parallel to this the
organization developed a mass tourism spa with 408rthousand visitors yearly. | argue in
the paper that tourism innovation could be baseextreme (health) needs of Lead users.
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Abstract

This paper demonstrates the interest in using koef@esentations as a tool of analysis in the
representation of city breaks for two generatiamdilorts. This research, which fits completely itte

psychosocial theory of Moscovici (1961), compatesgocial representations of a City Break in Dijon
for Generation X and baby boomers. It reviews tktard literature on cohort segmentation and social
representation, and uses the social representitiorework to analyze a representation of a tourist

destination City break.

Some 250 tourists in the French market were sud/dyemeans of face-to-face interviews. Survey
findings indicated no difference between the twoegations for the nucleus, but a difference only in
the peripheral system of the social representafibe. Baby boomer generation is more interested in
architectural and historical aspects of the cithijlevGeneration X prefers more experiential adtgit

such as gastronomy.

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

The destination branding literature emerged asntBceas 1998, and there remains a dearth of
empirical data that tests the effectiveness of di@ampaigns over time. This paper reports the tesul
of an investigation into consumer-based brand gdoit Australia as a long haul destination in an
emerging South American market. In spite of thenHeyel of academic interest in the measurement
of perceptions of destinations since the 1970s, geavious studies have examined perceptions held
by South American consumers. Findings suggestdéstination brand awareness, brand image, and
brand value are positively related to brand loyfdtya long-haul destination. The results alsodaté

that Australia is a more compelling destinatiomldréor previous visitors compared to non-visitors.
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Abstract

This exploratory research aims at analysing therad@pendency of brand personality and emotions as,
respectively, cognitive and affective determinaoftshe choice of a ski resort. Three different but
complementary qualitative field approaches (projectechniques, focus groups and interviews of
experts) have been used to collect data. A fiegt sbnsisted in generating items to describe thedor
personality traits and the emotions associatedsti eesort. These items have subsequently beeh use
to describe various French ski resorts. The reshltsv that ski resorts can be categorised in t&fms

clusters of personality traits and emotions, wisbbw to be interdependent.

Key Words: Brand personality, emotions, destination choicéereshort, projective techniques
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Abstract

Well being is trendy. The spa, fithess centers @thér recreation areas are developing at a dizzying
growth. It experienced, in France, an annual grogitlover 6.6% for the period 1997 to 2006, six
times more than the services to the person (INSPBE). According to Credoc (opcalia.com), the
acceleration in demand is mainly due to a generatitect, as the present consumers, on one hamd, ar
more likely to use cosmetics and wellness treatsnéiman their parents did, and, on other hand,
consume them in quantity and regularly.

In France, some actors, however, are present om#rket of well-being for a long time, without
necessarily having put it forward : the thermal spehe thermal spa is a practice that dates back to
antiquity, and its current format took its sourpethie nineteenth century, when the spa resorts were
touristic and fashionable places. The thermal ®matme more popular around the second half of the
twentieth century, starting to become what it idayy that is to say combination of medical care,
accommodation, tourism activity and entertainm&vieisz, 2002).

But for 10 years, the French thermal spa is changignificantly (Deloménie, 2000)). Historically
carried by a public health policy incentive, it muope with a steady decline in attendance (for
structural, cultural and organizational reasonsictvlyenerates new competitive dynamics. As some
pathologies are treated in a large number of thiegpas, spa resorts are compelled to find areas of
differentiation. They consequently all stepped bpirt efforts to become attractive in a different
manner, because they became aware that the spaogt@say was of course concerned by the quality
of cares, but also by what to do for his free tirhe chooses the spa not only for the treatmeialse

to follow and the modernism of infrastructures, &lsb with consideration to the quality of the teur

In French, “thermalisme” is the medical activityhich is translated by the term “thermal spa”. “lthermes”
are the place where the thermal cares are madéb#tbs”, but is also used to name the company hkvhic
manages the activity. “La station thermale” is usedame the thermal spa resort, that is to sayitlage or the
town. A “spa” is therefore a place where well beaages are made, but not necessary with springrwakech
means that there is no medical treatments and itenef



destination. Thermal spa resorts have traditionbé¢n places where social and cultural life was
lively, thanks to the presence of casinos, racktraiheaters and other places of entertainment. The
tourism potential of the territories has thus alsvagen a strong argument in the offering, becawese t
spa guest is also a tourist during his stay.

But all the thermal spas have not incorporatedtthisism variable in their offering ; That is thase

of Brides-les-Bains, Savoie. This communicationsaitherefore, to describe the case of Brides-les-
Bains who chose a positioning exclusively focusadttte thermal heart of activity, without taking
advantage of the upscale tourism potential of tlmuntain area around. The thermal spa resort
presents itself as le village pour maigrir®” (the resort to lose weight) in parallel with tle¢her
positioning newly developedB«ides-les-Bains, le village du ski low cestthe low cost ski resort).

The methodology adopted is that of a preliminarykivg with socio-professional actors of
the resort, analysis of media communication, andeipth interviews with officials at the origin of
marketing positioning (the authors thank Mr G. Magad Mr G. Guzzo for their contribution). The
chronological approach has been preferred, in daleorrectly highlight the features of the thermal
spa offering, and the logic of construction of thieserved positioning. Finally, the authors have
chosen to approach the case from the viewpoinhefthermal activity, which is the most ancient
economic anchor.

So, thermal spa and tourism : Love story or fatahetion ? That is the question ...
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Abstract

Research in culinary tourism has, for many yedrsjied the phenomenon of tourists who choose a
travel destination based on the culinary offerinfjghat destination. Culinary tourism has grown in
popularity, new destinations have emerged to gatis¢ hunger, and our knowledge of culinary
tourists as a niche segment of travellers has elgghrHowever, research often treats culinary teiris
as a relatively small, separate and homogeneoukei@dgnatov & Smith, 2006), when by common
sense and biology we know that, with certainty, boaedred percent of travellers eat, making food
and beverage perhaps the most connected activitavel possible. Additionally, new approaches to
segmentation research are needed to support neal swxlia marketing needs, and to connect with

Web 2.0 communities of interest.

1%
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Abstract

The hotel industry is taking various initiatives fbe sake of food safety. In order to increaseftloe
safety of the food and beverage service, some hbimve gone one step further and adopted the
internationally recognized 1ISO 22000/ food safetgnagement standards (FSMSs) or implementing
total quality management (TQM) approach. Few netes were published about the critical success
factors (CSF) evaluation of ISO 22000 implementaiio hotel industry. Therefore, this study is to
propose assessment criteria of ISO 22000 implertientan hotel industry by modified Delphi

method and the analytic hierarchy process (AHP).

First, we collected and extracted indicators of G®plementing ISO standard from the literature.
Second, the modified Delphi technique was usecetiog and identify the final indicators for CSF
evaluation according to the characteristics ofstudy. The subjects of the pre-testing survey ohetu

27 food and beverage manager, as well as residenager and director of quality assurance along
with executive chef, manager of restaurant, cagamanager and executive assistant manager from the
nine upscale and mid price hotels. Reconfirmatibreliability analysis was performed for the fasto

of pre-testing survey by SPSS with Cronbach*s0.7 each factor.

According above accurate factors, 217 formal qoastires was design by AHP method. Then, we
performed a survey investigation of three typesstaikeholders in 29 hotels across Taiwan. The
officials and team leaders of hotel inspection smgervision center from government tourism bureau,
the hotel front and back of the house middle anmotel managers and first line managers plus
employees participated in the study. Third, 157lalke samples in the reclaimed questionnaires were

analysis by AHP.

Finally, the results illustrate that top five critein the order of importance are as follows:



1. Top management’s execution and commitment: ibepdine of getting things done with external

consultants.

2. Top management’s carefully phases each stagammémentation and inspects each measurable

objective.

3. Provide internal as well as external trainingl aducating to enhance execution and cross

functionally competent.
4. Increasing prestige and trustworthiness.

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

employee’s fully support.

An evaluation model of ISO 22000 implementation dge was created based on the results of this
study. The implications of the results for hotelragerial practice are described and future research

opportunities are outlined.

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

factors, professional accreditation, food chain
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Abstract

The consumption of luxury goods induces comforpresents a means to pleasure and is often
associated with a showcase of high socio-econotaitis In recent years, a number of studies in
marketing have emerged to comprehend the variobsvigural aspects of luxury consumption.
However, to date, empirical research in tourismai@s scarce. More specifically, the luxury holiday
consumption patterns of Generation Y tourists ren@oorly understood. Accordingly, the study
focuses on young German tourists, given their spgrnbwer and high propensity to travel. Findings
confirm that Germany's Generation Y represents maportant segment for luxury holidays.
Interestingly, contrary to Veblen (1899) notion obnspicuous consumption, young Germans
emphasise the desire for personalisation over ®pdicé display of socio-economic status. The
consumption of luxury holidays was seen as a waxfess one’s sense of individuality by realising
unique, customised, once-in-a-lifetime experienceémally, findings reveal that young Germans see
friendships as vital part of their travel experien®Respondents travel in closely-knit friendship

groups, which provide a basis for strong micro-conar collectives.
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Abstract

The concept of the ‘experience’ of service indugiyducts has received increasing attention inntece
years as strategic management becomes all impartaat competitive business environment. A
package holiday is a high value purchase and auaragd complex service product with a fragmented
experience which can take place over several momth®ore. This research aims to increase the
understanding of this service product and criticalvaluate the consumer experience. There is a gap
in the experience literature on package holidagspile the fact that the travel and tourism inguistr
one of the world’s largest industries in terms ofptoyment and GDP. The research sits within a
marketing and consumer behaviour theoretical fraonewConsumer behaviour models have been
criticised in that they neglect experiential aspgparticularly those of extended service encosnter
As a result of focusing on the experience, it iscipated that the findings may lead to intervensio

by providers and ultimately an enhanced consumeerince.
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Abstract

Domestic tourism is a crucial aspect of tourismmany countries, often being around 80 percent of
their tourism business. However, in many countdesestic tourism growth remains static. Coupled
with this is the issue of workers not taking th&liocated annual recreation leave, creating patenti
social and health issues. There are a number gfrgams being developed to address these related
concerns, with Australia and France presenting $imailar, yet substantially different approaches.
This papers outlines and compares the two progrhoth, attempting to alter the behaviour of their
target groups, ultimately proposing a combinedtetyato address this serious health, business and

tourism issue.

Keywords: annual leave, domestic tourism, France, Australia
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Abstract

The built-up and natural physical environment afegtination, its local culture and community spirit
can be considered as the core resources in toudsym the resource point of view, the attractions
have a vital importance. The attractiveness of dimgtion can be considered from different angles,
such as those of nature and landscape, cultuterhipossibility of engaging in various hobbiesda
accessibility. However, the resource itself is ag@roduct. Rather, existing resources are the sanes
precondition for the creation of a travel experietitat can be turned into a saleable tourism ptoduc
(Middleton with Clarke 2001, Middleton 1997, Jamdma 1994). Eastern Finland is well endowed
with lakes and natural resources, but the challeésghow to develop attractive and innovative
products based on lakes and to raise the profiltnefdestination as a result. The challenge in the
process is the operational public-private partriprsis today the role of public sector seems to be
stronger in building Savonlinna as a wellbeing iksion. In a long run, this way may not be
sustainable. The region of Savonlinna was as earl}860s a popular holiday resort on Lake Saimaa,
attracting visitors as far as St. Petersburg toitespa facilities (Hirn & Markkanen 1987). Todtne

old historical Spa image of Savonlinna is moreesslvanished and the current tourism image is based
on Opera Festival and [lake]nature resources. Imeige it can be said that in Eastern Finland
possibilities for future development rely on thevelepment of wellness/wellbeing tourism. In this
context,the question is; would wellbeing tourism act asatalyst for the creation of the innovations
and for product development strategies and thulé &wtronger brand for Savonlinna town and the
whole region as a wellbeing destination. The datattiis paper is based on interviews made in the
region during the year 2009 and 2010. Interviewsese tourism professionals, entrepreneurs and
developers. Totally 14 interviewees were made.imiérviews are taped and later transcribed. At this

paper the preliminary results will be presented.

Keywords: Savonlinna, natural and cultural resources,vegtlg tourism, destination profile
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Abstract

A rapidly changing business environment is forcihgstinations to innovate in order to remain
competitive. Innovation is increasingly recognizasl being important for destination development
(Weiermair, 2003; Volo, 2005; Zach & FesenmaierQ20Haugland, Ness, Grghseth & Aarstad,
2010). A concept of innovativeness is used, based/ang’s and Ahmed’s (2004) multi-dimensional
definition and Huang's, Li's & Chen’s (2009) recdigpn of the importance of tangible and intangible
dimensions, in order to cover all aspects of mdond@stination innovativeness. Mountain tourism
destinations were chosen for analysis as they a&periencing pressure, uncertainty and crisis
(Bourdeau, 2009). Organizational and strategic yations are needed in order to adapt to the
changing environment (Macchiavelli, 2009). Flagés& Hope (2001), Pechlaner & Sauerwein
(2002), Bordeau (2009) and Macchiavelli (2009) éedd that mountain tourism has to be redefined,
which can be done with the help of identified impot mountain destination elements, based on
which factors of mountain destination innovativeneare constructed. Existing destination
competitiveness models and innovation literatuneragent a foundation for the development of
mountain destination innovativeness elements, warettested for their importance in the first yudrt
the analysis. An exploratory factor analysis istleenducted using only the more important elements
to form three factors that represent underlyingetisions of mountain destination innovativeness.
The results show that mountain destination inneeatss incorporates the factors of socio-cultural

sustainability and stakeholder participation, emwvinental sustainability (natural environment) and
proactiveness.
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Abstract

Takht-e Soleiman (also spelt Soleyman) is one @fsttred sites in Iran. An archaeological site wher
was not only registered by UNESCO in 2003 as advioeritage but also introduced as a sacred site in
1967. Since 2004, many tourists have visited tteeesich year to perceive the energy. These tourists
are referred to as the Energy tourists (also caleiditual or Vital Energy tourists). In this resela,
perception of the energy by the Energy tourist&ting the sacred site Takht-e Soleiman and their
environmental attitude were surveyed. The survey eanducted in the summer of 2008. The focus
group comprised 200 energy tourists. A guestioenaias presented and 140 tourists participated.
After statistical analysis, 111 participants hadseel the energy in Takht-e Soleiman and 92 of these
persons had the positive environmental attitude Blurists explained their perception of the energy
in detail. This kind of tourist is a peaceable amel travels to seek healing and to protect thehEart
The development of this kind of tourism will leaxlworldwide peace and sodality besides improving
the environmental approach. A lots of opportunitias made by Spiritual tourism that attract tosrist

to visit the valuable sites in everywhere of Iran.

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

Spiritual tourism, Subtle energy, Vital energy, itk Soleiman (Soleyman)
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Disintermediation of Hotel Reservations: The Percegon 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 érang the perception of different groups of online
buyers of hotel rooms with different purchasing engnces. This is particularly true in the case of
Italy, for which no article focusing on this togdas so far been published. In order to addressahis
structured questionnaire was developed and a webdbsurvey carried out in this country. Empirical
findings on 1,448 ltalian tourists demonstrate gighificant differences do exist between occadiona
moderate and frequent online buyers, based on sbein-demographic characteristics (gender, age,
education level and income) and on their viewsdod against the arguments of disintermediation.
Results also highlight that the internet is usedtnfiequently when people make hotel reservations
for both short-haul and short-term leisure tratf@hdings are of importance for academia, hospjtalit
managers and travel agencies. Academia has now gieeess to findings on the views that Italian
online buyers have for and against the disinteratemi of hotel reservations, which were not
previously available, as no prior papers had beallighed on this topic. Furthermore, findings
suggest that hotel marketers should use diffengmedst of online and offline distribution channels
according to the different characteristics of tbasumers who use them and of the products they are
looking for. This highlights that traditional trdvagencies may still exert a relevant role in the
distribution of hotel rooms, especially for a carteype of consumer and category of product to be
sold, and that they could recover their competitéss by repositioning themselves as consultants and

adopting an effective e-commerce development model.
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An Overview of the Use of Semantic Markup on Touri;m Websites in
Austria

Wilhelm Loibl

Institute for Tourism and Leisure Studies

Vienna University of Economics and Business - Aastr
wloibl@wu.ac.at

Abstract

To find the travel information they are looking fimany novel users resort to generic search engines
like Google for querying the web (Buhalis and L&008 Mitsche, 2005). Unfortunately the results
are often not satisfactory because of limitatiohwrrent search engine technology. One way to
improve the output of search engines is to enrieh-pages with additional metadata describing the
content of the page (Davis, Studer and Warren, R0D@is is the basic idea behind the so called
“Semantic Web”, constructing a web where machiras easily read and interpret the information
(Antoniou and van Harmelen, 2008). The last dedsae seen an abundance of different initiatives
creating different languages for expressing suc¢h dhout data (metadata) (Hebeler et al., 2009). Fo
those who wish to use these languages two mairtignesarise. What languages exist and how do
they differ from each other? And what languages tagome prevalent in the future? This paper
gives answers to both questions. First the maiguages with their advantages and disadvantages are
presented. Next the code of tourism-related websiteAustria is reviewed in order to find out what
languages are currently used. This enables pragpeaters to evaluate the applicability of the

different languages for their project.

Keywords: semantic web, microformats, RDF, tourism website
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Teija Tekoniemi-Selkala

Senior Lecturer, PhD Student, M.Sc.Econ.

Lapland University Consortium — LUC Tourism
Rovaniemi University of Applied Sciences,

School of Tourism and Hospitality Management - &iirdl
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Minni Haanp&a

Assistant on Business Studies in Tourism, PhD 3itidé. Soc.Sc.
Lapland University Consortium — LUC Tourism

University of Lapland, Department of Tourism andsBiess - Finland
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Abstract

Drawing on the existing literature and an empirstaldy on tourism product development (TPD), the
paper at hand intends to provide insights into rthure of product development in small tourism
enterprises that often operate within complex ndteoand as a solid part of entire tourism
destinations. Despite the growing interest on smarproduct development among both scholars and
practitioners, it appears that there is very litdlicit knowledge on how products are developed i
the tourism industry. This paper takes up the taskromote discussion on this research gap by
investigating the development of tourism productshiw small tourism companies operating in
Northern Finland. The findings have been obtaiffiest, through interviews of tourism entrepreneurs
representing different sub-branches from hotels destination management companies to activity
service providers. Secondly, ethnographic fieldwarkbusiness meetings, product development
workshops and product testing situations involvingtomers has provided a thorough understanding

of tourism product development as practice.



By focusing on the everyday life of tourism enteprurs, we draw attention to possible benefits of
building theory from practice over the prevailingpeoach of developing practice from theory. We
shed light on TPS as practice, a routinized wasaging, doing and performing. In particular, we dav

identified eight frames that enwrap TPD. The papersents tourism product development as an
implicit and unintentional practice. To help sm@lirism entrepreneurs to navigate the complexities
and challenges of product development, we work tdsvaa holistic approach that supports both
scholars and tourism practitioners in making théTactice more explicit. Hence, our study has

relevant implications to both tourism theory andibass.

Key Words: Small Tourism Business, Product Development, tte®@ased Studies, Ethnography,

Northern Finland



Session 11 — Innovative tourism developments

Case Study: Case Studies of Creative and Innovativieourism Products
Hilary Jenkins

Otago Polytechnic School of Applied Business - Nesaland

hillaryj@tekotago.ac.nz

Abstract

Travel and Tourism lecturer and Programme Managan fthe Otago Polytechnic, Dunedin, New
Zealand, will present a case study on the develapofeopen and distance educational resources and

practices for students hoping to work within theveee industry of tourism.

The case study will demonstrate and reflect upon:

The philosophy behind developing open resourcesann educational environment eg.
integration of ecological, economic and social ainstbility education that includes change
management and capacity building.

Use of Wikieducator (open access platform) to dgy@pen education and training resources
with supporting course weblogs.

Use of theoretical and practical assessment to feaming and assess prior learning.
Collaboration efforts to form a “community of learg” both locally and internationally.
Development of a progressive Intellectual PropBuiicy that has an educational organisation

adopting a Creative Commons Attribution licensedibits 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 locateddmieersity of Savoie' campus, it has all
modern conference facilities including two hotefssite fittp://seminaires-portesud-
geneve.com/accueil_fr.phtjnlt is conveniently located near Geneva and thisSborder.

From Geneva airport, you need to takeva which can be booked at the following number:
+33608234000

Registration desks and hours

The members of the conference secretariat willtlypar service at the registration. They

are in charge of the registration, hotel bookirsggial arrangements and conference tours and
will be happy to assist you during the followingeming hours:

Monday: 11:00 — 18:00

Tuesday: 08:00 — 15:30

Wednesday: 08.00-13:00

Language:

The official language is English. No simultanetrasslation will be available.

%



Liability

The organisers regret that they cannot acceptitiafor any personal accidents, loss of
belongings or damage to any private property ofiggpants and accompanying person that
may occur during the meeting. Participants aresatlto make their own arrangements to
obtain health, travel and property insurance betloeedeparture.

Wifi

Attendees staying at the hotels on site will beegitheir own passwords to access Internet by
those hotels. The conference site offers free rietesiccess, your personal access code will be
handed out to you upon arrival at the registratiesk.

The full registration fee includes:

Attendance at the conference

Conference material with final program, book oftedosts and proceedings
Welcome reception, lunches and dinners (includig diner), coffee/tea and
refreshments

The student registration fee includes:

Attendance at the conference

Conference material with final program, book oftedists and proceedings
Coffee/tea and refreshments, lunch

Gala diner patrticipation can be purchased for daraés0 euros

The daily registration fee includes:

Attendance at the conference

Conference material with final program, book oftedasts and proceedings
Coffee/tea and refreshments, lunch

Gala diner participation can be purchased for darads0 euros

The accompanying persons’ registration fee includes
3 Lunches & 2 Diners

1 excursion
Gala diner patrticipation can be purchased for @araés0 euros

%!



Social Event

(included in the full and accompanying person region fee)

Monday 11" April

Tuesday 1% April

18.15 Welcome by the CEO of Vitam’Park anditof the site

Diner at the Vitam’in Restaurant

Vitam’Park: 500 route des Envignes - 74160 Negde

Tel : +334 50 84 66 66

15.15 Buses departing from Archamps (Le Bexgt is on the other side
of the lake from Archamps, therefore it is a fastance. If you don't
catch the bus, you might need to face a stiff dlkso please make
sure you are on time for the bus departure).

Please, don’t forget your passport!

Upon arrival wine testing at César Ritz Collegé@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 Savoi&rance

Bonnefoy Lydie, Université de Savoi&rance

Brunat Eric, Université de Savoi&rance

Cattellin Marie , Groupe ESC Chambéry Savdieance
Clarke Alan, Univesity of Pannonidlungary

Cova Véronique Université Paul Cézannetance
Crouch Geoffrey, LaTrobe UniversityAustralia
Dimanche Frédéric SKEMA Business Schodkrance
Dolnicar Sara, University of WollongongAustralia
Durrande-Moreau Agnes Université de Savoié&rance
Flanagan Sheila Dublin institute of Technologyreland
Frochot Isabellg Université de Savoi&rance
Giannelloni Jean-Luc, Université de Savoiérance
Hall Mickael, University of Canterbury\lew Zealand
Karaa Meriem, Université de Savoi&rance

Kreziak Dominique, Université de Savoi&rance
Laesser Christian University of St GallenSwitzerland
Lamfus Carlos, CICtourGUNE,Spain

Legoherel Patrick, ESTHUA, Université d'Angers;rance
Lenglet Francois Université de Savoi&rance

Lugosi Peter, University of Bournemouthi)K

Morgan Mike *, Bournemouth universityJK

N'Goala Gilles, Université de Savoiérance

Perret Cécile Université de Savoi&rance

Petr Christine, Université de Tourg;rance

Prayad Girish, SKEMA Business SchodFrance
Ritalahti Jarmo, Haaga-Helia University;inland
Robinot Elisabeth, Université de Savoi&rance

Ryan Chris, The University of Waikatd\ew Zealand
Salvador Mariele, ESC Chambéryrance
Swarbrooke John César Ritz College§witzerland
Zins Andreas, MODUL - University of ViennaAustria

* Regrettably, in December 20Mike Morgan passed away following an illness bravely
fought. Board members of TTRA Europe are indeboeaim for his contribution to this
conference.
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