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PREFACE

On behalf of the organizing committee, we wish you a warm welcome to Copenhagen
and the Nordic Research Symposium in Tourism and Hospitality! About 200 Nordic
and international tourism researchers are gathered now for the 23rd year to progress
tourism scholarship towards new frontiers. Nordic tourism today is increasingly
affected by global conditions. Decelerating economies, climate challenges, networked
communities and digital technologies are setting their traces on the industry of mobile
consumption. Such transformations call for reflexive approaches in order to
understand and eventually, make a difference in the wider contemporary context of
tourism.

This year we wanted to encourage transdisciplinary discussions representing different
empirical, conceptual or methodological approaches on the Values of Tourism, relevant
to tourism businesses, local communities and destinations, education as well as
tourism research. The Call for Papers has generated an unprecedented interest that
indicates the timeliness of our focus., with 162 abstract being submitted and a record
of 190 delegates registered to attend the symposium, reflecting a remarkable diversity
of contemporary scholarship. Tourism'’s progress towards (trans)disciplinary maturity
and relevance to society is also reflected in the four keynote speeches. Professor
Monika Biischer will discuss the character and consequences of transport surveillance
through addressing embodied security, freedom and justice. Professor Thomas O’Dell
will talk about methodological approaches and the valuable contributions ethnography
can offer for tourism research. Professor Jafar Jafari will take a cautionary note of
inbreeding tourism scholarship and knowledge transfer to practitioners. Finally,
Associate Professor Bodil Stilling Blichfeldt will encourage tourism scholars to pay
more attention and conduct research regarding ordinary and mundane tourism
experiences.

Apart from striving for excellence in the academic programme, we have also set us the
ambition to create the first responsible symposium in the history of NORTHORS. As far
as it was possible, all merchandise, food and beverages have been ordered from
ecological, fair trade or local Danish producers. You will also notice that we will not
provide bottled water during breaks and meals. We hope that we will launch a
tradition of responsible events and stand out as an example for future symposia.

Finally, we would like to thank everyone who helped us in making NORTHORS23
possible. We are indebted to each member of the Scientific Committee who reviewed
individual contributions, the chairs who offered their assistance and, not the least, the
collaborating teams of the host Universities, Copenhagen Business School and Aalborg
University.

Wishing you a fruitful, inspiring and not the least, fun conference!!!!
Adriana Budeanu and Szilvia Gyiméthy, Co-chairs of the 231 Nordic Symposium
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OUR RESPONSIBILITY MANIFESTO

The Responsibility Manifesto at the Nordic Symposium for

Tourism and Hospitality Research

Copenhagen, 2014

Knowingly aware of the multiple impacts generated, initiated or stimulated by our
private and professional actions, we, the organizing team of the 23rd Nordic
Symposium for Tourism and Hospitality Research, have decided to take responsible
action. Operating in limiting circumstances of reduced resources, we are not claiming
to have completely eliminated the environmental, social, or economical negative
impacts generated by our organization or by our participant’s attendance.

However, we are proud to give account of the few areas where we did things
differently, with the hope that our initiative is a first step towards creating a new
responsible practice among NORTHORS organizers:

1) Efficient use of material resources: We adopted an environmentally
responsible purchasing policy and reduced COZ emissions generated by the
transportation associated to our event.

2) Responsible scholarship: We put the study of sustainable development in
tourism as a core subject for discussion during the conference.

3) Ethical principles: We are the first international conference that openly and
wholeheartedly adopted the (draft) TEFI guidelines for Gender Equity and
Balance in Tourism Conferences.

More information about the choices we had and the decisions we made under these
focus areas is available on the conference website (www.noridctourism2014.cbs.dk)
and we will also be happy to share our personal experience with pursuing these goals
upon request.

With open heart and mind, we thank all that supported this initiative at CBS and
beyond, and all our participants for supporting our goals of delivering a Nordic
symposium in a responsible manner. We hope that organizers of future symposiums
will build on our experience and help responsible action to become common practice
in the NORTHORS community.

The organizing committee:

Adriana Budeanu, Can Seng Ooi, Szilvia Gyimo6thy, Ana Maria Munar,
Gabriella S. Munch, Marie Mockel, Lene Mette Sgrensen, Larke Kristensen
Copenhagen, October 2014
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PARALLEL SESSIONS

Values Of Tourism Research And Scholarship L.
Chair: Johan Edelheim

Thursday 2 Oct./ 10:30 - 12:30

Room: D1V020

10:30 - 10:50
10:50 - 11:10
11:10 - 11:30
11:30-11:50
11:50 - 12:10
12:10-12:30

Scientising The Study Of Tourism
Kazuyoshi Takeuchi

Reconceptualising Value In Tourism And Hospitality
Mark Francis, Ron Fisher, Andrew Thomas and
Hefin Rowlands

Decolonizing Tourism Epistemology: Envisioning A Democratic
Horizon Of Interpretation
Ana Maria Munar

Experience Facilitation And Tourist Value Experience
Chouki Sfandla, Metin Kozak, Antonia Correia

Value, waste and tourism: a topological inquiry
Richard Ek

The value(s) of tourism: a literature review
José-Carlos Garcia-Rosell, Maria Hakkarainen, Sanna Kyyrd, Esther
Dorsman

Values Of/For The Tourist L

Chair: Peter Bjork

Thursday 2 Oct./ 10:30 - 12:30
Room: D1V023

10:30 - 10:50

10:50 - 11:10

Practices and meaning behind the words of service self-
representations in the hotel industry
Christer Karl Eldh, John F Monhardt

Slow travel: the value of time in tourism
Tina Roenhovde Tiller
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11:10 - 11:30 The effect of cultural values and travel motives in lifestyle
segmentation of tourist
Nina Marianne Iversen, Leif Egil Hem

11:30 - 11:50 Tourism destination satisfaction: the relative importance of firm and
attribute level satisfaction
Marit Gundersen Engeset, Jan Velvin

11:50 - 12:10 Value co-creation in tourism experiences
Eva Maria Jernsand, Helena Kraff

12:10 - 12:30 What is this relationship worth? Gift-giving and emotional work in
the hospitality business
Erika Andersson Cederholm
Values In Business 1.
Chair: Dorthe Eide
Thursday 2 Oct./ 10:30 - 12:30
Room: D1V041

10:30 - 10:50 Value co-creation modelling for big data analytics - the destination
management information system Are
Matthias Fuchs, Tatiana Chekalina, Wolfram Hépken, Maria Lexhagen

10:50 - 11:10 Explaining performance in hotel and restaurant businesses
Jie Zhang, Astrid E. Enemark

11:10-11:30 How science and technology affect business innovations in tourism

Anne-Mette Hjalager

11:30 - 11:50 Measuring the impact of a performance benchmarking system on
hotel labour productivity
Sigbjorn Tveteraas, Ragnar Tveterds, Helge Jorgensen

11:50-12:10 Multiple nationalism and South Korean war memorial museu
Young-Sook Lee

12:10-12:30 The innovation journey of new-to-tourism entrepreneurs
Isabel Rodriguez Sanchez, Matilde Brotons, Allan Williams

11



Value Chains And Networks

Chair: Malin Zilinger
Thursday 2 Oct./ 10:30 - 12:30
Room: D1V029

10:30 - 10:50
10:50 - 11:10
11:10 - 11:30
11:30 - 11:50
11:50 - 12:10

Destination development in the Botnia-Atlantica region: same, same
and different
Kajsa Grandics Aberg, Kritina Svels

Tourism actors’ social representations of collaborations in Idre,
Sweden: a cognitive mapping method
loanna Farsari

Valuing innovation in destination networks
Hdvard Ness

Exploring Nordic ways of tourism cooperation around canals, rivers
and in-land water areas
Anna Karin Olsson

The NGO-Tourism Nexus - Mapping the ‘Doings’ of the NGOization
of Tourism and the Touristification of NGOs in La Antigua
Guatemala

Sarah Becklake

Value Of Tourism For Sustainable Development I.

Chair: Maria José Zapata Campos
Thursday 2 Oct./ 10:30 - 12:30
Room: D1V044

10:30 - 10:50
10:50-11:10
11:10-11:30

Conservation and tourism: A comparative analysis of protected area
policy and planning in Norway and New Zealand.

James Higham, Jan Vidar Haukeland, Debbie Hopkins, Kreg Lindberg,
0dd Inge Vistad

Values of tourism destinations “in the middle of nowhere”
Maria Hakkarainen, Sanna Kyyrd

Sustainable food systems, impacts of tourism on local value creation
Jan Henrik Nilsson, Stefan Géssling, Ann-Christin Andersson

12



11:30 - 11:50
11:50-12:10
12:10 - 12:30

Islands’ tourism and events as co-designer for sustainability -
experiences from the North Sea Wadden Region
Han Brezet

Resourcifying the unique - Collaborative valuation practices in rural
tourism development in Sweden
Manuela Kronen

“Deconstructing” Sustainable Tourism (ST) and Community-Based
Tourism (CBT): Towards a Robust Framework of Sustainable
Community-Based Tourism (SCBT)

Tek B. Dangi, Soyeun Kim, Tazim Jamal

Value-based Tourism

Chair: Tommy Andersson
Thursday 2 Oct./ 10:30 - 12:30
Room: D1V108

10:30 - 10:50
10:50 - 11:10
11:10-11:30
11:30-11:50
11:50-12:10

Conflicts between tourism and power production in Iceland:
Discourse analyses on land use and the changing idea of natural
resources

Anna Dora Saepdrsdéttir

Effects of resource decline and stricter fishing regulations on the
behavior of salmon fishing tourists
Stian Stensland

To Preserve or Enhance Precious Memories: A Segmented Market
Analysis
Sharon Chang, Renuka Mahadevan

Changing employee roles in the service encounter for tourism value

creation: educational, managerial and organisational implications
Claire Forder, Flemming Sgrensen, Jens Friis Jensen

Future visions of the tourism products
Anders Steene

13



Value Of Tourism For Destination Development 1.

Chair: Julie Wilson

Thursday 2nd Oct./ 10:30 - 12:30
Room: D1V049

10:30 - 10:50
10:50 - 11:10
11:30 - 11:50
11:50 - 12:10
12:10-12:30
12:30 - 12:50

Operationalizing the performance of a tourism network. A case study
of Network Limfjorden, Denmark
Urban Grdsjé, Martin Gellerstedt

If Jesus had lived now he would definitely have attended the
Gladmat festival
Reidar Johan Mykletun, Ambassador Meretse

Gender relations in tourism in the Russian arctic: representations
and practices
Susanna Heldt-Cassel, Albina Pashkevich

Finnish countryside as a setting for rural wellbeing - case FinRelax®
Anja Tuohino

The roles of events in destination branding
Ira Lahovuo, Jenni Mikkonen

Events' "deserved” media coverage and destination branding
Kari Jeger, Trine Kvidal

Values For Culture

Chair: Carina Bregnholm Ren
Thursday 24 Oct./ 10:30 - 12:30
Room: D1V110

10:30 - 10:50
10:50 - 11:10
11:10-11:30

The dynamics of nature and culture in tourism - the case of [lulissat,
Greenland
Karina Madsen Smed

Transformed “by the wind and the sea” - exploring visitor emotions
towards war heritage along the Danish West Coast

Lulu Anne Hansen

The competency profile of cultural tourism employees in Russia
Elena Sakharchuk, Sergey Ilkevich

14



11:10 - 11:50

11:50 - 12:10

The construction and experience of icon-cities
Anne Klara Bom

Heritagization - Tourism impact on tourists
Per Ake Nilsson, Diana Alexandru, Babesj-Bolyai

Value Of Tourism Education

Chair: Reidar J. Mykletun
Thursday 2nd Oct./ 15:00 - 17:00
Room: D1V020

15:00 - 15:20
15:20 - 15:40
15:40 - 16:00
16:00 - 16:20
16:20 - 16:40

What are the correlates of work values for 16 year old students:
focus on professions within hospitality and tourism
Ase Helene Bakkevig Dagsland, Reidar Johan Mykletun, Stdle Einarsen

Students’ enrolment preferences in higher education: motivations
for choosing tourism, economics, business or law studies.
Catalina Juaneda

Skills and formal education within the tourism sector
Anders Hedetoft, Tage Petersen

The values of working in the frontline of the tourism industry -the
case of licensed local guides
Jane Widtfeldt Meged

The Professional Societal Academic Network (PSAN) of Tourism
Department Partners - A Swedish Case Study Triangulated with the
EU-Project TARSI

Géran Andersson

Values Of/For The Tourist II.

Chair: Peter Erika Andersson-Cederholm
Thursday 2nd Oct./ 15:00 - 17:00
Room: D1V023

15:00 - 15:20

15:20 - 15:40

‘Experience Europe without borders’: Interrail frictions and
regulated mobilities
Martin Trandberg Jensen

Antecedents of tourist experience value
Peter Bjork

15



15:40 - 16:00

16:00 - 16:20

16:20 - 16:40

The view of mass tourists on sustainability value at destinations
Anna Sorensson

The value of tourist experiences: Rediscovering the self in dynamic
spaces
Carola May, Dr.

The effect of normative face-to-face feedback on customers” process
enjoyment and their satisfaction with the outcome
May Irene Furenes

Values In Business II.

Chair: Maria Lexhagen
Thursday 2nd Oct./ 15:00 - 17:00
Room: D1V041

15:00 - 15:20

The value of stakeholders in tourism product development: Insights
from Lapland

José-Carlos Garcia-Rosell, Jenny Janhunen

1£.20 15.40 Tousi hin in chapeinecl itd ,

15:40 - 16:00
16:00 - 16:20
16:20 - 16:40
16:40 -17:00

) | . 1 . I |
Kaaring Tervo-Kankare CANCELLED

Output growth and prices of establishments in the Swedish hotel
industry
Martin Falk, Eva Hagsten

Pilottesting/testing as methods in innovation processes
Dorthe Eide, Elisabet Ljunggren

Value creation of networks and networking for small enterprises and
destination development
Irene Cecilia Bernhard, Kerstin Marianne Grundén

Meal quality as value added to event and festival experience
Kai Victor Hansen, Reidar | Mykletun

16



Special Track: Popcultural Tourism +

Chair: Avital Biran

Thursday 2nd Oct./ 15:00 - 16:00
Room: D1V029

15:00 - 15:20
15:20 - 15:40
15:40 - 16:00

Broadening the experiencescape/servicescape concepts: evidence
from popular culture destinations
Christine Lundberg, Kristina Lindstrém, Maria Lexhagen

Film tourism collaborations - a critical discussion of stakeholders in
Interreg destination development projects
Lena Eskilsson, Maria Mdnsson

Bollywood by the Baltic Sea
Szilvia Gyimothy

Food place nexus I

Chair: Szilvia Gyimo6thy
Thursday 2nd Oct./ 16:00 - 17:00
Room: D1V029

16:00 - 16:20
16:20 - 16:40
16:40-17:00

Taking stock of the ‘Noma’-effect Food images and preferences at
Danish coastal destinations
Anette Therkelsen

The relationship between food and place

Paul Edward Cleave

Business of culture: use of food and walking tours to add values to
tourist’s experience

Christine Lim, Gladys Lam, Giacinta Saw, Zhanghui Ye

Value Of Tourism For Sustainable Development II.

Chair: Tazim Jamal

Thursday 214 Oct./ 15:00 - 17:00
Room: D1V044

15:00 - 15:20

Sampling methods in Icelandic tourist destinations
Gyda Thorhallsdottir, Anna Dora Saethorsdottir, Régnvaldur Olafsson
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15:20 - 15:40
15:40 - 16:00
16:00 - 16:20
16:20 - 16:40
16:40 -17:00

Biosphere reserve ecotourism in Lake Vanern Archipelago with
Kinnekulle, Sweden
Fredrik Hoppstadius, Cecilia Méller

The Use of local knowledge to improve geotourism planning - a case
study from Katla Geopark, Iceland
Rannveig Olafsdottir

Becoming a creative destination. Theories for promoting and make
use of innovation
Eddy Nehls

Guided tours for socio-environmental change
Maria José Zapata Campos, Patrik Zapata, Maria Jylkkd

Norms and behavioural intentions in the context of sustainable
tourism
Rouven Doran, Svein Larsen

Values Of Tourism For Society And Communities I.

Chair: Anna Déra Saeporsdottir
Thursday 214 Oct./ 15:00 - 17:00
Room: D1V108

15:00 - 15:20
15:20 - 15:40
15:40 - 16:00
16:00 - 16:20
16:20 - 16:40

Sami in tourism areas: how to adapt a traditional lifestyle to a
tourism landscape
Christina Eva Engstrém

The use and non-use values of events: a conceptual framework for
event evaluation
Tommy D. Andersson, John Armbrecht, Larry Dwyer, Erik Lundberg

The values of tourism for multi-ethnic communities: a case study of
Baluchis in Iran
Ahmad Reza Sheikhi, Agustin Santana Talavera, Heredina Fernandez

Tourism entrepreneurship: NGOs, clientism and projectitis
Ingeborg Marie Nordbg
Comparing tourism statistics of a country with international

standards: Evidence from Iceland
Cristi Frent
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Value Of Tourism For Destination Development I1.

Chair: Constantia Anastasidou
Thursday 2nd Oct./ 15:00 - 17:00
Room: D1V049

15:00 - 15:20
15:20 - 15:40
15:40 - 16:00
16:00 - 16:20
16:20 - 16:40
16:40-17:00

An Integrative Model of Medical Tourism: Exploring the
Relationships between Hospital Reputation, Destination Image,
Physician, Service Quality and Physical Facilities, Tourist Satisfaction
and Word of Mouth Recommendation

Yuhanis Abdul Aziz, Zaiton Samdin, Khairil Awang, Zulhamri Abdullah

Co-creating destination brand in South-Savo
Ira Lahovuo, Jenni Mikkonen

Internal destination branding and the case of 'Fresh Eyes'
Peter Kvistgaard

Marketing of recreational salmon fishing in Iceland: Experiences of
fishing license outfitters
Thorgils Helgason

Tourism destination evolution: what role do 'moments’ have in
change?
Julie Wilson, Cinta Sanz-1bdriez, Salvador Anton-Clavé

The value of non-mega sporting events for a host destination:
Evidence from the 2012 Giro d'Italia in Denmark
Grzegorz Kwiatkowski

Special Track: Second Homes

Chair: Ulrika Akerlund
Thursday 2nd Oct./ 15:00 - 17:00
Room: D1V110

15:00 - 15:20

15:20 - 15:40

Second home owners’ and locals’ ways to utilize environment -
conflicting and consensual issues from Finnish Lapland
Seija Tuulentie, Asta Kietdvdinen

Second homes, lifestyle mobility and multilocal living: A critique
Dieter K. Miiller
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15:40 - 16:00

16:00 - 16:20
16:20 - 16:40
16:40 -17:00

"Mobility as lifestyle strategy: lifestyle satisfaction and place
attachment among temporary and permanent EU lifestyle migrants
in Spain”

Maria Angeles Casado-Diaz, Ana Belen Casado-Diaz, Jose Manuel
Casado-Diaz

“We could if we would” - Searching for freedom through lifestyle
mobilities
Marie Vestergaard Mikkelsen

A critical exploration of an emerging lifestyle mobility industry
Ulrika Akerlund, Marco Eimermann, Inés David

In-migration to rural tourism destinations- theoretical points of
departure
Maria Thulemark

Value-based Management Of Tourism Organizations

Chair: Peter Kvistgaard
Friday 3r1 Oct./ 10:30 - 12:30
Room: D1V020

10:30 - 10:50
10:50 -11:10
11:10-11:30
11:30-11:50
11:50-12:10

Value-based management of tourism- and hospitality organizations:
Are perceptions of culture related to job outcome?
Torvald Pgaard, Olga Gjerald, Svein Larsen, Einar Marnburg

From destination management organisations to destination
organisations in Scotland and Denmark: multi-level governance
versus localism.

Constantia Anastasiadou, Henrik Halkier

Relationships between travel habits and European identity
formation
Constantia Anastasiadou, Emese Panyik

An exploration of employees’ organizational practice perceptions in
the hospitality industry.
Olga Gjerald, Torald ggaard, Einar Marnburg, Svein Larsen

Internal job satisfaction influencing selected five-star hotel

employees’ overall job satisfaction
Lisa-Mari Coughlan
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Values Of/For The Tourist III.
Chair: Jane W. Meged
Friday 37 Oct./ 10:30 - 12:30
Room: D1V023

10:30 - 10:50
10:50 -11:10
11:10-11:30
11:30-11:50
11:50-12:10

The value of experiences at a music event
John Armbrecht, Tommy D Andersson

A visual analysis of a cultural tourism destination
Klaes Eringa, Sherry Shenghan Zhou

Values in travel guidebooks: tourism and anti-tourism touris
Anders Sgrensen, Vicki Peel

Conflicting realities in tourist decision-making: Personal values or
social practice?
Clare Weeden

Storytelling and value creation in extraordinary tourist experiences
Dorthe Eide, Frank Lindberg

Values In Business III

Chair: Kai Victor Hansen
Friday 3r1 Oct./ 10:30 - 12:30
Room: D1V041

10:30 - 10:50
10:50 - 11:10
11:10-11:30
11:30 - 11:50
11:50-12:10

The rural hotels in Norway and the flexibility strategy
Agnes Brudvik Engeset

How positive peak experiences can be used as a powerful driver of
innovation in tourism: exploring a different source of innovation
Johan Lilja, Ingrid Zakrisson, Bo Svensson, Malin Zillinger, Robert
Pettersson

Entrepreneurship in experience-based tourism firm
Einar Lier Madsen, Oddny Wiggen

The profitability of tourism businesses in Norway
Nigel Halpern

Does gender affect the level of cash holdings in tourism firm
Markku Vieru
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12:10 - 12:30 Measuring the efficiency of heritage institutions: A case study of
historical buildings in Czech Republic
Zdenek Patek

Special Track: Alternative Ontologies and Epistemologies for Tourism

and Hospitality Studies

Chair: Soile Veijola
Friday 31 Oct./ 10:30 - 12:30
Room: D1V029

10:30 - 10:50 The subject of welcome
Emily Hockert

10:50 - 11:10 Fix you: the emergence and consequences of post-disaster volunteer
tourism

Chris McMorran, Harng Luh Sin, Xuejuan Zhang

11:10-11:30 Auto-touristography - the relational positioning of the researcher-
tourist in the values, frameworks and scales of mass tourism
Vilhelmiina Vainikka

11:30 - 11:50 Topological reflections: marketing landscapes for tourists
Edward Hakon Huijbens

11:50-12:10 Relational ontologies and epistemologies in tourism studies
Soile Veijola

Special Track: The Food-Place Nexus II
Chair: Anette Therkelsen

Friday 3r1 Oct./ 10:30 - 12:30

Room: D1V044

10:30 - 10:50 A study on the nature of the food tourist’s experience: the tourist’s
viewpoint
Sandhiya Goolaup, Lena Mossberg

10:50 - 11:10 Placing 'the local’ in the rural food experience
Josefine Ostrup Backe
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11:10 - 11:30 Professionalization of hospitality and culinary arts
Lotte Wellton, Inger M Jonsson, Ute Walter

11:30-11:50 Destination foodscape - defined, modelled, and analysed
Peter Bjork, Hannele Kauppinen-Rdisdnen

11:50 - 12:10 Image, experience and production: strategies for developing the
value of food tourism in Denmark and England
Henrik Halkier, Laura James

Values Of Tourism For Society And Communities I1

Chair: Lulu Hansen
Friday 3r1 Oct./ 10:30 - 12:30
Room: D1V108

10:30-10:50 Exploring the value of an event: comparing consumer surplus,
willingness to pay and values of subjective wellbeing for the Peace &
Love music festival in Sweden
Tobias Heldt, Reza Mortazavi

10:50 - 11:10 Sustainability indicators for tourism: Framework for monitoring
indicators of sustainability in the tourism system Vatnajokull
National Park, Iceland
Kristin Rut Kristjdnsdottir

11:10 - 11:30 Eurovision 2014 as potlatch? Exploring mega events as cultural
demonstrations of complex outcomes
Carina Bregnholm Ren, Morten Krogh Petersen

11:30-11:50 The value of cruise tourism - some critical issues

Svein Larsen, Rouven Doran, Katharina Wolff, Torvald @gaard

11:50 - 12:10 Destination branding in coastal communities: entrepreneurs’ sense
of place
Mia Larson

23



Special Track: The Wonders Of Nature

Chair: Bente Heimtun
Friday 3 Oct./ 10:30 - 12:30
Room: D1V049

10:30 - 10:50 Choreographies of light and darkness: compositions of northern
light tourism
Gunnar Thér Johannesson, Katrin Anna Lund

10:50 - 11:10 Navigating the storm: embodiments, experiences and reflections of
northern lights fieldwork
Bente Heimtun, Gunnar Por Johannesson, Tiina Kiveld, Katrin Anna
Lund, Nigel Morgan, Seija Tuulentie

11:10-11:30 Closer to the whales; the story of creating Whalesafari at Andenes
Arvid Viken, Anniken Fgrde

11:30 - 11:50 Defining adventure tourism
Outi Rantala

Values Of Tourism Research And Scholarship II.

Chair: Ana Maria Munar
Friday 3 Oct./ 15:00 - 16:00
Room: D1V020

15:00 - 15:20 What do we mean by Experience Production? - A suggested ecology
for the diverse concepts of producing and analyzing tourism
experiences.

Hans Gelter

15:20 - 15:40 Axiology of tourism, hospitality and events (TH&E)
Johan R Edelheim

15:40 - 16:00 Mobility and real time experiences - the study of personal “hot
spots”
Ingrid Zakrisson
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Values Of/For The TouristIV.

Chair: Anders Sgrensen
Friday 3 Oct./ 15:00 - 16:00
Room: D1V023

15:00 - 15:20
15:20 - 15:40
15:40 - 16:00

The Absolute Importance Of Studying The Relativity Of Risk
Perceptions With Regard To Travel Destinations
Katharina Wolff, Svein Larsen

Co-creation as a moderator on the experience value - satisfaction
relations
Nina Prebensen, Hyelin Kim, Muzzo Uysal

Counting visitors in Vatnajokull National Park
Régnvaldur Olafsson

Technology And Value Creation

Chair: Havard Ness

Friday 3 Oct./ 15:00 - 16:00
Room: D1V108

15:00 - 15:20
15:20 - 15:40
15:40 - 16:00

The impact of online information sources on destination image
formation: destination Norway in the eyes of the Brazilian market
Anastasia Mariussen, Christine Hafnor Hdvoll, Martin Weibye, Pernille
Roberts

Internet and social media usage among visitors in the Swedish
mountain regions

Christine Lundberg

The challenges of collecting tourism data
Malin Zillinger
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PAPERS PROCEEDINGS

Values Of Tourism Research And Scholarship I.

Scientising The Study Of Tourism
Kazuyoshi Takeuchi

It has been more than a century since the study of touristic phenomena was first
introduced in Europe in the late 19% Century. A myriad of treatises about touristic
phenomena were published in an enormous number of journals, and yet the study of
tourism has not led to a common convincing explanation of why humans travel. The
author proclaims that the reason stems from a habitual behavior of tourism researchers
who parallel their heuristic concepts one after another, sometimes with similar concepts
in different terms, and pay less attention to a holistic vision of touristic phenomena,
because the fundamental discussion of holistic vision seems complicated, involving a
variety of neighboring disciplinary fields. It, however, is not a study as to keep displaying
indistinct theories in different terms with a timid attitude toward a consensus of holistic
description.

The purpose of this paper is to propose a theory which provides a clue to the description
of touristic phenomena by demonstrating a mechanism of human travel, supported with
the findings of an ecological approach to visual perception and a recent thermodynamic
theory of information energy. The core discussion is facilitated with logical assistances of
natural science, rather than with the previous achievements of social science. The target
of tourism research is divided into two - an intrinsic correlation between tourist and
entities, and a case of tourism business, just as economics deals with conceptual models
while business study pursuits realistic results.

The motivation of human locomotion is based on a biological reaction to a stimulus from
environmental entities. When humans are born, they always start searching around their
own environment and expand their habitat for food or mating purposes. Just as life forms
receive information from their neighboring entities through light, sound, smell, taste, or
texture for survival, humans have improved how to receive detailed information through
language. A message delivered by language contains a stroke of information energy, and
each stimulus of energy, after the impact to the receptor of human sensation, generates a
pertinent series of actions, one of which is human locomotion.

The definition of tourist is not determined by a statistic or heuristic concept but by the

moment of a human's encounter with entities or events. A tourist does not always have to
travel but can stay at home to encounter an entity or event, tangible or intangible, through
digital devices. Touristic experiences, consisting of actual or on-site tourist experiences at
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destination and mental or off-site tourist experiences at home, always occur whenever
and wherever humans encounter an entity or event, either on purpose or by accident,
even in the middle of traveling or watching visual images. Such an entity or event is
regarded as tourist attraction. The paper concludes that studies of tourism business
belong to the field of business administration and that an intrinsic correlation between
tourist and tourist attraction should be the target of tourism research. Therefore, the
study of tourism should begin with the study of correlation between tourist and tourist
attraction.

Reconceptualising Value In Tourism And Hospitality

Mark Francis, Ron Fisher, Andrew Thomas and Hefin Rowlands

Purpose of this paper: The concept of value has suffered from a lack of theoretical and
definitional rigour for more than two thousand years. Holbrook (1994) helpfully
distinguishes between the terms 'value' and 'values'; with the former referring to
preferential judgement and the latter referring to the criteria by which such judgements
are made. Previous research on the concept of value has mainly focused on approaches
that involve either attempts to measure it (e.g. Wang et al,, 2012, Jamal et al,, 2011) or a
search for a theme (e.g. Gjerald and @gaard, 2008, Gnoth and Matteucci, 2014), while
methodologies and methods have followed a similar pattern. The purpose of this paper is
to discuss how value in tourism and hospitality may be understood through stakeholders’
conceptions based on experiences. Building on this approach we propose a framework to
guide researchers and practitioners in moving towards an understanding of how the
experiential nature of value may be used in empirical studies in tourism and hospitality.

Design/methodology/approach: This is a theoretical paper in which we consider the
nature of value. As no essence of value has been identified in an extensive literature we
argue that value should instead be conceptualised in terms of family

membership (Wittgenstein, 2000). Reconceptualising value as a family allows it to be
understood through the qualitatively different ways in which people experience value in
their lifeworld. In addressing the methodological issues arising from our
reconceptualisation of value we propose a three-stage framework that provides an
effective means of researching value in tourism and hospitality contexts.

Findings: The reconceptualisation of value in terms of family resemblances addresses the
lack of theoretical and definitional rigour, and the large variety of linguistic usages that
currently exist. The framework we propose provides a means of implementing the
findings based on an experiential approach that considers the qualitatively different ways
in which actors in tourism and hospitality experience value

Value: Reconceptualising value as a family has not been considered in previous research,
which has traditionally focused on a search for essences or on measurement. This paper
provides a new perspective for academics and practitioners in tourism and hospitality
and assists understanding of phenomena associated with the concept of value. The
theoretical model provides a means of advancing empirical research in tourism and
hospitality from the perspective of stakeholders.
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Research limitations/implications: Conceptualising value as a family is the first step in our
proposed framework that provides researchers with the philosophical basis to
understand the nature of value in a given context. The framework and methodology are
consistent with the move towards qualitative research as a means of understanding the
nature of value (Edvardsson et al., 2011) and builds on Petrick and Backman's (2002) call
for further research into perceived value in tourism.

Practical implications: The proposed framework supports an approach to empirical
research that can advance tourism and hospitality studies through a new understanding
of the nature of value. The framework provides a sound basis for discussing value
creation and co-creation grounded in a clear understanding of the nature of value in
different contexts. Tourism and hospitality practice should change to reflect the
experiential approach to understanding and researching value proposed by our model.

CANCELLED: Deecolonizing—Tourism—Epistemology:—Envisioning—A
D e Hori Of] .

28



Experience Facilitation And Tourist Value Experience

Chouki Sfandla, Metin Kozak, Antonia Correia

In the light of managerial challenging processes in tourism experience marketing, the
purpose of this research paper is to scrutinize the impact of three managerial experience
resources; namely experience facilitation process, substance of experience facilitation and
experience facilitation assessment, on the perception of value as experienced by
resourceful tourists - socio-economic actors. Especially, the paper investigates the value
of experience facilitation process by addressing the relationships between relevant
constructs and to propose a model. Through a Structural Equation Model, the proposed
model was empirically and statistically tested among international golf visitors of Victoria
Golf course service in 2014, Algave destination, Portugal.

The result findings suggest that all the constructs are in relationships and multi-
dimensional indicating the most significant relationships of the model. And this result can
sufficiently be viewed as evidence in supporting the 15 research hypotheses presented in
this paper. Furthermore, these revealed findings are of utmost important for academic
and tourism service industry as they inform the importance of the experience facilitation
process. Also, they highlight the facilitative interactions of a provider with a tourist
viewed as free-conscious, independent and resourceful in valuing the experience and both
are part of experience facilitation process.

The empirical study was limited to Victoria Golf course as a Mediterranean Golf
experience site; however the study is an inspiration for other Mediterranean Golf service
sites such as in Morocco and in Turkey to sustain in the changing tourism destination
development. Future research study could apply this model to examine different Golf
course experiences, traditions and cultures from other differing tourism regions to
improve the generality of the result findings.

The paper advocates that experience facilitation process and its substance for resourceful
tourists are related to thematic experiential events and facilitative interactions, and the
arrangement forms in the experience facilitation process on the perception of value
experience and satisfaction of international tourists. This paper furthermore contributes
in nurturing our understandings, as it advances our current theoretical knowledge on
factors that the value of experience facilitation process, in value line of thinking, embraces
engagement and empowerment in the substance of the facilitation process. In this regard,
the evaluation is important to judge the merit of competing facilitated experience
processes.
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Value, waste and tourism: a topological inquiry
Richard Ek

This is a conceptual paper that does not present empirical findings, but rather acts as a
philosophical inquiry concerning waste. In tourism and hospitality studies waste has been
a topic and phenomenon that has been carefully addressed in several ways (the question
of waste in the hotel industry, sustainability assessment criteria for tourist destinations,
municipal solid waste originating from the hospitality sector in particular cities, food
waste in restaurants and CSR in the airline industry, among others). However, there are
few attempts to discuss waste per se in relation to tourism and tourism and hospitality
management (one exception being Leiper 1997). If the take the claim that tourism is an
ordering force in society (Franklin 2004) seriously, and also admit precarious ecological
and environmental situation today, we can easily conclude that waste in a tourist context
needs further elaboration.

This is the case not the least since the EU has introduced the directive 2008/98/EC
regarding the five-step waste hierarchy which must be introduced into national waste
management laws among the member states (Hultman & Corvellec 2012). Waste
prevention is the most valued alternative in this hierarchy, but also the alternative that in
a most profound way challenges the habitual understanding of waste as of no value, as
something value-less. The waste prevention alternative also challenges the habitual
understanding of planning and management (of the tourism and hospitality industries
and of tourism destinations). Suddenly, the planning for and management of tourist
activities, places, mobilities etc. is about something that is present in its absence rather
than something that needs to be put in its right place in physical space. The waste
hierarchy, if taken serious, questions how we value waste but also, in the end, how we
valuate tourism as a resource driven sociomaterial practice.

The purpose of this paper is to present a relational reading of waste in a tourist and
hospitality context. In this relational reading, waste is not possible to disentangle in neat
ways (as food waste that is taken out the back door in the restaurant) from tourism and
hospitality as sociomaterial practices. Rather, waste is an inherent part of the tourism-
and hospitality industries and consequently needs to be revalued (waste is more than
something of no value). Theories that are invoked in this inquiry are mainly philosophical
takes on waste (Lynch 1990, Thompson 1979) and the current scholarly dialogue on the
merits of a topological understanding in the social sciences (Shields 2013).
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The value(s) of tourism: a literature review

José-Carlos Garcia-Rosell, Maria Hakkarainen, Sanna Kyyrd, Esther Dorsman

Although the concept of value is widely used in tourism studies, it has been seldom
elaborated from a theoretical perspective. The prevailing belief among tourism scholars is
that value is something singular. Yet, there are numerous theoretical perspectives that
can be used to explain the meaning of value within a tourism context. For instance, value
may be approach from different perspectives like neoclassical economics, labor theory
and moral philosophy among others. Also a distinction can be made between the uses of
value in singular or plural form. While “value” is understood as the relative worth that a
society confers on an object or practice, “values” are used in reference to common
principles that guide our actions (Arvidsson 2011). A clear understanding of the notion of
value(s) and their integration into decision making is a critical precondition for
developing tourism practices that promote a balance between preservation and use of
resources (Crick-Furman & Prentice 2000).

The aim of this study is to pave the way for studies on the value(s) of tourism by inquiring
into how the notion of value(s) has been discussed in the tourism studies literature. In
particular, we examine the focus and nature of value(s) in tourism by conducting a
systematic literature review by searching seven online databases (Tranfield, Denyer &
Smart, 2003). Databases were scanned using a predetermine set of search words. From all
the identified references, we selected only those that use the term “value(s)” in the title or
keywords. As a result, we ended up with a final sample of 580 papers published in over 50
different tourism and hospitality journals between the years 1976 and 2014. The papers
found were analysed thematically, for instance, according to how the notion of value(s) in
tourism were conceptualized and understood from a theoretical and philosophical
perspective.

Preliminary findings show that a large number of studies tend to frame value(s) in
economic and psychological terms, while few studies discuss value(s) in relation to
morality, aesthetics, spirituality and environmentalism. Understood in this light, it
becomes obvious why indigenous culture, traditional livelihoods, heritage sites and
nature may be viewed as valuable in tourism as long as they meet the principles of profit-
maximisation and customer satisfaction. By illustrating the dominant perceptions of
value(s) in tourism, the study seeks to draw attention to underresearched aspects of
value(s) that need to be address in order to promote further advancements in this
research area and thus contribute to the construction of a better tourism world.
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Values Of/For The Tourist I

Practices and meaning behind the words of service self-representations

in the hotel industry
Christer Karl Eldh, John F Monhardt

The aim of this study is to understand the ontology behind the development of head
quarter dictated service self-representations in hotels, with a specific focus on
recruitment processes. In what ways are these self-representations value creating for
customers and companies? In what ways do they contribute to meaning and mode of
production in hotels?

In this text service self-representation should be understood as statement of a service
concept in hotels that includes what is offered, how to perform services, actions,
treatment of customers and hotel image. This definition is capturing both the baseline of
services but also the custom bearing and value offerings (Eksell 2013).

In other studies it has been pointed out that there is a relation between processes of
learning, instructions and service-scripts (Valkonen et al 2013). Standardizing service
processes are supposed to minimize the time and efforts involved in teaching the
employees to do the work. If service scripts describes how and what to say to customers,
service blue printing defines how standardized services in every detail should be
performed to optimize in terms of costs and service delivery procedures (Kostopoulos et
al 2012). In the hotel industry and Hilton hotels is one example, it is common to use
service scripts and service blue printing because the need of skilled new employees is
minimized and the company will not be dependent on specific individuals among the staff.
However, the concepts of service-scripts and blueprinting is rather recently criticized in
terms of economic efficiency and created value. Studies have demonstrated that
customers at hotels can easily discern when an employee is following a service script, and
consequently will have a generally negative view of scripted services. One study discusses
how a moderately and relaxed scripting affects customers perception of quality. A
suggestion presented in this study is to get employees involved in the process of
developing a script. By this a hotel could perform a better treatment of customers
(Victorino 2012). A consequence of this is of course that the hotel is more dependent
upon a core of staff and presumably a more flexible relation to service representations.

First step in this study, which will be presented in this paper, is to compare service self-
representations with qualities asked for in recruitment processes among four major
Scandinavian hotel chains (450 hotels). The methodology has been quantitative text
analysis. The research is based on two categories of texts. One category is service self-
representation as they are presented at web pages and pamphlets, another category is
recruitment advertisements. These categories are compered to see in what extension they
are matching. Preliminary result shows dissonances between self-representations and
desirable staff skills. The hotels differ when it comes to self-representations and what
kind of service position in the market they strive for. There are more of similarities when
it comes to recruitment advertisements. The self-representations are difficult to
distinguish.
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Slow travel: the value of time in tourism

Tina Roenhovde Tiller

Slow travel as a research field has increased in popularity in the last decade. The concept
started to gain attention through online communities, and tourism researchers have
become interested in the possible benefits that slow travel may have on global tourism's
contribution to climate change (Dickinson & Lumsdon, 2010). The term 'slow travel' is
however fraught with ambiguity, and attempts to shape a definition have thus far not
resulted in commonly accepted theories. Thus far it is commonly agreed that some aspect
of the holiday journey must include a slow pace, decided upon by the traveller, creating a
contrast to busy and stressful everyday life in western societies. The current slow travel
concept is used as an antecedent to this research, for the sake of exploration of time
perspectives and the value of time in tourism.

This research will focus on people who consider themselves slow travellers, and people
who according to the literature would be considered slow travellers. This type of tourists
is especially interesting, as they seem to have a unique perspective on time during travel,
in that they purposely seek out a pace which is relaxing, perhaps contrasting the pace of
their home environment. The drivers behind the slow travel phenomenon are under-
researched to date, and it is the intention of the researcher to clarify the role of time
perspectives in driving the increase in popularity of such travel forms and identify if there
are alternative key drivers.

Taking one step back from the literature, the researcher is employing a grounded theory
approach to further explore the slow travel phenomenon. Seeing as researchers to date
have struggled to verify their hypotheses, it is deemed the most appropriate method for
forming a theory on the topic. Two stages of data collection have been completed,
including analysis of blogs, and participant observation and interviews at a cycle holiday
organised by a tour operator.

Blogs of people who consider themselves slow travellers were sought out for inclusion in
the sample. Results from the blog analysis shows that the bloggers are not concerned with
their travel mode, frequency, duration or environmental impact, as has been the focus of
researchers to date. Their main motivations include personal growth, and temporal
integration in the society they are visiting. Time becomes very central to the experience,
as the more time they have for exploration and becoming familiar with their destination,
the higher value they place on the experience. For those who have less time to travel, time
is of even higher value, as they strive to savour every moment of their trip.

Currently the results from the cycle trip are being analysed, and preliminary results show
that the focus on actual pace and travel mode is quite inappropriate for shaping the
definition of slow travel. This presentation will focus on the value of time and the
experience in slow travel.
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The effect of cultural values and travel motives in lifestyle

segmentation of tourist

Nina Marianne lversen, Leif Egil Hem

The increasing globalization of markets and the criticality of reaching the right lifestyle
segments make the relationship between personal motives and cultural values an
important area for academic research and managerial practice. The authors seek to
provide an understanding of this relationship in a tourism context, specifically in terms of
the links between travel motivations and a set of cultural values - materialism,
uncertainty avoidance, horizontal and vertical individualism, and horizontal and vertical
collectivism. The study examined whether the importance ratings of cultural values differ
across segments of tourists grouped on the basis of their travel motives. An Internet
survey was used and the sample included 1546 potential tourists to Fjord Norway. WE
conducted a clustering technique to group respondents according to travel motives and
cultural values. Results showed that travel motives and cultural values can serve as
discriminators between lifestyle segments. The three motive segments were the nature
and novelty, the status, and the relaxation segment. The segments evaluate the
destination differently and vary in behavioral intentions.

Tourism destination satisfaction: the relative importance of firm and

attribute level satisfaction

Marit Gundersen Engeset, Jan Velvin

Background: Tourist destinations and tourism companies’ focus on their guests’
satisfaction. Managers are concerned with both ensuring that their guests are satisfied
and that this satisfaction results in increased spending repurchase behavior and positive
word of mouth referrals (Mittal, Katrichis, and Kumar 2001; Oliver 1993). In order for a
tourism destination to enjoy repeat visits and positive wom, their guests must be satisfied
with the experience. There is a need for knowledge about how different aspects of
tourists’ experiences at a destination relate to overall satisfaction with the destination as
a whole. Such knowledge will enable tourism destinations to focus on improving aspects
that have more weight in the formation of overall satisfaction.

Theoretical perspective: Satisfaction literature has focused on the relationship between
satisfaction with different aspects of an experience and overall satisfaction (Mittal et al.
2001; Mittal et al., 1999). The tourism experience have least two dimensions (Quan &
Wang, 2004): Top experiences - reflecting the underlying motivation or drive to seek the
particular experience (i.e., in the case of winter sport destinations - the ski-hill and
related products), and (2) support experiences - reflecting the fundamental needs while
travelling (i.e., bed, transport). Tourist satisfaction depends on gained experiences tied to
both top and support experiences. Further, different aspects of the tourism product give
raise to tourists’ satisfaction. Following Gronroos (1984) these aspects can be related to
the physical product as well as to the manner in which the product is delivered - i.e., the
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service. The objective of our research is to identify the relative importance of different
aspects relating to both firms that fall into the categories of top and support

experiences, and attributes relating to both service and physical aspects of the product for
overall satisfaction and repurchase intentions at the firm and destination level.

Data and results: Data from more than 4000 tourists visiting the winter resort destination
Hemsedal in Norway over three seasons are used to test the relationships between
attribute satisfaction, firm satisfaction, and destination satisfaction. Results suggest that
in terms of top/support experiences, consumers place far more weight on their
satisfaction with products representing top experiences than satisfaction with support
experiences when they form overall satisfaction and behavioral intentions at the
destination level. Further, satisfaction service aspects have stronger impact than physical
aspects on overall satisfaction at both destination and firm level. Managerial implications
and directions for future research are discussed.

Value co-creation in tourism experiences

Eva Maria Jernsand, Helena Kraff

The value of tourism from a consumer perspective occurs when the tourist interacts with
people, objects, and surroundings before, during and after an experience. However these
encounters are not only important for the tourist's value of the experience but it also
creates value for the service provider, other tourists, local residents and the destination
as a whole. The value occurs in the co-creation, and an understanding of this co-creation
of value is a key issue in order to develop theory on tourism experiences.

The paper presents an example of how a conceptual grid proposed by Eide and Mossberg
(2013) can be used to understand co-creation of value in tourism by referring to a case of
destination development in Dunga beach, Kisumu, Kenya. The purpose is to understand
different degrees of co-creation in tourism offerings and to give implications for how the
grid can be used as a base for developing co-created experiences.

The main implications are that the grid visualises the performance of tourism offerings in
both a holistic and particular way. By these visualisations it is possible to study and
analyse the present state of the tourist offerings as well as to elaborate on movements in
the grid to enhance idea generation, which may result in new or improved co-created
experiences. Using different types of interactions in the grids reveals for example that the
roles of the guides are closely related to and differ depending on the degree of co-
creation. In a fully co-created experience, the guides' roles are not only facilitators but as
friends on an equal level of knowledge and performance. It also exposes that tourists’
interactions with residents are important for mutual understanding, not least in
developing countries such as Kenya, where it is seen as important to include local
residents in tourism development, from planning to implementation.
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What is this relationship worth? Gift-giving and emotional work in the

hospitality business

Erika Andersson Cederholm

Service interactions have an important role in the development of new forms of intimate
relationships, such as “commercial friendships”. This is particularly pertinent in the small
scale commercial home, such as Bed & Breakfast and other forms of homestays, where the
home is the workplace and a sense of togetherness between hosts and guests is regarded
as an experience value and attraction on its own terms. The aim of this paper is to analyse
the emotional work in small rural businesses in the tourism and hospitality industry.
More specifically, the paper discusses how narratives of closeness and distance may act as
a means to sustain ambiguity or tension between gift-giving and selling, and between
emotional and economic values. The study comprises ethnographic interviews with
owners of small rural businesses in the tourism and hospitality industry, as well as
observations and document analysis of the business websites. The paper focuses on the
narrative practices of ambiguity work, where the commercial home entrepreneurs are
balancing the professional and the personal and thus retain a tension between closeness
and distance between hosts and guests. The paper adopts an interactionist perspective,
drawing on two strands of literature; emotional work and the notion of valuation
processes employed in economic sociology. It is argued that the notion of sociological
ambivalence, and more particularly the notion of ambiguity work, may enhance an
understanding of emotional work among self-employed hospitality workers. It is further
argued that the demarcation of the commercial home as a zone of ambivalence is crucial
in order to socially construct the notion of togetherness as a marketized experience
value.

Values In Business I

Value co-creation modelling for big data analytics - the

destination management information system Are

Matthias Fuchs, Tatiana Chekalina, Wolfram Hépken, Maria Lexhagen

The paper presents a knowledge infrastructure which has recently been implemented as
genuine novelty at the leading Swedish tourism destination Are. By applying a Business
Intelligence (BI) approach, the Destination Management Information System Are (DMIS-
Are) drives knowledge creation as a precondition for organizational learning at tourism
destinations. After introducing the concept of the ‘Knowledge Destination’, the paper
describes major elements of the BI-based knowledge infrastructure, such as data
warehousing, knowledge generation through Data Mining and Online Analytical
Processing (OLAP), as well as the visualization of data and data mining models in the
DMIS cockpit.
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The customer-based brand equity concept applied in a tourism destination context serves
as the theoretical base of the underlying data model: by taking into account a value-co-
creation approach, the model consists of the customers’ evaluation of the destination
promise in terms of transforming tangible, intangible and social destination resources
into tourists’ value-in-use. Moreover, destination brand awareness is assumed to affect
the customers’ evaluation of the destination promise, which, in turn, determines tourists’
behavioural intentions towards the destination. By implementing a web-based survey and
using a linear structural equation modelling approach, the model is empirically tested for
the Swedish ski destination Are.

Results show, for instance, the significant contribution of customer benefits and value for
money to create destination loyalty. After having discussed the development and
validation process of survey items measuring customer experience, the paper highlights
how DMIS-Are can be used by tourism managers to gain new knowledge related to
customers’ value-co-creation processes at the destination Are. First of all, it is shown how
a personalized DMIS dashboard summarizes useful survey information, such as
customers’ use of booking channels and guest profiles, such as demographics, travel
group, travel mode, sending country, etc. Secondly, customers’ feedback data reflecting
perceived destination brand awareness, satisfaction with winter sport services (i.e. skiing
and non-skiing activities), destination features and services, and destination loyalty is
visualized and can be grouped by managers through OLAP functionalities by various
dimensions, such as customers’ profile and trip behavior.

Finally, by applying Data Mining-based methods (i.e. machine learning) the drivers behind
overall destination satisfaction and guest loyalty can be empirically identified. The paper
demonstrates that by monitoring unique destination and tourist-specific experience
dimensions, destination management can control both the value-in-use for customers and
customer loyalty, thereby upgrade and evaluate its marketing strategy, and, finally,
discover innovation potentials for highly experiential tourism products. After a
concluding discussion of major components building the prototypically implemented BI-
based DMIS infrastructure, the agenda of future research is sketched. The latter
comprises the application of real-time Business Intelligence to gain real-time knowledge
on tourists’ on-site behavior at tourism destinations.

Explaining performance in hotel and restaurant businesses

Jie Zhang, Astrid E. Enemark

The purpose of the paper is to investigate performance in hotel and restaurant businesses
in Denmark. The analysis places a special emphasis on factors that influence business
performance. We explore the factors from both internal business factors, such as
investment and profits of businesses, as well as the level of employee's education; and
external factors, such as productivity of hotels and restaurants in the municipality where
the businesses are situated, and demand side factors such as tourism demand for hotels
and restaurants. A location factor and factor for business agglomeration are also taken
into consideration.
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The data applied for this analysis is the business registered database from Statistics
Denmark. There are approximately 13,000 hotels and similar businesses and 102,000
restaurants, café and similar businesses in the database. This database is merged with
personal registered data where the employed persons at businesses are included. The
external variables are obtained from regional production accounts and regional tourism
satellite accounts.

We test our hypotheses with an econometric model on the basis of micro business data.
Preliminary results show that performance in hotels and restaurants is positively related
with profits, level of investment of businesses, productivity of hotels and restaurants in
their regions and concentration of businesses. It is found that professional education, for
example, as a cook has a positive impact on the performance in restaurant businesses. A
higher level of education in hotel businesses also has impacts on the performance.
Demand from tourists plays a role in the business performance. It is found that the more
tourism expenditures at hotels and restaurants in the municipalities, the better they
perform. The location factor tells us that the hotels and restaurants situated in the city
centres perform better than those located elsewhere. Furthermore it seems the
businesses have difficulty in performing well when located in the peripheral regions.

The contribution of this article to the scientific research is that we apply micro business
data within hotel and restaurant branches to explore the business performance in
tourism industry. There is not much research so far that applies both micro business data
and personal registered data for analysing in hotel and restaurant businesses. It has also
allowed us to compare the performance between hotel businesses and restaurant
businesses. The potential implication of this research is to understand the relationship
between the business performance and a series of factors, eventually help tourism
businesses to improve their management.

How science and technology affect business innovations in

tourism

Anne-Mette Hjalager

This paper attempts to expand the comprehension of important driving forces in the
development of tourism. The aim is to map and categorize innovations that basically
happened outside the tourist sector in science and technology more generally, but
nevertheless had decisive impacts in tourism. Accordingly, it addresses the derived
developments that take place in tourism as a consequence of scientific, technological,
institutional and other innovations outside the tourism sector. The paper recognizes that
material and immaterial values are created in other sectors, and disseminated to tourism
businesses.

The paper is a contribution to tourism history, and goes back more than a century. The
trickling down depends on institutional changes and absorptive capacity in the tourism
sector. The impacts contribute mainly to the social and physical efficacy of tourists,
including reduction of risks and improved mobility and accessibility. Innovations also lay
the ground for entirely new touristic experiences. Numerous innovations are
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implemented to increase the productivity and performance of tourism enterprises. The
paper provides examples of innovations that led to the opening of new destinations.
Institutional and informational innovations proliferated into critical modernization. A
deeper comprehension of dissemination patterns can be useful towards future tourism
innovation policies.

Why do some innovations affect tourism rapidly and substantially, while others stagger
for a long time before they are exploited in a tourism context? The diffusion of innovation
implies organizational, cognitive and institutional boundary crossing, through more or
less permeable boundaries and with more or less rigid gatekeepers. The paper discusses
the possibilities to understand the diffusion of science through theories of boundary-
spanning.

Measuring the impact of a performance benchmarking system on

hotel labour productivity

Sigbjorn Tveteraas, Ragnar Tveterds, Helge Jargensen

Rising labour costs make it increasingly challenging for hotels in Norway to be profitable.
Simultaneously, hotel room capacity is rapidly expanding in several Norwegian cities and
will likely reduce hotel room prices. These trends will pressure profit margins and make
it more difficult to operate without losses in the medium to long term unless hotels find
new ways to improve profitability. One area that can contribute to improve profitability is
enhancement of labour productivity. This area has received limited attention in
hospitality research and in the hotel industry practice.

However, in a more recent study by Kimes (2011) leaders in the hotel industry respond
that they expect focus to shift from revenue per available room (REVPAR) to gross
operating profits (GOPPAR) as the key performance measure. If this is true, then it reflects
a change from the traditionally marketing-oriented perspective in the hotel industry to a
more equal emphasis on the productivity and cost side of the profit equation. Baker and
Riley (1994) pointed out the importance for productivity of scaling labour use according
to demand levels since storage of hotel rooms is not feasible. This implies some level of
intergration or coordination of sales (marketing) and operations functions.

In this study we use daily data from over fifty hotels in a leading Norwegian hotel chain to
estimate an econometric stochastic frontier model of labour productivity. In particular,
we are interested investigating whether hotels’ use of Performance Management
Intelligence (PMI) software package, a performance benchmarking system, lead to higher
productivity. The information from the system is supposed to make it easier to match
sales forecast with labour needs and thereby facilitate improved planning of staffing.
Hence, the main hypothesis is that higher frequency use of the performance measurement
system'’s forecasting and benchmarking capabilities increases labour efficiency. The data
is organized as an unbalanced panel data with daily data spanning from 2003 to 2014. We
are able to rank the 50+ hotels according to level of efficiency in labour use. Furthermore,
our results indicate a statistically significant productivity improvement based on higher
frequency use of the performance benchmarking system PMI.
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Multiple nationalism and South Korean war memorial museum

Young-Sook Lee

Museums and their contents, used as a strategic instrument by political powers of a
country, often promote nationalism. War Memorial of Korea is one of the latest venues to
nurture and promote right wing nationalism in the South Korean society as suggested by
research in political sciences. This paper aims to a) uncover the elements of nationalism
expressed in the exhibitions on Korean War at War Memorial of Korea; and b) locate this
form of nationalism among other forms within the society and draw implications for
visitor satisfaction. Drawn from social science disciplines, multiple and different
nationalisms is the theoretical underpinning of this study. Based on the contents of the
exhibitions, an in-depth interview with the museum manager and memos left by the
visitors in the guestbook, this paper identifies two facets of nationalism in the exhibitions.
Locating this form of nationalism among others in the society, this paper argues that this
form of nationalism is an expression of statism and has been the ideological basis for the
secure nation building drives until 1989. This identified nationalism demonstrates a
unique position that the South Korean government experiences compared to its
neighboring country China.

In China, diversity of its nationals poses challenges in their expressions of consolidated
nationalism. A strategy employed by the Chinese government is resorting to patriotism-
like nationalism in its effort to legitimise the power of the government. What is witnessed
in South Korea in its expression of nationalism is the dilemma owing to the society’s
monolithic race, history and cultural background but different political ideologies. The
nationalism promoted by the South Korean government, somehow, needed to illegitimise
the same race, history and cultured North that was established on communist ideology.
The strategy taken up by the dominant South Korean society until 1989 is anti-communist
and pro-America statism expressed as right wing nationalism. Since 1989, however, the
South Korean society saw different forms of nationalism springing up, demonstrating
multiple nationalism phenomena in the East Asian society. This paper suggests that
nationalism expressed in museums should not be viewed homogeneously and multiple
facets need recognized in researching tourism practices. Tourism marketers and planners
are recommend to use the concept of multiple nationalism in tourist establishments,
because the overall tourist experiences can be managed effectively with a specific market-
focused approach.

The innovation journey of new-to-tourism entrepreneurs

Isabel Rodriguez Sanchez, Matilde Brotons, Allan Williams

The role of entrepreneurs as innovators and agents of change in tourism is still a
neglected topic within the emergent research agenda of tourism innovation studies. The
process of innovation has often been referred to as a "black box" and the studies of
tourism innovation have mainly focused attention on the input (knowledge, capital etc.)
and output of the process (nature and types of innovation, impact on performance etc.).
This paper focuses on the entrepreneur, the key actor in the innovation process which is
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conceived as different stages of a journey that begins from idea generation and ends with
its implementation, with varying degrees of success or failure. Tourism researchers have
demonstrated the considerable diversity amongst tourism entrepreneurs, but that
research has focused more on their motivations and resources than their role in
innovation. One especially neglected strand of entrepreneurship is those who are new-to-
tourism. Consequently, this study has two aims. First, it explores the characteristics and
motivations of a sample of mainly new- to- tourism entrepreneurs. What motivates these
entrepreneurs to invest in tourism and what distinctive knowledge and experiences to
they bring to tourism innovation?. It also emphasizes the relational nature of innovation,
for innovation is not the outcome of heroic individualism, but is a social and interactive
process involving individuals with diverse talents and skills. Second, the study also aims
to understand the complexity of the innovation process or journey, the barriers
encountered at different stages, and how these are overcome.

The two-step research method is based on a sample of entrepreneurs participating in a
public programme in Spain, the Emprendetur Programme, which provides subsidized
loans to fund entrepreneurs with innovative tourism projects. First, the preliminary stop
is to identify the entrepreneurs' professional profiles and careers, using business
networks such as LinkedIn, with data being corroborated by the entrepreneurs
themselves through Skype video interviews. Secondly, semi structured interviews will
provide opportunities for the entrepreneurs to narrate the stories of their innovation
journeys, and reconstruct the challenges encountered at each decisive stage, and how
these were overcome.

Innovation has become a policy mantra in recent years, but the process of implementation
is populated by diverse groups of entrepreneurs who marshal varied resources in order
to overcome a range of internal and external barriers. This study identifies key features of
the distinctive non-linear innovation journeys of the enigmatic group of new-to-tourism
entrepreneurs. These demonstrate not only the importance of their distinctive human
capital, but also how this is valorized through complex interactions with other individuals
and agencies with complementary resources, which collectively constitute an innovation
ecosystem.

Value Chains And Networks

Destination development in the Botnia-Atlantica region: same,
same and different

Kajsa Grandics Aberg, Kritina Svels

During the last twenty years, tourism has been promoted as a way to sustain economic
activities in peripheral areas such as all three parts of the Botnia-Atlantica region
included in this study: the counties of Nordland in Norway, Vasterbotten in Sweden and
Osterbotten in Finland.
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The regional government has left its former identity of control and command behind and
entered the stage of destination development as an actor alongside the private sector. The
underlying view on tourism is that it is a dirigible and definable commercial activity
whose development must be supervised and regulated in order for the expected gains to
be reaped and risks to be avoided. However, research claim there are complexities within
the business of tourism that make it different from other industries previously pointed
out as a tools for regional development. On the pro-side of this is the aspect that tourism
is an industry which may be based on natural resources not in need of large economic
investments to be refined into commodities and labor-intense. The cons are much linked
to the multi-faceted nature of the tourism product and its producers. Prior research on
destination development has presented the community approach, where tourism is an
integrated part of the local community, as opposed to the corporate approach where the
development is being led by one strong commercial actor (Flagestad & Hope, 2001). The
former emphasizes the view on destination development as collaboration in need of
mediators bridging gaps between actors (Murphy & Murphy, 2004).

This paper presents a study focusing on the multi-actor nature of the producer-side of
tourism and its relation to regional development. The material was collected through
interviews with stakeholders from public as well as private sector of the three case areas.
One of the key aspects of the many models and strategies aimed at creating planned,
touristic development is the relation between the involved actors: Who is to hold the
decisive power and who is given possibilities to influence on the setting of strategies?
Aspects of trust and partnership (e.g. Glasbergen, 2011) are scrutinized, pronouncing the
differences in local understanding and performance of hierarchy and collaboration.

The result shows disparities between the different case areas, in fact the difference was so
striking that the original comparative research approach had to be revised. Beside the
factual differences between the regions, this study evokes questions for further research
concerning the use of "best practice" and normative models.

Tourism actors’ social representations of collaborations in Idre,

Sweden: a cognitive mapping method
loanna Farsari

The aim of the research is to examine tourism actors’ perceptions of collaborations in
Idre, Sweden, and reveal differences and similarities in the way that individual actors
value the outcomes of collaborations, in what they consider as important in
collaborations and how collaborations in the area take place. This is examined with
cognitive mapping taking a social representations theory approach.

Social representations developed by Moscovichi are about a cognitive system at the social
level allowing the members of a community to share a common understanding of things
communicate and act cohesively (Nicolini 1999). Social representations in tourism have
been used so far mainly in examining attitudes of host communities towards tourism.
Social representations in the study of tourism place emphasis on the social construction
of tourism allowing more power to the members of the community and thus enabling
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sustainable development (Moscardo, 2011).

Cognitive mapping offers a method to elicit and analyse perceptions an individual holds
about a particular domain. Comparisons between cognitive maps can reveal similarities
and differences in the way the domain under investigation is constructed and understood
while the analysis of the cognitive maps can reveal values and central constructs in
individual cognition. These characteristics make cognitive maps particularly attractive in
examining social representations. Surprisingly however, hardly any study has attempted
to do so.

Using a key informants sampling technique together with snowballing, the study
identified eight tourism actors in the area covering several types of tourism stakeholders.
A cognitive mapping method based on SODA (Eden and Ackermann, 2001; Farsari, Butler
and Szivas, 2010) approach using semi-structured interviews was used to study
perceptions of tourism actors in Idre, Sweden, about collaborations. Data were analysed
using Decision Explorer’s analytical tools. Value, hieset, potency, domain, centrality and
cluster analysis were used to analyse cognitive maps and reveal goals, key issues and
clusters in the perceptions of tourism stakeholders about collaborations in Idre.
Consequently, the individual maps were compared against these findings to reveal
similarities and differences in the perceptions of tourism actors.

This is still a work in progress. Results are expected to reveal key issues in collaborations
between tourism actors in Idre, as well as similarities and differences in the way actors
construct their perceptions of collaborations. This comparison will allow revealing well
established notions in collaborations in the area as well as differences and gaps that might
hinder them. Results are discussed in light of representations theory to highlight whether
there is some consensus in the understanding of collaborations in the area.

Practical implications include the identification of important aspects in actors’
collaborations. In this way collaborations might be strengthened enhancing sustainable
tourism development in the area. Theoretical contribution of the research emanates from
the studying of social representations in collaborations and moreover using a cognitive
mapping method. Hardly any study has used cognitive mapping to examine social
representations. This research aims at exploring the use of a specific cognitive mapping
method to this direction and thus potentially offer the ground for more research in the
area. Very importantly, with this method, findings are not only based on the content but
also on the way actors structure their perceptions allowing a more thorough
understanding and studying of them.

Valuing innovation in destination networks

Hdavard Ness

[ explore how administered networks enhance individual firm and destination level
innovation in tourism networks. The findings suggest that network characteristics
matters, and that meeting places between firms are important for both firm and
destination level innovation.
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Tourism destinations might be defined as "a geographical, economic, and social unit
consisting of all those firms, organizations, activities, areas and installations which are
intended to serve the specific needs" of the tourist (Flagestad & Hope, 2001, p. 449). Thus,
tourism destinations are co-producing networks where individual tourism firms are
interdependent on other firms as they only provide a (small) part of the visitors'
experience (Buhalis, 2000; Murphy, Pritchard & Smith, 2000). Furthermore, destinations
are themselves part of regions, where different destinations also might complement each
other in providing tourists with a total experience. Thus, it becomes important to
understand how networks can (to some extent) be administered to enhance destination
network innovation (Novelli, Schmitz & Spencer, 2006; Saxena & Ilbery, 2008; Scott,
Cooper & Baggio, 2008).

Innovation is explored from the perspectives of networks and absorptive capacity (ACAP;
Cohen & Levinthal, 1990; Zahra and George, 2002). Absorptive capacity is defined as "a
set of organizational routines and processes by which firms acquire, assimilate,
transform, and exploit knowledge" (Zahra & George, 2002, p. 186). The ACAP perspective
has been applied to different levels of analysis (Zahra & George, 2002), and has been
argued to be a particular useful perspective in a tourism network context (Shaw &
Williams, 2009). Networks might be defined as "a set of nodes and the set of ties
representing some relationship, or lack of relationship, between the nodes" (Brass,
Galaskiewicz, Greve & Tsai, 2004, p. 795). A core argument in network theory is that ties
(ie. relationships) between firms function as information conduits, and research has
shown that network ties speed up learning, innovation and spread of efficient business
practices. However, administered networks, defined as networks that are partly managed
by some form of "hub" or coordinating organizational unit, provide additional
opportunities for organizedinformation and knowledge sharing that might spur
innovation. Thus, the paper address how tourism destination network innovation
depends on information and knowledge flows between firms, and how administered
networks offer a particular opportunity for establishing different kinds of knowledge-
enhancing contexts (Von Krogh, Ichijo & Nonaka, 2000), or meeting places, for firms to
interact.

To explore these issues, a single embedded case study was conducted. The findings
suggest that the relational characteristics of the network matters, and that organized
arenas for interaction and knowledge-sharing have a powerful potential for enhancing
innovation both in individual firms and particularly at the network level. Furthermore,
the findings suggest that actors from different institutional contexts, as well as rich
variation in knowledge-enhancing contexts, are important and that positive
complementarities between different actors and knowledge-enhancing contexts exist.
Finally, the findings suggest strong interdependencies between the learning levels.
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Exploring Nordic ways of tourism cooperation around canals,

rivers and in land water areas

Anna Karin Olsson

There is an increasing interest for exploring and /re/development of water and
waterways sites with surrounding areas used for leisure, recreation and tourism (see e.g.
Erfurt-Cooper, 2009; Jennings, 2007). Water has always had great impact on human life
and the development of cities and regions. Marine (ocean) and coastal tourism is a very
fast growing area within contemporary tourism (Hall, 2001) hence there is also an
increasing interest for inland water areas such as lakes, rivers and canals as valuable
resources for destination development (Hall and Harkoénen, 2006; Prideaux, Timothy and
Cooper, 2009). Lakes, rivers, canals and other water areas are used as vital key elements
in destination marketing (Hall and Harkonen, 2006). Many destinations encourage
development of waterfront festivals and events as well as other activities both water-
based and land-based (Erfurt-Cooper, 2009).

Competition among destinations has increased and so has the need for well-coordinated
tourism offerings. Calls have been made for tourism offerings that contribute to overall
destination development (Morgan, Pritchard and Piggott, 2003). At many destinations
and events cooperation and creation of value is based on cooperation and the ability to
organizing between organizations since a large number of various stakeholders from
private, public and voluntary sectors often interact (see e.g. Garrod, Fyall, Leask and Reid,
2012; Getz, Andersson and Larson, 2007). Earlier tourism studies show that coordination
of networks are crucial since successful destinations are based on interrelated
stakeholders that understand the concept of the destination and are committed to
cooperate by knotting together the different offerings into holistic experience to visitors
and local residents (see Bornhorst, Ritchie and Sheehan, 2010; Morgan, Elbe and Curiel,
2009; Swarbrooke, 2001). Water and waterway sites may hence be of value in developing
destinations and destination marketing although water may also act as divides based on
geographical, political or cultural boundaries. Despite the increasing interest there is
limited tourism research on canals, rivers and in-land water areas (see e.g. Hall and
Harkonen, 2006; Prideaux et al. 2009; Tang and Jang, 2010).

The present study reports on work in progress. The aim is to provide an explorative
Nordic study on tourism cooperation and destination development around canals, rivers
and in-land water areas. The paper is based on selected Nordic cases and focus on
identifying stakeholders and networks that are involved in cooperation and creation of
tourism offerings. Their ways of cooperation, views of cooperation and challenges faced
are studied.

This study takes its point of departure in a marketing approach. A combination of existing
theories and research on tourism experiences, stakeholder theory and destination
development and marketing is applied.

The data collection includes a combination of different methods: interviews with main
stakeholders, collection of existing documents related to the selected regions, and
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observations.

The study is ongoing but so far several stakeholders are interviewed and their insights
are gained. Potential findings point out the importance and value of co-ordination of
tourism offerings and creation of lasting networks although also obstacles to involvement
and management of destination stakeholders with mixed visions for preservation of
cultural heritage versus exploration and creation of water-based tourism experiences (c.f.
Conzen and Wulfestieg, 2001; Donohoe, 2012, Tang and Jang, 2010, Vanhove, 2002).

The NGO-tourism nexus - mapping the ‘doings’ of the NGOization of

tourism and touristification of NGOs in La Antigua Guatemala
Sarah Becklake

This paper starts with the argument that there is a growing NGO-tourism nexus. NGOs are
increasingly influencing tourism discourses and practices. Through campaigning NGOs
are (in)forming debates and directions in tourism development (Barnett 2008; Butcher
2007) and through promoting certain forms of tourism (e.g. volunteer tourism) and
places, they are influencing tourists’ desires and touring practices (Kennedy and Dornan
2009; Keese 2011; Mostafanezhad 2013). NGOs are also increasingly orienting
themselves towards tourism. They are enrolled in tourism development projects and/or
using tourism as a key strategy to sustain their own projects (Butcher 2003/2007) and, as
studies of development, volunteer, and slum tourism have shown, some NGOs are
becoming ‘destinations’ in their own right (see Freire-Medeiros 2013; Frenzel et al. 2012;
Salazar 2004; Spencer 2010). Following these insights, we can speak of the NGOization of
tourism and the touristification of NGOs. This paper maps the NGO-Tourism Nexus and its
wider ‘doings’ in one particular place: Guatemala. Based on five months of ethnographic
research in the small touristic town of La Antigua Guatemala (Antigua for short), it
highlights the pivotal entanglement of NGOs in the Antigiiefian tourism economy. Antigua
NGOs are increasingly engaging with and linking to tourism as a means of attracting
compassion and funds. In so doing they tell NGO stories of poverty to tourists; they
provide touristic services, such as facilitating and hosting volunteer tourists and offering
slum tours; and, they are opening ‘profit for non-profit’ tourism businesses, such as NGO-
run Spanish schools, hotels, and restaurants. While much could be said about these
different NGO touristic practices, in this presentation I focus on how they are helping to
(re)create ‘destino Guatemala’ more broadly as a popular ‘development tourism
destination’ and how they are opening up new lines of emplaced competition between
‘(im)moral tourism economies’. Following, it is argued that the NGO-Tourism Nexus in
Antigua is helping to (re)configure Guatemala’s position on the ‘global tourism stage’,
whereby poverty and need and the opportunity ‘to help’ have become one of its key
‘tourism exports’.
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Value Of Tourism For Sustainable Development I.

Conservation and tourism: A comparative analysis of protected

area policy and planning in Norway and New Zealand.

James Higham, Jan Vidar Haukeland, Debbie Hopkins, Kreg Lindberg, Odd Inge Vistad

This paper reports one part of a research project titled ‘Prospects for Managing Tourism
Development in Protected Areas in a Period of Transition’. The research addresses the
potential for fostering nature-based tourism and recreation in association with
Norwegian national parks. Today protected areas represent 17% of the Norwegian
mainland. With a focus on nature protection in recent years, little management attention
has been given to the potential for nature-based tourism, although in the last decade
political signals at the national level have indicated growing support for tourism
development in association with the national parks.

The management of the natural resource base in Norway, both within and outside
protected areas, has historically been founded on the general principle of ‘common
access’ (allemannsretten), on which Norway’s Outdoor Recreation Act (Friluftsloven) is
based (Miljgverndepartementet 2007). This allows for unrestricted foot access to all in
wilderness areas (areas which are not regarded as cultivated) such as national parks. The
principles of the allemannsrett are the foundation for mostly self-organised independent
outdoor activities with a tradition of limited facility development and commercial
activities in its national parks (Haukeland & Lindberg, 2001). Existing national park
management plans document management rules and regulations for use of the parks. The
majority of existing national park management plans make little or no reference to
tourism, recreation and economic development (Heiberg, Hagen & Christensen 2006) or
to visitor strategies (Haukeland 2011).

This paper positions Norwegian protected area policies with regard to tourism and
recreation in the international context. New Zealand provides a comparative case that is
unique in the longstanding and formalized relationship between tourism/recreation and
conservation management. New Zealand’s Conservation Act 1987 formalizes a long-
standing association between nature conservation and tourism. It requires the
Department of Conservation to foster tourism and recreational use of heritage resources
(Cahn & Cahn 1989) “so far as it is consistent with the conservation of natural and cultural
heritage values” (Conservation Act 1987). A major restructure of the Department of
Conservation in 2013 has significantly shifted the government department further in the
direction of public and business partnerships for conservation management, recreation
and tourism?.

Adopting an exploratory qualitative methodology expert interviews were conducted in
New Zealand (March/April 2013) with senior Department of Conservation staff across the
three-tier governmental department structure; central (national), regional, and district
offices. The blinded interpretation of interview transcripts revealed five key themes in
current New Zealand conservation management policy and practice; Philosophical
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transitions, liberal conservation, recreational transitions, public ownership and
engagement, and trust. These themes are presented and discussed in relation to New
Zealand ‘conservation and use’ dual mandate. Guided by lesson-drawing theory (Rose,
1991), we present comparisons with current Norwegian national park management
practices before drawing conclusions.

1DOC’s Statement of Intent 2013-2017 highlights the strategic development of
conservation partnerships with tangata whenua (indigenous people); landowners;
regional and local government; businesses; science providers; recreation, outdoor and
conservation organisations; philanthropists; and community groups.

Values of tourism destinations “in the middle of nowhere”

Maria Hakkarainen, Sanna Kyyrd

In this presentation we discuss tourism numerical indicators, especially related to growth
and progressive development, and their connections to the value discussions in regional
development.

Nowadays, responsibility is one of the main values of our society in which the aims of
responsible tourism is to create better places for people to live and to visit. Society as a
whole can be presented through five dimensions of responsibility: social, cultural,
economic, ecologic and political. In this case study, we examine the values of tourism in a
Nordic destination by focusing on the economic, social and cultural aspects of
responsibility or responsible tourism. We illustrate the discussions on the values of
tourism by using Salla, a remote tourism destination situated in Finnish Lapland closed to
the Russian border. Our starting point in our research is the recently calculated economic
impact of tourism to the regional direct tourism income, employment and tax revenue in
Lapland. These numbers are usually presented to describe the growth of tourism. Our
aim, however, is to look beyond the numbers to illustrate what the numbers represent -
or fail to represent - in relation to the economic, social and cultural aspect of responsible
tourism.

The case study is a research strategy with a thick description of a research object with
versatile data and aiming to answer the questions of how and why. The analytical transfer
of theoretical propositions to other objects or phenomena integrates findings with
existent literature and describes how related objects are similar. The general problem can
be seen as local by contextualizing it to a certain time, place and community. In our
research, the empirical data consists of regional tourism strategies, municipal policy
documents, previous tourism researches done in the region, and some thematic
interviews.

Tourism entrepreneurs in Salla are well organized, the municipality of Salla invests and

supports the industry and different stakeholders in the region are active and innovative in
regional tourism development. Salla is also an active stakeholder in the different
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discussions about the promotion of Russian tourism in Finland and the reduction of
border regulations (e.g. visa freedom). There are several reasons which show that there
are many other values than progressive and expansive tourism development in Salla. Salla
has chosen merely value based approach instead of progressive growth. The municipality
of Salla has put into practice a very unique development strategy for developing and
promoting Salla as a tourism destination. The destination has, for instance, been very
successful in turning challenges such as remoteness and seasonability into opportunities.
Salla’s slogan “in the middle of nowhere” and the commercialization of off-season time
periods - e.g. Salla’s event “nothings happens week” - are good examples of Salla’s
development strategy.

Sustainable food systems, impacts of tourism on local value

creation

Jan Henrik Nilsson, Stefan Géssling, Ann-Christin Andersson

The relationship between sustainability and food has attracted considerable attention in
various research fields during the latest decades. It highlights the fact that food supply is
one of the major functions of the society and economy. The food system reaches all the
way from agriculture to the plates, and it is related to governance and policy, health,
animal welfare, bio-security, etc. (Marsden & Morley, 2014). The impact on climate
change from food production and distribution has also been discussed lately (Bjorklund,
Holmgren & Johansson, 2009). Production of ecological food can be viewed as one way of
improving the food system in relation to sustainability. However, ecological production
often needs to be more expensive than conventional large scale farming. Tourism and
hospitality could be seen as a way of bringing high end, ecological goods to the market, as
parts of local food networks or gastronomic promotion (Hall & Gossling, 2013). There are
however a number of issues in managing and marketing sustainable food systems
concerning regulations, knowledge, culture and relations which make these systems
highly complex. Tourism and hospitality are parts of this.

This presentation reports the findings of a qualitative study of actors within sustainable
food systems in Smaland, Southern Sweden. In all, 50 semi-structured qualitative
interviews were conducted during spring and summer of 2013: 20 with ecological
farmers and/or producers; 20 with chefs in certified restaurants; and 10 with special
interest consumers. The study explores the respondents” practices, perceptions and
attitudes in relation to eating, cooking, buying, producing, distributing and serving food,
especially in relation to local food resources and sustainability.

The main research issue concerns the relation between these three categories of actors
and how their relations have impact on the functions of local and regional sustainable
food systems. Distribution of ecological food, often in small batches, from farmers to
consumers, at home or as restaurant guest, is one of the most difficult questions. Large
commercial systems are not adjusted to small scale farming with irregular supply.
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Irregularity was together with weak knowledge levels in restaurants found to be major
problems in the relation between farmers and restaurant managers. Instead, personal
relations based on friendship and trust often made delivery chains work despite
“business logic”. Consumers had in many cases difficulties to find ecological food in their
local stores. Instead they often bought their food at farms, meaning they needed to drive
to get their sustainable food -almost a contradiction in terms. On the often hand, this
emphasizes how dependent ecological farmers often are on people coming to visit them
to buy food directly, it cuts distribution costs and improves margins. It was also found
that tourism had become a major source of innovation; the local population was often
found to be more conservative and less quality conscious than urban people, who are the
tourists in Smaland.

Islands’ tourism and events as co-designer for sustainability -

Experiences from the North Sea Wadden Region
Han Brezet

The creation and testing of novel sustainable products and services usually takes place in
industrial settings and chains or in city related design and service consultancies and living
labs. Often, the design for sustainability process is driven by energy and materials impact
oriented legislation and under conditions of strong business and market competition,
leaving minor space for user oriented experimentation. But, extensive learning and
probing are crucial for the eventual success of the proposed novel products and services.
(Hellman, 2005; Celik, Joore & Brezet, 2014)

Nature oriented tourism and recreation regions can create relevant and extensive
possibilities here for user experiences with sustainable innovations, due to their
characteristics, culture and relax potential, enabling a better understanding of user
requirements, benefits etc.

Recently, industrial designers and architects have discovered the co-design potential of
islands’ tourism and recreation as a significant source of inspiration and learning. The
paper describes the experiences of “designers for sustainability” on several touristic
North Sea Wadden Islands’ programs and events, from Texel (NL) to Spiekeroog (GE).

The findings of the different co-design projects on the islands will be theoretically
positioned and interpreted from the perspective of the “multilevel design” model (Joore &
Brezet, 2014) as well as the Ecocosts Value Ratio model for their environmental-economic
assessment (Vogtlaender et al, 2013). In addition to popular models such as “multi-
governance” and “sustainable transition management”, the focus here will be more on
entrepreneurship and tourism’s co-design potential as building blocks for successful
sustainable innovation. The empirical cases involved will be amongst others:

. Sustainable Public Lighting System Design (Texel)

. Do-it-yourself Fruit Garden service (Texel)
. Bike Freight Transport - Vrachtfiets (Ameland)
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. Local Picnic Set Design (Ameland)

. 3D Biomaterial based Printing (Vlieland Pop Festival)
. Alternative Drinking Water Systems (Vlieland Pop Festival)
. Self Sufficient Energy Pop Podium (Vlieland Pop Festival)

o Sustainable Spa (Spiekeroog)

Resourcifying the unique - Collaborative valuation practices in rural

tourism development in Sweden

Manuela Kronen

Rural tourism development is announced to be based on local resources. Still few studies
engage in analyzing how nature-, culture, and other values are proactively turned into a
resource. The aim of this study is to investigating how unique values are turned into a
resource by collaborative valuation practices. The research is based on fieldwork on three
Swedish initiatives for rural tourism development called Silenceville, Pathfinder and
Evenbetter. The projects are EU co-founded by the LEADER method for rural
development. The term LEADER is an acronym for "Liaisons Entre Actions de
Développement de I'Economie Rurale" (Links between the rural economy and development
actions). All three rural tourism initiatives depart from the ambition to identify and apply
the unique values of the area as a resource for rural tourism development. My fieldwork
investigates how the participants of the projects fill the notion of the unique values with
content to the end of tourism development. Unique values is here treated as an empty
signifier, meaning an open term that is filled with significance by social interaction. The
material for the study is generated in participant observations, qualitative interviews and
a collection of printed and digital media. The study indicates that the notion of unique
values is relational in the sense that the unique values of one area are valuated in
comparison to other areas. Yet, a more prevalent creative force in the collaborative
valuation practice of resourcification is the collective experiences and memories living in
the geographical area that are maintained and revived by social interaction.
Resourcification of unique values hence builds on the competences of people in a wide
sense. This underlines the importance to appeal to the personal motivation of individuals
and to bring competences together in physical meeting places where collaborative
valuation is possible. For rural tourism development this indicates the usefulness of a
wide range of collective competences for enhancing integrated rural tourism
development. In its extension, the collective valuation practices that lead to
resourcification may also be an asset for social and economic sustainability of the rural
communities, not at least in the aspect of quality of life.
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“Deconstructing” Sustainable Tourism (ST) and Community-Based
Tourism (CBT): Towards a Robust Framework of Sustainable

Community-Based Tourism (SCBT)
Tek B. Dangi, Soyeun Kim, Tazim Jamal

Definitions and descriptions of Sustainable Tourism (ST) and Community Based Tourism
(CBT) abound. The United Nations World Tourism Organization (UNWTO), for instance,
defines ST as: "Tourism that takes full account of its current and future economic, social
and environmental impacts, addressing the needs of visitors, the industry, the
environment and host communities". Bricker & Schultz (2011) offer a useful
categorization of four pillars of ST: effective sustainability planning; maximizing social
and economic benefits to the local community; and reduction of negative impacts on
cultural and environmental heritage. Meanwhile, "Community-Based tourism" (CBT) has
gained some prominence, but what does it mean and how does it relate to ST? Ellis and
Sheridan (2014) believe CBT applies the objectives of ST "combined with an emphasis on
community engagement and development". However, multiple definitions and diverse
principles, indicators and criteria in each make the concepts of ST and CBT highly
problematic. We argue for the need of a robust framework of "Sustainable Community-
Based Tourism" to guide research and practice, and undertake a comprehensive literature
analysis as the first step (Stage 1) to explore this claim (thesis). This involves a systematic
gathering and compiling of published literature on ST&CBT to identify a relevant
"sample" of articles. Within these articles, definitions, principles, criteria and indicators of
sustainability from organizations such as UNWTO, GSTC, various certification schemes,
academic research, plus other local-global organizations (for profit and not-for-profit) are
examined and a proposed framework for Sustainable Community-Based Tourism "SCBT"
is forwarded for detailed review.

The SCBT framework developed is explored further (Stage 2) through application to a
case study setting of community-based tourism in a sustainability oriented context.
Extensive empirical case study research by one of the paper's co-authors in rural
community-based Korean agricultural context will be examined using the proposed SCBT
framework, and areas of corroboration and differences identified. Korea has made
remarkable advances in rural (community-based) tourism, which is often termed as
green-tourism and agro-tourism in Korea, rather than sustainable tourism or community-
based tourism. In addition, sensitive to the Eurocentrism and modernistic values that
imbue western notions of ST and CBT, this stage of the exploratory study will also aim to
identify the "ethos" of Korean farmers and communities, what they value and care for in
terms of "well-being", of land, community, environment, etc. (what might constitute
"sustainable” tourism development and "sustainable” community development in
western terms).

The preliminary SCBT framework will be further contemplated in the context of the
Korean case study results, which raises challenging ethical and pragmatic questions. Is
there a global SCBT framework that can be grounded and justified by a set of universal
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ethics (like the "Global Code of Ethics" WTO proposes)? How does such SCBT framework
account for, or take into consideration, diverse cultural values, human-environmental
relationships (also cultural), participatory and power relations, that vary in places and
spaces from the local to the global? This study fills an important gap in research and
practice by: (i) addressing important, intangible values and issues (e.g. cultural values)
that have been omitted before, and (ii) forwarding a robust framework that bridges ST &
CBT incorporating critical elements, values & ethical principles that apply to both.

Value-based Tourism

Conflicts between tourism and power production in Iceland: Discourse

analyses on land use and the changing idea of natural resources
Anna Dora Saepdrsdéttir

Demand for natural resources and energy has increased worldwide and increased
pressure on natural areas. Tourism is growing and is one of the sectors that utilise nature
and can run into conflicts with other industries that utilise natural resources. In Iceland
nature is the most important resource for the tourism industry and the majority of
international tourists come there to experience nature, including wilderness. Rapid
growth of tourism has raised concerns about maintaining the quality of nature. At the
same time plans for more hydro and geothermal power production cause challenges and
conflicts as many of the proposed power plants are located in natural areas, some of
which are defined as wilderness. The fact that Iceland is an island far away from the
European and American continents has so far hindered the direct export of electrical
power. However, ideas connecting Iceland’s electricity grid with the European grid, via a
submarine cable, have now been found to be highly interesting due to global changes in
the energy market, higher electricity prices in Europe and increased demand for
renewable energy, Europe’s “20-20-20" targets have furthermore added to the viability of
the cable plan.

Both nature tourism and the power production industry have changed the idea of natural
resources, but each one in its own way. As the ideas do not harmonize and both are
developing fast conflicts arise. What is a ‘natural resource’ is defined by society, culture
and economy and depends on the stage of technology. This is influenced by international
processes, such as technology, production costs, pricing and policies. Worldwide the idea
of natural resources is transforming, including how they should be utilized and where
utilization is appropriate. The purpose of this presentation is to analyse the development
of nature tourism and power production in Iceland, future prospects and the challenges
created by the changing idea of natural resources. It furthermore describes the work and
political developments that are in process and are intended to solve the challenging
conflicts about the use of natural areas in Iceland. Discourse from the political arena, the
power production industry, the tourism industry as well as interviews from over 50
Highland travellers will be analyzed with the focus on their different views on what are
natural resources and how they should be utilized.
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Effects of resource decline and stricter fishing regulations on the

behavior of salmon fishing tourists
Stian Stensland

British salmon anglers arriving in the mid-1800s started off modern tourism in Norway.
Salmon fishing tourism is economically important for many river valleys and holders of
fishing rights as well as a recreational activity for anglers pursuing the "king of fish".
Annually around 100.000 people fish in Norway's 400 salmon rivers spending
contributing to a turnover of around 1.2 billion NOK in local communities. However,
currently worldwide Atlantic salmon stocks are at an all-time low leading to closed rivers,
shortened seasons and catch restrictions. From 2010 on 126 Norwegian rivers are closed
to fishing, and restrictions are imposed on many rivers. In the same period there has been
a decline in number of anglers and an estimated expenditure loss of 250 million NOK per
year. The literature indicates that local and visiting (tourist) anglers may adapt to these
changes in different ways depending on their place attachment to the specific river in
question.

The objective of this study is to investigate to what degree local and visiting salmon
anglers fishing the Verdal river of Mid-Norway find other rivers as a substitute following
resource decline and stricter fishing regulations. The factors impacting substitution
perception are investigated. Implications for tourism are further discussed.

This paper draws on the leisure theory of substitution. In social-psychology a site
substitution would occur if the replacement is to be perceived as satisfying one need's
and provide similar outcomes as the original site for the activity. Substitution arises from
changes/constraints in the recreational landscape through e.g. changing policies (fishing
regulations), changing environmental conditions (lower fish runs), costs of
fishing/alternatives (money, time, getting to know a place), and change in socio-
demographic/life stage (income, education, age, household size).

Data to be collected by a mixed mode (web + postal) survey of anglers fishing the Verdal
river at least one of the season after 2009. A comparison of local and tourist angler
characteristics and fishing experience use history was done by using t-tests. A multiple
regression approach will be used to investigate how place attachment to the Verdal river,
fishing experience use history, local vs. tourist angler and other socio-demographic
variables impact substitution behavior.

It is known that site substitutions are frequent among anglers, but for anglers having a
special psychological or emotional attachment to a site or species there may not be an
acceptable substitute. Considerable work remains in understanding the variables
affecting anglers' willingness to substitute sites. This study will increase our
understanding of variables impacting site substitution, and hence be useful for managers
and policy makers working with fishing tourism in particular, but also general nature
based tourism development and outdoor recreation.
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To Preserve or Enhance Precious Memories: A Segmented Market
Analysis
Sharon Chang, Renuka Mahadevan

This study examines the value placed on museums by patrons and non-patrons and
investigates the factors that affect this valuation with a view to boost visitorship. The total
economic value of Singapore’s History Museum at the very least US$57million and this is
high relative to other countries, justifying increased government funding towards
preserving and enhancing ‘precious memories’ as cultural capital. Females and high
income people are the target group for increased visitation while among the non-patrons,
the ethnic majority is another potential clientele. Somewhat surprising is the finding that
neither patrons nor non-patrons see the History Museum as having significant tourist
value, and contrary to the prospect theory, there is a preference for enhancing the History
Museum’s services over keeping the museum. These findings provide some direction for
the management of the museum to improve its visitor appeal.

Changing employee roles in the service encounter for tourism Value
creation: educational, managerial and organizational

implications
Claire Forder, Flemming Sgrensen, Jens Friis Jensen

The topic and objective of the paper is to discuss how different generations of value
creation in tourism induce new employee roles, and how this has profound educational,
managerial and organisational consequences for tourism companies.

The theoretical perspective include views on service quality, experience economy, co-
creation and organisational and employee roles in tourism.

Mainstream research focus has typically focused on service quality, with the Nordic
School represented by Gronroos and the North American school represented by
Parasuraman, Zeithaml and Berry (Brogowicz et al, 1990). However, experiences are
today argued to be core drivers of value creation (Pine & Gilmore, 2013), and it is claimed
that a company-centric approach, in which companies autonomously design and market
products, must be replaced with a co-creation approach, in which value is jointly created
in interaction between companies and users (Prahalad & Ramaswamy, 2004). Joining the
two perspectives, co-creation is argued to be central for creating valuable, personal, and
meaningful experiences (Boswijk et al., 2012). This seems particularly relevant in tourism
where production and consumption are inseparable (Crang, 1997) and service-
encounters crucial for tourist experiences (Baum, 2005) which are co-produced (Ek et al,,
2008) through 'performances’ of tourism employees and tourists (Edensor, 2001).
Nevertheless, examples of co-creation in tourism companies seem scarce (Binkhorst &
Dekker, 2009) because tourism service encounters mainly facilitate standardised, cost-
efficient service deliveries rather than co-creation (Sgrensen & Jensen, 2012).

When applied to the experience economy, the aforementioned company-centric model
can be compared with Pine and Gilmore's (2013) approach which suggests companies to
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'stage' experiences for consumers. This has been termed a First Generation of the
experience economy whereas co-creation of experiences has been coined as Second
Generation (Bosjwijk et al., 2012). We translate this into a model of three modes of value
creation in tourism companies. The first mode follows a traditional tourism service
paradigm; in the second, experiences are staged for tourists; and in the third, co-creation
of tourist experiences drives value creation.

Future visions of the tourism products

Anders Steene

This paper discuss new expressions like Experience Economy and Dream Society, both
expressions imply that the society are now facing other demands from customers
concerning tourism products. In many ways we are talking about a progression of
economic values from the tourist’s point of view as well as from the view of the
producers. In the future the producers have to focus much more on making and deliver an
experience for individuals then today and in older days.

In the future producers have to deliver much more complex product offers then before,
the complexity of the tourism product will increase and how to handle that requires a lot
of knowledge as well as well trained employees. We will try to find out what the next step
will be, from Experience Economy or Dream Society offering complex products - to,
maybe, transformation which is an offering to the individual that he or she only can be
guided, the customer will be the product.

To summing up the future will focus much more on individual, tailor made products and
edutainment.

Value Of Tourism For Destination Development 1.

Operationalizing the performance of a tourism network. A case study of

Network Limfjorden, Denmark
Urban Grdsjo, Martin Gellerstedt

Partnership arrangements in order to achieve sustainable economic growth is nowadays
a more and more common feature of developing strategies in different sectors of modern
society. This is also the case in the tourism sector, where value of tourism for destination
development is highlighted. Many of these partnership arrangements are formalized
through the concept of the "network". Although there are usually several aims, the
declared purpose of collaboration in a network or partnership is almost always to create
synergy or added value. The members of the network are realizing that they have a
common goal, which cannot be reached if they act individually. Instead, if the members
pool their resources and act together the probability to reach the goal increases.
Sometimes situations arise when actors take advantage of what others give, but do not

56



themselves contribute equally (network problems arise in the form of "free riders"). This
can then create an attitude in the network where members are reluctant to communicate
experience and information to other members and then the mutual exchange of
experience that is so important for successful networks can be lost. Hence, it is important
to acknowledge that a network beside cooperation also may include a competitive
dimension.

Even if scholars have studied tourism networks in general, methods of how to evaluate
tourism networks have been relatively neglected as an area of academic study. In this
respect, the objective of the present paper was to study performance of a tourism
network. The case of our study is a partnership called Network Limfjorden, which is a
cooperation with the aim to develop the tourism around Limfjorden in Denmark. The
network was established in 1995 and consists of two regions, eight municipalities and
tourist offices around Limfjorden. The tourism activities in the Limfjorden region can be
characterized as "slow" activities. In spring 2010 Network Limfjorden, adopted a new
action plan "Towards 2015". The action plan states that the Limfjorden continues to be a
strong brand. This will be achieved through:

e Development of coherent useful products and activities

e Launch projects and develop until they can run on their own

e Marketing of products and activities under the common brand
e A concerted effort to promote network development

These goals are conventional for most networks. In order to study if the different network
partners are committed to use and express the common branding one can study either
what is said or written. We have chosen to study written material and in this case the
traditional tourism brochures. Because branding, beyond its own operations, is about
describing the common; common values, specific joint projects developed etc. Our study
includes five tourism brochures from five municipalities around Limfjorden. We
operationalized the study of brochures with the following measures:

. The portion of sentences with a "network umbrella description”. Such a
sentence includes for instance a description of an area or an activity outside
their own municipal but within the network area Limfjorden.

. Yes/No whether or not the brochure include: the network logo, the address
to the network website, map over the Limfjorden area, common launched
network activities (old sail ship regatta, storytelling, etc.)

In this way we examined to what extent a network member (municipality) in its own
brochure promotes i) their own activities, and ii) other members' activities. The results of
the study indicate that it is more common to promote the own specific activity or location
even if similar activities can be found also in other municipalities around Limfjorden.
Several partners did not include network logo, link to website or common network
activities. Consequently, the opportunity to create positive synergy effects among the
network partners is not fully exploited. The macro perspective found among the aims
with the network, was simply not adopted by several partners. Perhaps this may be
explained by a lack of understanding and handling the balance between cooperation and
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competition. In conclusion, even though the network were ambitious and had well
thought-thrown aims, our findings indicate that these ambitions were not successfully
adopted by partners. This might well be the reason for why it was decided to discontinue
the network.

If Jesus had lived now he would definitely have attended the Gladmat

festival

Reidar Johan Mykletun, Ambassador Meretse

What do visitors, exhibitors and owners benefit from participating in a non-profit food
festival? Festival benefit is 'the ultimate value that people place on what they believe they
have gained from observation or participation in activities and interaction with settings
provided by festivals' Lee, Arcodia, & Lee (2012, p. 335). Extant research lack studies
focusing on these three stakeholders' benefit simultaneously and in the same event, thus
indicating the contribution of this paper.

The context of this study was the Stavanger Food Festival (Gladmatfestivalen), an annual
event established in Stavanger, Norway, in 1998. The name means "happy food', alluding
to the enjoyment of meals, raising the awareness about meals and food quality, being a
window for regional high quality food and meal exhibitions, and increasing both public
and professional interests in the enjoyment and consumption of high quality meals. Its
primary objectives are promotion of the region, its products, food culture and concept,
and Rogaland as the Food County. About 100 exhibitors offer a variety of food, beverages,
and meals. It is arranged late July and lasts from Wednesday to Saturday, and is attended
by approximately 250.000 visitors. The festival is well known across the country and in
the Nordic region (Author & author, 2009; Author, 2011).

Data from visitors were collected by questionnaire that included 20 'benefit items’, (5
points Likert-type scales), and 17 items asking for festival participation habits and
demographics. The data collection took place during three two-hours sessions per day
during the entire festival. A total number of 350 respondents filled the questionnaires 'in
situ'. Data from exhibitors and owners were collected by semi-structured interviews.

For the visitors, six "Benefit factors" could be extracted when applying Orthogonal
solutions with Varimax rotation, accounting for 50 % of the variance. Six factor-based
sum-scores were computed, named [ - Seeking for novelty, I - Local tradition and
celebration; III - Buying and tasting; IV - Food enjoyment and atmosphere; V - Networking
and socializing; and VI - Personal privilege and destination image. Frequency of attendance
predicted factors 11, IV, V, and VI. Age predicted factor VI, while level of education
predicted factors Il and V.

Benefits for the exhibitors included branding and marketing, meeting customers and
understanding their needs, educate the customers, destination promotion, showing
«citizenship» and corporate social responsibility, and for own pleasure and amusement.
Benefits for the owners included positioning of own business, the city, creating
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storytelling, increasing food and meal competencies, fascinating the audiences, attracting
tourists, creating good relationships to customers, making an exhibition window for
producers, and facilitating feedback from the public to producers.

The benefit factors revealed may be applied for improving the event design. "Foodies"
(Getz & Robinson, 2012) seems to be present, which may contribute to the quality of the
festival by increasing the visitors' demands for assorted high quality products. The event
has gained a "folk festival" ambience, overriding the initial intention of the event and
contributing to the well-being of the regional residents. The stakeholder groups gain to a
large extent the same benefits from the event.

Gender relations in tourism in the Russian arctic: representations and

practices

Susanna Heldt-Cassel, Albina Pashkevich

Remote territories of the Russian Arctic have historically been subject to conquest and
exploration and depicted as a periphery for resource extraction and male adventures.
Tourism has recently been introduced as an alternative source of income for indigenous
groups that previously lived solely on reindeer herding. However, the tourism sector is
still very small and under-developed in the area despite public policies and different
national and regional projects to promote tourism. This study analyses how tourism
operations in Northwestern Russia use representations of the Arctic and of gender
identities in the production and promotion of tourism experiences. The representation
and practices of nature- and indigenous tourism operations studied through participant
observations made during field trips to the territories of Nenets Autonomous Okrug. The
observations complemented with tourism stakeholders’ interviews and content analysis
of promotional material from the tourism businesses in the area. The purpose of the study
is to get an understanding of the content and meaning of representations and practices of
tourism in the Russian Arctic.

We analyse the cultural constructions of places shaped by gendered representations of
people and indigenous culture. In what ways are indigenous men and women depicted
and what types of place identities are constructed through representations and practices
in tourism operations? We follow Roy (1997) and Edensor (2000) allowing the hosts to
speak and become agents in the portrayal of the contemporary tourist practices
accommodating the demands of modern tourists. We find that there is a strict gender
division of tasks and responsibilities within tourism in the case study area. Service
operations in villages and in this region predominantly employ women (hotels,
restaurants, shops, and so on); however, out in the tundra, men predominate in high
status service functions such as guides within hunting and fishing trips. The results show
that the promotion and tourism offers in the area strengthening the notion of
(re)production of colonial representations and experiences of the place and its peoples as
exotic and the “Other”. The marketing of the area stresses the possibilities to explore
unspoilt and remote areas (“snowscapes”). The tourism practices in the Russian Arctic are
focused on physical endurance and masculine coded activities and behaviour.
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Finnish countryside as a setting for rural wellbeing - case FinRelax®

Anja Tuohino

Tourism is often seen as an opportunity for rural economic development. The rural is
nowadays understood as a space for consumption and the countryside has become a
tourism landscape that is appreciated for its recreational and aesthetic values. Despite
many attempts, defining rural areas is difficult. Most definitions are based on a three-level
division into remote, core and close-to-centre rural areas, with different terms used in
different studies. In this paper rural tourism is defined as tourism outside densely
populated areas and tourism centres.

In Finland, in the national tourism strategy published by the Ministry of Trade and
Industry wellbeing tourism was defined as a product theme to be developed. In addition
the Finnish Tourist Board has recognised the importance of developing wellbeing tourism
in Finland. On the national level they have made long-term and organised development
efforts since 2002. In 2005 the first national review of wellbeing tourism was conducted.
The review highlighted the growth potential of the wellbeing sector based upon the
strong inherent assets of a safe, high quality natural environment within which a wide
range of outdoor activities are possible while still retaining the peace and tranquillity of
the countryside and the culture of the sauna. In 2007 a strategy working group for
wellbeing tourism development was established and as a result the national
'Development Strategy for Finnish Wellbeing Tourism in International Markets, 2009-
2013 was launched in December 2008. At present the strategy is in the updating process.
Against this background, the new project FinRelax® - a Finnish countryside as a core
resource and an operational environment for Finnish Wellbeing tourism was launched in
December 2013.

This paper presents the first results of the project and gives examples of how the Finnish
countryside as a rural setting is used to grasp the conceptual and symbolic characters of
FinRelax®.

The data gathering is on progress at the moment. The electronic survey is targeted mainly
at those wellbeing tourism businesses that have the potentiality for international
markets. The group of 37 businesses is selected together with the Finnish Tourist Board.
Supplementary data is gathered through interviews among destination marketing
organizations and tour operators selling Finnish wellbeing tourism products for their
customers. The aim of the supplementary data is to find the future potentiality of
FinRelax® products and services. The data will be analyzed by using content analysis.

Due to the fact that the process is on-going, the total sample size at present is open. The
preliminary results will be presented later in the conference as well as in the written

paper.

The study also has practical implications by providing additional information for both
businesses and Finnish Tourist Board in the development work of FinRelax®.
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The roles of events in destination branding

Ira Lahovuo, Jenni Mikkonen

According to a number of studies, events have a significant impact on destination
branding and differentiation from other destinations (i.e. Jago et al. 2003; Lee & Arcodia
2011; Trost et al. 2012). Majority of studies have focused on the impacts of sport or mega
events on the destination brand but the impact of smaller cultural and free time events
remain less researched. Events can take different roles relative to the destination brand:
i.e. as co-branding partners, as extensions, or as features of the destination brand. Co-
branding refers to the practice of pairing the event's brand with the brand of destination:
events with well-established brands can be used to enhance the brand identity of the
destination. Since each role presents different opportunities, risks and requirements
events must be incorporated strategically into the marketing plan of the destination.
(Chalip & Costa 2005)

The aim of this study is to find out what kind of roles the events of two Finnish
destinations, Savonlinna and Mikkeli, have in their destination brand, and how events are
integrated in the new brand strategy of the region. The data was collected through
analysis of websites and social media channels, and stakeholder interviews. The website
analysis worked as a background study to the interviews and focused on how and which
events were displayed on tourism websites of destinations. The interviews sought to
reveal the different types of roles of events in the current branding process, and find out if
there are differences between the destinations and/or opinions of stakeholders. The
interviewees were directly or indirectly participating in the branding process: from local
destination management organizations (DMOs), tourism planning authorities and event
organizers. Altogether 13 semi-structured interviews were conducted, transcribed and
analyzed by using content analysis.

Results support former research in that events play significant roles in destination
branding, and there were many kinds of roles revealed. For example one major event,
Savonlinna opera festival, has a dominant role in whole region's tourism and is an
indispensable part of destination branding. In the future, the festival will be doing more
destination marketing in co-operation with the DMO. This co-branding role of the event
will spread benefits to other actors too. On the other hand, also smaller local events have
important roles for example supporting central brand features of destination, and
working more like extensions of destination brand.

The study complements the former research, deepens the understanding on the roles of
events in destination branding, and studies if there are similarities in the roles of small
cultural and free time events, and sport events that have been studied earlier. The results
can be utilized also in destination branding process by explaining how the events are used
now and how they could be utilized more effectively in the future. The more is learned
about the roles of events and ways of utilizing them in destination branding, the more
effective destination marketing will become.
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Events' "deserved” media coverage and destination branding
Kari Jeeger, Trine Kvidal

Hallmark events with long- term institutional status, and “Iconic” events, have high value
assets for a destination or city (Getz, 2013). In line with this perspective, this paper seeks
to discuss how events or “iconic” events could provide unique selling propositions,
through reflecting brand values and place identity. It is a challenging competition
between different places seeking to become unique favorable travel destinations,
something which requires potential travel destinations to become and stay visible, unique
and with a distinct and defined brand. “Icons” present a particular kind of story - an
identity myth, that consumers use to address identity desires and anxieties (Holt, 2006)
“Iconic” events are socializing with other people and events that share their values and
interests. The aim in this paper is to examine how these kinds of events could contribute
to "deserved” media coverage, acquired from word of mouth in a new social media
context (Ellingsen, 2013), and which impact this has on destination branding.

In this paper, we take a qualitative approach to examining the two events Finnmarkslgpet
in Finnmark, Norway and Iditarod in Alaska, USA. Finnmarkslgpet (with its 1000 km
class) is Europe’s longest sled dog race, and has been arranged for 34 years, while
Iditarod (1800 km) is the world’s longest sled dog race, and it has been arranged for 42
years. These two long distance sled dog races can be said to capture the Arctic wilderness
with the inclusion of dogs, experienced dog drivers, rough weather conditions, northern
light, and tundra, mountains and rivers covered with ice and snow. The two events in
different ways capture and stage Arctic nature values, communicated via media coverage,
social media, mushers, volunteers and tourists. This attention and publicity is important
for the two races as sports competitions, as well as for the branding of their host places.

Based on data collected via observation, in-depth interviews and media analyses,
conducted in relation to Finnmarkslgpet and Iditarod, we discuss key tourism-relevant
aspects of the events.

Values For Culture

The dynamics of nature and culture in tourism - the case of [lulissat,

Greenland
Karina Madsen Smed

This paper provides new insights into the tourism product promoted and sold in Ilulissat
in the light of a dynamic nature/culture relationship promoted by the national DMO,
Visitgreenland, in a national branding framework from 2010. In 2004, the Ilulissat
icefjord in close proximity to the town of [lulissat was inscribed as a natural heritage site
to the UNESCO World Heritage List, and the destination of Ilulissat has always been
focused around this grandiose nature, the icefjord in particular which has shaped and
influenced life in Ilulissat for thousands of years. As such, nature plays a central role in the
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promotion of Ilulissat to tourists, also before the inscription to the World Heritage List.
The close relationship between the icefjord and life around it suggests that nature and
culture are closely connected in Ilulissat, which may seem to underline the dynamics
between nature and culture suggested by Visitgreenland. However, the question is how
the local tourism environment facilitates and uses this strategic proposition of a dynamic
nature/culture relationship in practice to promote and sell their products, if at all?
Furthermore, this study aims to highlight ways in which nature and culture - as distinct
categories and in close relation - are anchored in the destination and thereby influencing
the tourism environment in Ilulissat.

A point of departure is taken in the local tourism industry in Ilulissat in order to explore
what is being sold and promoted to tourists in this respect. Since the contention is that
the icefjord and its inscription on the World Heritage List as well as the history of tourism
in [lulissat present an emphasis on nature as a distinct feature of attraction, a particular
focus on cultural dimensions may be less evident and will therefore be explored further.
The study will rest on a triangulation of methods entailing 1) documents, such as strategy
papers, government reports, administration plans and commercial websites, that have
formed the initial access to this destination's tourism environment, 2) interviews with
local tourism actors, specifically tour operators, administrators and hotel CEOs, and 3)
participant observations of the tourism products offered by various tour operators and of
the physical environment. The theoretical foundation for this paper rests on a central
discussion of the nature/culture relationship, particularly pertaining to both polar
tourism and heritage, which may reinforce certain perceptions of nature and culture. In
addition, the concept of visitability is applied in order to explore the process of inviting
tourists to consume place and subsequent influences on the destination and its core
product. Findings suggest that existing tourism practices are reinforcing the strong
emphasis on nature rather than the dynamics of nature and culture, and as such, the
paper suggests that an increased focus on the cultural dimension of this relationship may
strengthen product development not only to comply with Visitgreenland's brand
positioning but also to face present challenges to tourism development in Ilulissat.

Transformed “by the wind and the sea” - exploring visitor emotions

towards war heritage along the Danish West Coast.

Lulu Anne Hansen

This paper seeks to explore how the remains of the Atlantic Wall scattered along the
Danish West coast have been and continue to be emotionally appropriated by tourist. It is
now close to 40 years since French cultural theorist Paul Virilio, in alluding to the
particular relationship between the German bunkers and their physical location along the
North Sea coastline, emphasised the capacity of the bunkers to teach us not only about
their era but about ourselves (Virilio 1975, 1994 transl.). Even today the constant
interaction between the dynamic coastline and the massive concrete bunkers, engulfed in
a seemingly endless struggle, holds immense potential for invoking human emotion. In
this case the interaction of land and sea only serves to strengthen what has been deemed
the multiple temporalities of ruins (Edensor 2005). At the same time a history of national
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conflicts between Danes and Germans (the majority of foreign tourists visiting the Danish
West Coast) makes the bunkers places of potential contestation. Departing from a
interpretational framework that perceives emotions as social sentiments (Peterson 2007)
this paper uses both historical sources and contemporary interviews and field work to
explore the shifting and often conflicting historical and emotional landscapes surrounding
the bunkers from the mid 1990'ties until today. In recognising that cultural heritage
tourism offerings are dynamic and constantly evolving (Kaminski et al. 2014) it is argued
that even in this relatively short period competing narratives have served, and still serve,
to continuously reconfigure (Smith et. al. 2009) the emotional constellations relating to
their space. It is, furthermore, shown how the particular interrelationship between the
coastal landscape and the bunkers constitutes a space with potential of engaging visitors
in pluralistic interpretive interventions addressing issues of individual values, morals and
dilemmas in a coastal tourism context normally not associated with negative heritage
(Meskell 2002) experiences.

The competency profile of cultural tourism employees in Russia

Elena Sakharchuk, Sergey Ilkevich

The central hypothesis of the study is that the sharp discrepancy between huge potential
of cultural tourism and insufficient competitive advantages can be explained by vast
deficiencies in the competency profile of cultural tourism employees.

To conduct a primary research of competencies of cultural tourism employees in order to
establish levels of proficiency in 4 critical for competitiveness areas: 1) knowledge of
cultural heritage; 2) customer relations management; 3) marketing techniques; 4)
international visitor and foreign language proficiency. And thus establish major setbacks
to be addressed in public education and corporate/state agency training/re-training
programmes.

There is a very limited number of sources both in English and Russian related to cultural
and heritage tourism professionals’ interviewing. And there are no comprehensive
statistics in the field of employment in cultural tourism objects as well to support primary
research conclusions. The studies are limited to describing cultural sites, their heritage
value without addressing visitor-related issues.

Competency-based structured interviewing of employees at cultural sites of Moscow
region at entry-level positions, established professional and middle management with
167,102 and 89 respondents, respectively. For each of these three groups were suggested
separate, modified questionnaires with questions in the following sections:

Education and life-long learning experience

Practical experience

Customer service and passion for customer satisfaction

Skills in basic and strategic marketing techniques, cultural tourism products
distribution strategies

Foreign language proficiency

e International visitor and multicultural awareness

64



Interviewing of employees is supplemented by secondary research (literature review)
and expert estimates from 6 leading tour operators for international visitors in Moscow
region, specializing in cultural tourism.

The study reveals an acute deficit of basic training for cultural tourism employees not
only tourism, but in customer service-related areas, with only 37% of employees across
the whole population studied having formal qualifications.

The most remarkable imbalance is between knowledge of cultural heritage (with 86% of
employees stating their continuous betterment in the field) and strategic marketing
techniques in cultural tourism (with only 6% of employees being able to provide an
answer for a control question about the meaning of strategic marketing approaches), as
well as foreign language proficiency, with only 2% being fluent English speakers and 1%
being fluent in other European language.

There is a low willingness for re-training on the part of employees (26% respondents),
despite the 86% stressing the importance of good qualifications. The motivational
problem presents an interesting field for further primary studies.

The issues of professional preparation in cultural tourism and establishing industrial
standards and qualifications are still being neglected in Russia. That limits the potential
and competitiveness of the industry due to low awareness of cultural sites’ sheer
existence and insufficient customer satisfaction, specifically related to poor guiding and
foreign language proficiency.

The construction and experience of icon-cities
Anne Klara Bom

The world famous author Hans Christian Andersen was born in 1805 in Odense,
Denmark. This paper's point of departure is the thesis that Odense has the opportunity to
utilize its potential as an icon-city: A city that willfully integrates its historical relation to a
character in its tourism strategy and thereby supplies the city with symbolic value by
branding itself as the city of the character in question (Bom, "Midt"). Several icon-cities
are European, for example Shakespeare's Stratford-upon-Avon, Mozart's Salzburg and
Astrid Lindgren's Vimmerby. Icon-cities have a historical relation to their characters, but
they also have an opportunity to present the famous work of these people. Odense,
however, has until recently focused on Andersen's biography in its branding of the author
and the initiatives presenting the works of Andersen are all either very new or still in the
pipeline. This paper suggests that in order to examine how a sustainable brand of the
icon-city Odense can be created, research from the field of literary tourism can be used to
address challenges and opportunities that can be made topical in relation to the
construction and experience of icon-cities.

Literary tourism presents a unique opportunity to promote an author, a heritage and a
particular place at the same time (Squire, "Literary"” 120). A significant theme in literary
tourism research is the tension field between fact and fiction, because literary places
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contain several places in one place (Herbert, "Heritage", "Literary"; Timothy and Boyd,
Heritage, "Heritage"): Tourists visit literary places to experience where the authors
actually lived and/or died, but quite frequently, they also expect that the same attraction
presents the fiction created by the author in question. Several levels of authenticity
thereby come into play in literary places, where "imagined worlds vie with real-life
experiences" (Herbert, "Heritage" 33). This paper argues that a similar situation is takes
place in literary icon-cities.

Authenticity is a dominant theme within tourism research these days and several scholars
have presented their suggestions to how the concept can be defined and put to use
(Chhabra; Cohen; Daugbjerg; Fawcett and Cormack; Jamal and Hill; Reisinger and Steiner;
Timothy and Prideaux; Wang). However, possible relations between how literary places
appeal to authenticity /in-authenticity and how the same places are experienced as
authentic/in-authentic by tourists are yet to be examined (Bom, "Affective").

The paper presents four typologies of place categories that can exist in literary places and
it is argued that each of these places appeal to different "layers"” in the experiences of
authenticity (Jansson; Knudsen and Waade; Wang; Waade). Furthermore, it is
demonstrated how the typologies can be put to use in a discourse analytical cultural
analysis of the icon-city Astrid Lindgren's Vimmerby in Sweden. The results of the
analysis are subsequently used in a discussion of the challenges and opportunities that
can be prevailing in a possible realization of Odense as a literary icon-city.

The research presented in the paper contributes to cultural studies in what is at stake
when people appraise "their" cultural phenomena and thereby make them culturally
specific (Bom, Vores).

Heritagization - Tourism impact on tourists

Per Ake Nilsson, Diana Alexandru, Babesj-Bolyai

Impact of tourism on local residents has been object for numerous studies since mass
tourism started in the 1960s, both in forms of negative or positive impact for the
destinations. However, for museum keepers, tourism has become the backbone for their
economic survival.

Heritagization as a cultural paradigm has been used and abused. Used as a protest to
political or ideological coping with culture heritage as a production and collection made
by past generations and now kept in order to preserve, elucidate, or maintain certain
political norms and goals. Abused as an education of the public by invented, hidden, as
well as purposely chosen past, with focus on ideas instead of objects and to use
interpretation of history for own advantage.

The idea of this presentation is to exemplify how the impact of the interplay between local

residents and tourists on themselves transforms both the cultural heritage and those
exposed by it.
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Value Of Tourism Education

What are the correlates of work values for 16 year old students: focus

on professions within hospitality and tourism

Ase Helene Bakkevig Dagsland, Reidar Johan Mykletun, Stdle Einarsen

This paper presents research on work values among Norwegian 16 year old students
facing choices among different streams in higher education, including streams leading to
apprenticeship in the hospitality industry. The study investigates the relation between
work values and the pupils' intentions regarding work in different positions in this
industry, and the stability of these relations.

Data were collected from two random samples of pupils in their final year of the
comprehensive school, at the time they had to choose among alternative tracks in the
secondary school system with impact on their future job options. The pupils filled in
questionnaires during their school hours in 2002 and 2011 (n=1863 and 1842,
respectively). 13 possible work positions were listed to which the pupils should rate
his/her interest; and work values were measured by 18 items (five point Likert-type
scales). Comparisons between the value structures of the two samples were based on
factor analysis. Five and four sum-scores were created based on the factor structures of
the 2002 and 2011 samples respectively, supported by reliability analyses (alpha
coefficients). These sum-scores were then correlated with interest in different work
positions in the hospitality and tourism

industries.

Based on the factor analyses, five work values were identified in the 2002-sample, and
four work values in the 2011-sample, each of which accounting for 38 % and 36 % of the
variance, respectively. The factor structures showed moderate cross sample similarities.
Correlations among the nine factor-based sum-scores and the work positions listed were
weak to moderate, the highest being .24. The sum scores of the work values "International
work" showed the highest number of significant correlations. The strongest correlations
were between "International work" and: work as tour operator / travel agency, tour
guide, and manager both in the 2002 and 2011 samples. Furthermore, the value "Self-
realization" (2011) correlated to the intention to become a manager.

International value orientation among the students was closest related to intentions of
entering positions in the hospitality industry, followed by the value of "Self-realization".
Compared to the type of work in the industry, the fit to the pupils' values are far from
perfect. However, the informants were young and lacking work experience, and might not
be able to reflect properly on their work values and possible connections between work
values and the different work positions. Consequently, focus work values should be
strengthened in the school curricula. The hospitality industry might profit from
demonstrating their workplaces to the pupils, the school advisors, and pupils' parents, to
increase their understanding of these types of work, thus facilitating recruitment of young
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workforce to their industry-related training in the secondary school and in higher
education.

Students’ enrolment preferences in higher education: motivations for

choosing tourism, economics, business or law studies.

Catalina Juaneda

Given the importance of tourism as a development factor in many countries and its
growing importance both economically and socially in the world, it is crucial that higher
education in tourism reach similar levels of quality and maturity as those of other studies
that focus on traditional fields of knowledge. In this sense, a constant concern for tourism,
both in emerging countries and in developed countries, is the difficulty for higher
education institutions to attract the best students to tourism studies and therefore
subsequently for the tourism industry to attract and retain highly skilled professionals.

With the aim of contributing to the understanding of this particular concern, this study
deals with the motivations that drive high school students, from Humanities and the
Social Sciences, to choose the bachelor in tourism for their future university studies.
Although their knowledge about higher education studies is not very comprehensive,
students have partial information and perceptions about its contents and its reputation,
usually influenced by family, teachers, friends and the society.

This study analyzes the motivations of high school students to choose, in the very near
future, their main bachelor option. Four particular bachelor options belonging to Social
Science were considered: Tourism, Law, Economics and Business. The reason to consider
these four bachelor degrees was to allow the researchers to compare the motivations for
choosing tourism studies compared to those where the more traditional and reputed
studies, such as Law, Economics or Business, are selected.

The study is focused on the high school students living on the island of Mallorca where
two special circumstances exist. The first is that in Mallorca there is only one university,
the University of the Balearic Islands, which is where the information about higher
education studies aimed at the students who are the target population of this study is
centralized. The second one is that Mallorca is a very important tourist destination in the
Mediterranean where economic activity related to tourism is found throughout the island
and where the island’s residents are constantly in contact with it. Due to this fact, it is
important to note that students, as with all residents on the island, are both familiar with
and in direct contact with tourism activity.

A survey was conducted in April of 2014 when students from all the high schools on the
island come to the University of the Balearic Islands to attend several information
sessions. Six hundred students completed the questionnaire, of which 180 showed a
preference for tourism studies.
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Skills and formal education within the tourism sector

Anders Hedetoft, Tage Petersen

Knowledge is believed to be one of the primary sources of economic growth, and the
Nordic countries focus strategically on education as a major parameter in ensuring
continued competitiveness in an increasingly globalized economy. But what is the formal
educational level of owners, managers and employees in the Danish tourism sector? And
to what extent does the professional and technical content of such formal educations
correlate to the needs of skills and competences in the tourism industry? These issues will
be put into perspective through a case-based examination of how companies in a Danish
coastal tourism destination strive to maintain and develop companies' and employees’
skills.

The purpose of the presentation is two-fold. The first is purely descriptive, and
documents education levels and development thereof over time in the various main
branches of the Danish tourism sector. Is there, as intended by the national government, a
gradual education-driven improvement of skills and competences in the tourism sector?
The second is to explore possible correlations between Human Resource (HR) strategies
in a number of tourism enterprises and the formal education levels in the industry in
coastal destinations. The case will aim to go beyond and refine the well-known
explanations for the generally low level of formal education in the tourism sector, i.e. that
tourism enterprises are educationally-challenged due to seasonality issues and the high
proportion of lifestyle businesses, particularly in remote areas.

Currently in Denmark there is focus on improving the quality and competitiveness of
coastal tourism, defined as tourism outside urban centers. The focus of the presentation is
therefore also on education and tourism in a geographic perspective. The Danish
municipalities are categorized by 'level of urbanization” and formal education levels in the
tourism sector within each category is described.

The rationale behind the "higher education policy" is to create more value and higher
revenues, through improved products or production processes than it was possible
without a professionally skilled and well-educated workforce. In this perspective, the
presentation will examine whether education in fact does create value in the form of
higher incomes to the persons who possess a given tourism-relevant formal education
and in terms of improved financial performance in the companies that employ a higher
share of highly-educated workers.

Methodologically, the presentation is based on Danish register-data including statistical
cross-correlations between education and business sector registers in Statistics Denmark.
The register-based analysis of the education level in the Danish coastal tourism sector will
be complemented with a case study of how Bornholm tourism companies are working to
maintain and develop skills in their enterprises.

Preliminary results indicate - perhaps somewhat surprisingly - that the highest -skilled
workers are in the camping sector. In this sector, there are more employees with a higher
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education and fewer with no formal education above Danish basic schooling compared to
other tourism sectors. Preliminary results also show that companies do work with
improving employees' work skills, but, due to their informal nature, are not registered in
ways that allow register-based statistical analyses to pick up on them.

The values of working in the frontline of the tourism industry -the case

of licensed local guides

Jane Widtfeldt Meged

Licensed local guides are highly qualified employees, however they are part of the
tourism industry where the frontline personnel is casted as pink collar workers (Guerrier
& Adib 2004) characterized by feminized jobs (Veijola 2010) in the service sector, low
paid, often with temporary contracts and hence little or no prospects of career
development. On the other hand the work of guides may be seen as selfactualising,
adventerous and glamorous maybe even "the stuff of TV drama-documentaries” (Guerrier
& Adib 2003; p 1402) The few earlier studies on guides” working life have had empirical
focus on young guides at sand and sea destinations, tour leaders, guide-enactors at
experience centres or nature guides (Guerrier Adib 2003; 2004, Wong & Wang 2008,
Baehrenholdt & Jensen 2009, Veijola 2010, Carnicello-Filho 2013), and they primarily
explore the cost/benefits of emotional labour drawing on Hoschild (1983), but also
gender issues (Guerrier Adib 2004; Veijola 2010)

To this author’s knowledge, there are no previous study on the working life of licensed
local guides, although they constitue a particular population among guides and frontline
employees as highly educated, mature and experienced, and they form a case of a more
general trend: qualified employees, who are working under increasingly precarious
working conditions.

This study asks the questions; why do local licensed guides choose the guide profession,
and how do they construct meaning and identity in a fluid working life?

To expand the more specific approach of emotional labour (Hochschild , 1983), the
theory of job crafting (Wrzesniewski & Dutton 2001) is applied to "capture changes
employees make to their own jobdesign in ways that can bring about numerous positive
outcomes, including engagement, job satisfaction, resilience and thriving” (Berg, Dutton &
Wrzesniewski 2007) With focus on the guides” individual orientation, motivational
orientation and job crafting practices 12 licensed local guides have been interviewed (six
in Italy, five in Denmark, and one in France) Furthermore two dialouge meetings have
been held between the students and lecturers on the Tourist Guide Diploma Programme
at Roskilde University and six newly licensed guides.

The guide profession appeals primarily to women, well-educated immigrants, and grown-
ups making change in their late career or as a retirement strategy.

Although the guides often could tell about major life changes or even life crises upon
entering the guide profession, they described themselves in accordance to what I term the
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generic guide, a natural born with a certain DNA characterized as a curious people person,
passionate mediator, with high risk tolerance and ability or even enjoying to navigate and
control in chaos. The guides craft their relationship with the tourists into personalized
performances, where they enjoy moulding tourists™ perspectives, and show their local
environment in which they take affective and intellectual ownership.

The guides perceive themselves as quasi self-employed, and they oscillate between
personalizing and de-personalizing their relationship with their many employers in order
optimize an extremely unpredictable working life.

The Professional Societal Academic Network (PSAN) of Tourism
Department Partners - A Swedish Case Study Triangulated with the EU-
Project TARSI

Goéran Andersson

Universities are not isolated from society. Throughout the world and at the highest political
level, there are pressures on the higher education sector to network with its surrounding
society. This whole idea of networking is supported by the European Bologna process in
connecting academia more closely with business and society and in new and innovative
ways. Nevertheless, at universities there is a lack of knowledge on how to structure
societal networks and a lack of experiences in network building. This causes problems
with regard to effective co-operation between the university and its societal partners. The
fact that universities are not isolated from society can also be recognised by the public
debates on education, research and community engagement. Nevertheless, there are
almost no research articles written about universities' societal networks.

The purpose of this research is to investigate university networks critically and to develop
an analysis model for strategic partner relations and the underlying network structure
within a Tourism Department's network.

A case study methodology has been used with the Tourism Department at the author's
university being the object studied, in order to study the network building process since it
was established in 1999. Experiences from the EU-project TARSI (Tailored Applied
Research and Implementation) have been triangulated with the results from the case
study.

Furthermore, a literature review has been conducted in order to identify which
stakeholders appear in the literature of higher education-society interrelations and to
find underlying dimensions to the university network structure. The theoretical
framework is based on network theories, where network strategy, network partners,
relation purpose, networks' formality, individual and organisational networks, network
principles and obstacles are important themes.

For the Tourism Department, the following strategic partner types with associated
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relation purposes have been identified: the academic staff, current students, alumni, the
tourism industry, public tourist organisations, non-profit tourist organi-sa-tions, macro-
environment partners and the higher education sector. Every main stakeholder group has
been organised into partner groups at the Tourism Department. The benefit of this
approach is that special university objectives can be reached more easily if the Tourism
Department has known part-ners in formal sub-groups already in place. In every sub-
group there are typically questions depending on the Department's relation purpose.

A relation structure network model has been developed, where the dimensions of formal-
informal and organisational-individual have been found relevant in order to structure the
network. The model is based on the four main opportunity building principles of
permanency, openness, motivation and trustfulness. However, there are also
corresponding main obstacles of cost-benefit misunderstanding, relation burden,
strategic unconformity and non-network opportunities.

There is a challenge in increasing the community engagement activities when using more
resources. However, the benefits for the university and the surrounding world will be
positive in total. It is of great importance for European university academies to use
network strategies in their overall planning in order to be a natural part of society, which
is summarised as the Professional Societal Academic Network (PSAN). Finally, the
interaction of universities with society is regarded as a never-ending journey in a global
world.

Values Of/For The Tourist I1

‘Experience Europe without borders’: Interrail frictions and regulated
mobilities
Martin Trandberg Jensen

This paper approaches the frictions, immobilities and regulating bureaucracies of a
widely neglected tourism and travel phenomenon, interrailing. Drawing on a wider
performative and material turn in tourism and mobilities studies, as well as injecting
phenomenological wonders informed by recent cultural geography, the following
constructs a theoretical framework through which to empirically intertwine the politics
and practices involved in the production of interrail experiences. Through fieldwork
experiences it weaves together accounts of the sticky materiality of practical encounters,
while describing the staging of mobilities through infrastructures, bureaucracies and
mobility regimes. Subsequently, the paper provides novel insights into the opportunities
and challenges facing the orchestration of contemporary interrail, pointing towards areas
for further development and experience-design for rail tourism affiliates and transport
planners.
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Antecedents of tourist experience value

Peter Bjork

Antecedents of memorable tourist experiences have been explored by the means of self-
administered questionnaires (Hosany & Witham, 2010), personal interviews (Walter, U.,
Edvardsson & Ostrom, 2010), photograph sorting (Fairweather & Swaffield, 2002), and
travel diary analysis (Prebensen & Foss, 2011). These methods, which have been used to
explain the essence, dimensionality, and outcome of tourist experiences, have many
benefits, but also some limitations. Especially, their dependence on the respondents’
willingness and ability to, in research situations, discuss memorable sensation
influences (Ek et al., 2008), might have caused tunnel vision in the sense that the whole
spectrum of antecedents of memorable tourist experiences might not yet have be seen.

Therefore, it is suggested that tourist experience researchers also take into consideration
other type of data for analysis. New technologies, such ashelmets for measuring MEG
(magnetoencephalogram) and head-mounted cameras could be used to measures brain
activities destination attributes stimulates. These technologies are still rather expensive
and even though the hardware has become more convenient to use, they are an "extra"
element, which might influence the test person. Analyzing family communication en tour
is in this sense a more unobtrusive approach, especially when it is done in a retrospective
mode. With a focus on memorable tourist experiences it was decided in this study to ask
family members what they discuss with each other en tour. Supported by theory of family
communication (Smith, et al., 2009) it is argued that family members discuss their
tourism experiences when travelling (Lehto et al., 2009).

Service marketing and tourist researchers have documented antecedents to service
experiences, discussed the very concept and tried to link experiences to outcome
variables such as satisfaction and loyalty (Ritchie, et al., 2011; Kim et al., 2012).
Furthermore, there are some studies, which expand the servicescape concept to an
experiencescape concept (Chui et al,, 2010) and by that claim that antecedents to
destination experiences also have to be sought outside "experience-centric services"
(Zomerdijk & Voss, 2010). These studies, which all have a tourist - environment focus
might have missed those antecedents of tourist experiences which are not linked to the
destination per se. However, this is still to be explored.

This study reports on the two first phases of on a three-pronged research approach
(Tumbat & Belk, 2011) i.e. the theoretical framework and a qualitative study. Tourism,
marketing, and consumer behavior theories are merged with theories about family
communication. A holistic framework describing "Dimensions of memorable tourist
experiences"” is presented. The first empirical findings are based on 64 personal
interviews. The transcripts have been processed by the means of a Grounded theory
approach (Glaser & Strauss, 1967), and seven categorize of antecedents to tourist

non

experiences en tour have been explored. These are "weather and nature", "price”,
"politics”, "society and culture", "Food experiences and accommodations”, "activities and
hobbies", and "private issues". These dimensions indicate that tourist experiences are not
only based on destination attributes and tourist related activities, but are also founded on

more profound dimension, which can be linked to quality-of-life (Bjork, 2014).
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The view of mass tourists on sustainability value at destinations
Anna Sérensson

Sustainable tourism has been on the agenda since the publication of the Brundtland
Commission Report in 1987. The concept of sustainable tourism focuses on tourism from
economic, social and environmental aspects. The objective of this research paper is to
examine the performance of two mass tourism destinations with regard to sustainability.
It analyzes which sustainability factors that are considered most important to tourists
visiting those mass tourism destinations. Moreover, a comparison between the opinions
of the national tourists with the ones of the international tourists as well as the data
collected from the two destinations. A quantitative questionnaire was handed out to
tourists at a number of tourist offices in Rimini, Italy, and on the island of Rhodes, Greece.
The questionnaire contained scales measuring the tourists’ satisfaction with the
destination and their hotels from a sustainability point of view. The tourists also graded
the level of importance to those factors. The main conclusion of the paper is that there is a
difference between the tourists’ view on sustainability value at the two mass tourism
destinations.

The value of tourist experiences: Rediscovering the self in dynamic

spaces
Carola May, Dr.

For contemporary individuals outdoor activities such as sailing trips or mountain hiking
do not only represent the attempt to rediscover their own selves by self- dynamic time-
space patterns, but to regain a genuine and directly perceived reality. Against the
background of postmodernity with its multioptionality, indetermination and
predictability, its lack of profundity and the all-encompassing acceleration (Hassan 1987),
those outdoor activities with their quests for action intensity, direct challenge,
decisiveness and authenticity express to some extent the antitheses of the widely
streamlined, disenchanted and carefully secured routine of postmodern life.

From a constructivist perspective, rediscovering the self-dynamic spaces and its
physically-sensitive adoption through outdoor activities can be interpreted as
postmodern strategies for temporarily escaping structural mainstream society. Adopting
a praxeological approach (Reckwitz 2003; Bourdieu 1979), the article highlights the
question, in which way these socio-cultural practices are reattached to their spatio-
temporal contexts and how they are materialized and reproduced beyond spatio-
temporal boundaries.

As an outer societal factor, the "outdoors" with its inherent laws function as a reality
which forces the individual to act immediately. Unlike the hyper complex living conditions
of postmodern life, nature and body mutate to tangible vanishing points of
meaningfulness (Bette 2004, 43.) Using the example of a cultural study based on
qualitative interviews and observational data collection among nautical tourists (May
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2012), this paper argues in detail that dealing with natural forces, managing immediate
situations and exploring one's own capabilities and limits are the major driving forces of
intrinsic outdoor activities. For the acting subject, those extraordinary situations offer
intense stimuli, that claim all senses of his/her physical body in realtime entangling
him/her in a potentially dramatic event while being thrown back on his/her own
capabilities (Schleske 1977, 26).

Skill-based outdoor activities such as the exemplary sailing trips tread the narrow line
between adventure and risk (Schleske 1977, 40; cf. Goffmann 1991). Being able to decode
space and its unique qualities is a major condition for acting (Tuan 2008). Despite the
attractiveness of overcoming the risk, it does not replace the actual intrinsic purpose of
the activity (Le Breton 1995, 113). Here, the inner and outer nature of sailing or
traditional hiking is not regarded as an opponent. Instead, a playful and harmonic
togetherness between all the participating elements of space and action is to be achieved.

While individual aspirations and factors of individuation can be compensated and
developed temporarily in the corresponding leisure and tourism spaces, performative
skill-based tourism activities serve to stabilise the identity of postmodern subjects
(Elisa/Dunning 1970). Finding personal affirmation, maturity and intense action ability in
the frame of outdoor activities, that demand a certain grade of knowledge, endurance and
practice might serve to obscure their absence in everyday working life. The acting subject
seeks to test its personal limits outside its structural embeddedness. Rhythm, type and
speed of outdoor activities like sailing or hiking are not directed by external socio-
economic factors, but by the performing individual in relation to its own capacities and
the self-dynamic spatial elements. Outdoor activities can therefore not only be seen as
"islands of deceleration" (Entschleunigungsinseln) in the sense of Rosa (2008), indicating
social niches that have partly been left out of the acceleration and rationalising processes
of modernization. Thanks to their compensatory side, they moreover stabilise the
structural side of contemporary society (cf. Wohler 2011, Rosa 2008).

These antistructural, intrinsic and compensative aspects need to be considered for any
outdoor activities that are subject for being placed on the market: a challenging
experience cannot be rationally evaluated, be planned and, thus, cannot be marketed as
such. In fact, this experience rather occurs within autotelic activities, which are carried
out for their own sake (Csikszentmihalyi 2000). Surely, within the scope of marketing and
touristification strategies, sailing grounds, for instance, can be customized to meet the
clients need; they can be opened to a wider range of interested groups or could be
organised as safe as possible. But they should deliberately allow some leeway for
improvisation, creativity, intense physical body experience and surprises. It is these
attributes that constitute the special value of tourist experiences and lead to intense self-
awareness and "unforgettable" moments.
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The effect of normative face-to-face feedback on customers’ process

enjoyment and their satisfaction with the outcome
May Irene Furenes

The aim of this (planned) research is to analyze the effect of social feedback in consumers
participation in self-production of a restaurant meal, and the influence on customer
satisfaction with the process, and their willingness to pay (WTP). Earlier studies has
shown that the key driver of consumers value is customers opportunity to express their
uniqueness and individuality (Franke and Schreier 2008) through enabling them to self-
production (Troye and Supphellen 2012), or self-design (Dahl and Moreau 2007, Moreau
and Herd 2010). It is recognized that social influence has an importance in the context of
self-designable products (Franke, Keinz et al. 2008, Moreau, Bonney et al. 2011), but little
is known about the consequences of incorporating social interaction into the self-
production process (Franke and Schreier 2010, Hildebrand, Haubl et al. 2013). We
therefore need to gain more knowledge about these mechanisms so the industry can
manage to design effective social systems that increases the outcome for both parties
involved in the co-creation process. This study will contribute to existing theory by
examine of the effect of social feedback in to the self-production process of a restaurant
meal.

Drawing on a theoretical framework incorporating ideas from behavioral decision making
literature (Kahneman and Tversky 2000), including the associative and propositional
theoretical model (Gawronski and Bodenhausen, 2006) in customers processes
evaluation of satisfaction and their WTP, this study extends related research in the co-
creation field. However, recent research has shown that people tend to strive for social
attractive norms in order to manage their impression on others (Moreau and Herd 2010).
In this study we hypothesize that normative feedback from others in self-production
results in assimilation of self-production towards the social feedback. Furthermore, we
hypothesize that the assimilation of self-production towards the social feedback is
moderated of the consumers self-efficacy and self-relevance. A previous study
(Hildebrand, Haubl et al. 2013) has found that people tend to avoid the uncertainty
associated with the ambiguity, and this influences negatively on their satisfaction with the
process and their WTP. Therefore, it is of interest to study how assimilation of self-
production towards normative social feedback influences the satisfaction with the
process and WTP.

In order to test these hypotheses, this research will conduct a field study in a restaurant
where the customers are actively involved in the assembly process, followed by a scenario
based experimental design. In this study, the participants will create their own self-
produced meal from a variety of product choices. Then they will receive feedback from
the community on their initial self-production, and ultimately select their final self-
product after receiving the feedback. In addition, these findings will be analyzed with a
control sample receiving no social feedback both on initial and final self-production. This
study is expected to identify the relationship between the influence of social feedback on
customers assimilation process and the effect on their satisfaction and willingness to pay
for a self-produced restaurant meal.
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Values In Business I

The value of stakeholders in tourism product development: Insights

from Lapland
José-Carlos Garcia-Rosell, Jenny Janhunen

Tourism strategies and policies are frequently calling for the development of new,
competitive and even more sustainable tourism products. While the significance of
tourism product development (TPD) is rarely denied among scholars and practitioners
(Cooper 1999; Shani, Shani & Sena 2003), the process of developing tourism products has
not been studied extensively (see Sigala & Chalkiti 2007). There has been a prevailing
tendency to examine TPD as an internal business process done within large tourism
organizations (e.g. Gustafsson, Ekdahl & Edvardsson 1999; Hassanien & Eid 2006). As a
result, TPD is illustrated as a well-structured and rational process that is to take place
within a stable and controllable environment. However, it has become evident that this
way of understanding TPD faces certain limitations when apply to a small business
context characterized by complex and dynamic stakeholder relationships.

To fill this gap, this study aims to examine TPD as an external process embedded in a web
of multi-stakeholder relationships. To that end, the study draws theoretically on the
relational perspective on stakeholder theory (Buchholz & Rosenthal 2004, 2005) and
organizational improvisation (Kamoche & Cunha 2001; Moorman & Miner 1998).
According to these theoretical perspectives, we argue that TPD can also be viewed as a
flexible and uncertain process constituted by multiple stakeholder relationships. By
relying on empirical data collected from three small tourism companies situated in
Swedish and Finnish Lapland, the study take up the task to illustrate the role of multi-
stakeholder dynamics in triggering and continuously supporting successful product
development processes. The empirical data of this study consist of three in-depth
interviews, participant observation and documentary material. The study was conducted
between November 2013 and May 2014.

The preliminary findings of the study suggest that small tourism entrepreneurs play an
important role in nurturing the process of TPD by skillfully managing multi-stakeholder
relationships and other contextual factors. Indeed, the study shows that stakeholders
such as business partners, municipality, the media and the local community assume a
crucial role in the TPD process and in some cases without even knowing it. On the other
hand, two contextual factors, time and place, seem to play a key role in determining the
degree of significance of certain stakeholder relationships over others. Hence, TPD
process is determined by the time we live in, and according to the entrepreneurs
interviewed, place often plays a key role in determining what can be done within a
particular TPD process.

This study contributes to TPD theory in two ways. First, by approaching TPD as an
external process, we argue against TPD as a linear rational process that views
stakeholders as knowledge providers. As the findings show, stakeholder relationships
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play an important role in stimulating a spontaneous TPD process that may lead firms into
unforeseen results. Second, the study suggests that the success of TPD relies on the ability
to development an environment of teamwork and trust that promotes an open and
experimental culture.

CANCELLED: -Foeurism-entrepreneurship-in-changing elimate-attitudes
i . 1 inad . I I
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Output growth and prices of establishments in the Swedish hotel

industry

Martin Falk, Eva Hagsten

The empirical analysis of output growth and performance of hotels is a classical field in
tourism research. Typically, the hotel industry in high income countries is characterised
by a mature market with a high degree of competition and concentration, and declining
entry rates (Kalnins, 2006). Sweden is an interesting country case for the analysis of the
growth of hotels. With 29 million overnight stays in hotels in 2012, it is a small player in
total overnight stays in Europe. However, growth of overnight stays in hotels between
2000-2012 is higher in Sweden than those in other Western European destinations (SE:
2.5 compared to 1.2 percent).

The literature shows that the growth of hotels and related establishments depends on
initial size, age and locational characteristics (Alonso-Almeida, 2013 for Spanish travel
agencies, hotels, and rural accommodations, Audretsch et al., 2004 for Dutch tourism
enterprises; Marco, 2012 for 3,600 Spanish hotels). While age and size are key
determinants of long-term firm growth, little is known about the role of prices for growth.
Knowledge of the relationship between prices and firm growth is interesting since high
prices generally signal high-quality products and services.

This paper contributes to the literature by providing first empirical evidence on the
determinants of output growth and prices in the Swedish hotel industry at the
establishment level. Special focus is put on the relationship between hotel prices and
growth. The empirical model accounts for potential endogeneity of output prices through
the estimation of the two-stage least absolute deviation model (2SLAD) with the number
of competitors in given municipality as instrument. In order to allow for heterogeneity of
the effects between low and high growth establishments, we use both quantile regression
and Instrumental variable quantile regression methods. This makes it possible to examine
the whole distribution of establishment growth through hotels with rising overnight
stays, moderate growth of overnight stays and falling growth. This paper also contributes
to the determinants of prices in the hotel industry. Recent studies show that age, size,
location, geographical concentration and share of foreign travellers play a significant role
in hotel prices (Becerra, Santal6 & Silva, 2013).

Empirical results based on the 2SLAD show that the growth rate of overnight stays is
significantly higher for high end hotels than that of accommodation establishments in
lower price segments. Specifically, a 10 percent higher hotel price leads to a 0.13
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percentage points higher output growth rate in the next five years, Using quantile IV
estimates, we find that the impact of prices on growth increases when moving the lower
to the higher quantiles. In addition, city hotels show a higher growth of overnight stays as
compared with other types which is consistent with the worldwide rise of urban tourism.
Growth is also higher for younger and smaller firms. Evidence based on the price
regression shows that hotel prices decrease with the number of competitors in the same
municipality upon a threshold of 12 establishments and are higher for hotels located in
the capital city and for larger hotels.

Pilottesting/testing as methods in innovation processes

Dorthe Eide, Elisabet Ljunggren

Innovations are important for most firms, however when working within the experience
economy innovations it becomes increasingly vital since customers often seek something
new and extraordinary, and competition is often global and hard. How to work with
innovations in smart ways in order to create values are therefore critical. According to
Drucker (2007) pilottesting is important for learning and quality related to innovations.
While many tourism firms are small and have limited resources to work with innovations,
and often they are lifestyle entrepreneurs with limited management education. The
innovation work can suffer from low involvement of knowledge sources, systematic work
and testing. Other industries like ICT, petroleum and health sectors have traditions of
doing pilottesting as part of innovation processes. As far as we know, there have not been
done studies of pilottesting within the context of experience based tourism. Our general
observations shows that pilottesting and other more systematic testing seem rather rare
in small experience based tourism firms, but it is not absent. There seems to be a large
practical potential here. Both theory and practice have motivated this study. We explore
how can pilottesting/testing be done and what are the main positive and negative
experiences with pilottesting/testing during innovation processes?

We use literature on innovation processes (e.g. Fuglsang, 2008; Sundbo, et al, 2013;
Hjallager, 2010) where innovations are seen as practicebased, relational and often
incremental. More specifically we use literature on pilottesting (Edvardsson et al, 2010;
Valminen & Toivonen, 2011; Sanden et al, 2006) and customer-involved innovations
(Mannervik & Ramirez, 2006; Helkkula & Holopainen, 2011; Hoholm & Huse, 2008;
Edvardsson et al, 2006; Sundbo & Toivonen, 2011).

Qualitative cases (thin or thick) within nature, culture and/or food based experiences in
Norway are studied, through a mix of semi-structured interviews (mostly with managers),
participatory observations, and/or written material. Data is analyzed within and then
across cases, using an explorative design and hermeneutic-phenomenological approach.

Preliminary findings: First, when pilottesting/testing is done varies. It is most usual to test
when trying out the new design seen as a pilot or sold as a new product; however the
study shows that there are important benefits with starting in earlier phases of the
innovation processes. Ideal models of testing during innovations are developed. Second,
how the testing is done varies, some use tools and/or different medias. Three, who is
involved in the testing also varies, some mainly involves customers (end users), others
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involves mainly tour operators/large B2B customers, mainly suppliers, employees or
cooperators, some involves a mixture. The more involvement of different actor types, the
more open innovations. Four, the main benefits of testing are increased knowledge and
learning; increased involvement; increased concretizing, systemizing and quality;
increased relevance of innovation (including market orientation) and prevention of bad
innovations. Five, challenges and potential negative effects are presented.

Main findings are discussed in relation to the literature, showing how we contribute with
new theoretical knowledge about innovation processes within experienced based
tourism.

Value creation of networks and networking for small enterprises and

destination development
Irene Cecilia Bernhard, Kerstin Marianne Grundén

Literature recognizes that networks and networking are vital for firm performance and
enterprises of all sizes are joining international networks (Lechner & Dowling, 2003;
Bernhard & Karlsson, 2014; Cesario & Noronha Vaz, 2014;). Further research claims that
networking is an important business activity for entrepreneurs, especially important for
small businesses during start-up, which can then contribute to the growth of the business
and superior performance. The emerging information society challenges relations not
only between public agencies such as municipalities and citizens but also small
enterprises in many ways. Earlier research also claims that entrepreneurship is a key
issue in destination development.

This study aims to describe and analyze the value creation of networks for small
enterprises and destination development. The enterprises are located in two
municipalities in a region undergoing structural change, due to the closure of a big car
plant. We will focus on the value creation of different forms of networks and networking
such as face-to-face and digital-based networks. Further we focus on value creation
related to different actors within the networks, such as the role of entrepreneurs,
municipalities, customers and sub-contractors. Theories on entrepreneurship, e-
government, social media and network are important for our study.

The research method is based on case study methodology with use of qualitative in-depth
interviews, observations and document studies. Twelve interviews were conducted with
managers from ten small enterprises (defined as microenterprises according to European
Commission (Ekonomifakta, 2014). We contacted the public managers at the business
offices in each municipality and they selected a list of companies involved in destination
development within their municipality. Two of the ten enterprises were chosen from the
list made by the managers. The remaining eight were selected from the list of members of
the tourism company's website. The tourism company is partly owned by the two
municipalities and managed by a non-profit association for tourism development. Each
interview took about an hour and was recorded before transcribing. All interviews were
conducted in autumn 2013 and were made together by the authors. The analysis was
made by qualitative content analysis and done in two steps; first separately by each
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author, after which the analysis was discussed together. This was done in order to
increase the validity of the analysis. Regarding some issues respondents have received
follow-up questions in order to get further understanding.

The main findings indicated that networks and municipal support were important for the
small enterprises. The municipalities could for example support network building for
destination development. The use of local e-government was hitherto limited to e-
services for public procurement. The respondents did not ask for more municipal e-
services, but that could be a consequence of their limited experience of the potential of
local e-government.

The respondents stressed the importance of face-to-face contacts for establishing and
maintaining their networks. The use of social media among the enterprises was limited
due to lack of time, competence and motivation for most of the enterprises, although the
potential of social media for marketing was seen as extensive. A few of the respondents on
the other hand were very skilled in their use of social media, as a consequence of their
professional knowledge and business orientation. Strategic choices of networks and
relevant competence to handle social contacts (both face-to-face and digitally)
contributed to the value creation.

This research provides insight into and deeper understanding of some important aspects
that contribute to value creation for small enterprises and destination development. The
case studies are part of the research project "Maritime Inlands - past, present and future
strengths" (Marifus) financed by Interregional European Union Regional Development
Fund (Interreg IV A).

Meal quality as value added to event and festival experiences

Kai Victor Hansen, Reidar Johan Mykletun

This paper reports results from a pilot study focusing on the quality of the food and meals
at a few events and festivals in Norway. Noteworthy, the newspaper journalists
commenting event quality almost never focus on meals and food quality (except for
dedicated food festivals), while waiting lines for beer sales may be mentioned. Also
studies on festivalgoers' experiences usually omit this topic, while topics like the core
festival program, social interaction, weather conditions, accessibility, and crowding are
reported as significant components of their event experiences (e.g. Cole & Chancellor,
2009; Getz, 2012). However, we argue here that a quality meal experience may add value
to the experience and satisfaction of the festival goers. The research question address
how quality meal experiences may be facilitated at festivals and events, leaning on the
Five Meal Aspect Model (Gustafsson, Ostrém, Johansson, & Mossberg, 2007)

Food supplies offers to the festivalgoers at three events were investigated. The "menus"
from the different food suppliers were collected and then analysed using content analysis.
The data collection was supplied by observations of sales and eating areas, and with
interviews with organisers and festival goers. Notes were taken and analysed for content.
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The food offers varied across events. Except from the food festival, it was by and large
hand-held "dishes" with high calorie content and otherwise limited value as human
nutrition. Most "dishes" were greasy and not easy to consume without dripping dressing
etc. on cloths or the ground. Consuming these "dishes" was by far an aesthetic endeavour
as they were too high and made the cheek, lips and nose picking up dressing or other
juices from the food. The "dishes" were generally served in paper or plastic wrapping
with drinks in paper or plastic cups or glasses. The above also applied to a large extent to
the food served for athletes in sport events and even in VIP-areas.

The meals offered by the event sector opens for creative entrepreneurial efforts,
combining interests of nutrition, aesthetics, and wrapping in development of new
"dishes". Increased attention to these issues should contribute to more healthy and
enjoyable meals and making it more environmentally friendly, thus increasing the
sustainability of the street-food production in particular, reducing food waste, and the
event sector in general. Moreover, new street-food at events might contaminate to the
street-food producers in general.

Special Track: Popcultural Tourism

Broadening the experiencescape/servicescape concepts: evidence from

popular culture destinations

Christine Lundberg, Kristina Lindstrém, Maria Lexhagen

The servicescape is a central concept within the service marketing literature based on
rationally worked out presentations of an environment. It is vital in creating the service
experience, and communicates powerful messages to the consumer about the expected
quality of the experience (e.g. Arnould, Price & Tierney, 1998; Aubert-Gamet, 1997; Babin
& Dardin, 1996; Baker, 1987; Baker, Grewal & Levt, 1992; Bitner, 1990; 1992; Booms &
Bitner, 1982; Donovan & Rossiter, 1982; Mehrabian & Russell, 1974; Tilly, 1994). Yet, the
branding and marketing of places hides the different value constructions behind such
commercial activities. Furthermore, much of the servicescape research has been very
conceptual, focusing on only one of the physical elements of the physical environment
(Countryman and Jang, 2006). One of the objectives of this research is to attempt to fill
that gap by categorising all aspects of the servicescape based on data from popular
culture destinations and an elaborated model of analysis for servicescape elements.

More specifically, the aim of the paper is to elaborate the notion of servicescapes towards
a more holistic understanding and application of the concept. The fact that the tourism
experience involves complex interactions with the physical and cultural landscapes of the
tourist destination, leading to complex positive and negative impacts in the local
communities, evidently looping back affecting the consumer experience, implies an
extension of the concept of servicescape. In this more complex context of tourism
consumption, Mossberg (2007) has suggested that the servicescape concept should be
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substituted with the broader experiencescape concepts to better reflect that in tourism,
the service product is not limited to one company and service environment but rather a
combination of service providers at a destination or experience environment. We argue
that the spatial dimensions of the concept need to be even further developed to
incorporate the geographies of tourism. The primary data included in the study further
supports this claim.

A total of 278 photos and 20 video clips captured at four popular culture tourism
destinations were included in the sample. The four destinations, all related to the popular
culture phenomenon the Twilight Saga, are located in USA (Forks, La Push and Port
Angeles), British Columbia, Canada, and Italy (Volterra and Montepulciano). NVivo9 was
employed for the analysis of data in two stages. The first stage was to analyse secondary
data (literature) to develop a model for analysis of primary data (stage two). The analysis
approach can be described as an a priori analysis based on a model generated from
previous research within servicescape and experiencescape. However, the research
design also included a post hoc analysis allowing for new nodes/(sub)categories to be
developed, when applicable, from empirical data. Findings show that evidence from the
popular culture tourism destinations supports previous research as regards elements of
the servicescape and experiencescape concepts. In addition to this, two new empirically
generated subcategories were developed clearly related to the geographies of tourism.
Alas, support for a more holistic approach to the servicescape and experiencescape
concepts was found.

Film tourism collaborations - a critical discussion of stakeholders in

Interreg destination development projects

Lena Eskilsson, Maria Mdnsson

Film, film products and following film tourism are all examples of culture as well as being
phenomena related to culture. They are also increasingly connected to regional economic
growth. Even though there are difficulties in evaluating film tourism projects there is
'hype' amongst destination developers to search for local film products to exploit for
touristic purposes in order to create growth at the destination.

Many different stakeholders need to collaborate in the making of film and other media
products as well as in developing the destination. Heitman (2010) considered the
following partners as crucial for destination development focusing on film tourism; the
destination management organisation, tourism businesses, film industry, tourists and
community. What Heitman is missing are film commissions which are becoming more and
more involved in the process of developing film tourism. The number of film commissions
has grown rapidly in the last two decades (see Mansson and Eskilsson, 2013).

Film commissions used to have a production specific focus, mainly trying to attract film
productions and neglecting the effect a film production could have on a region in a more
touristic context (Hudson 2011). However, that has now changed and besides a focus on
impact on jobs created, growth in local tax revenue, new business activities and
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expenditure along the way while making the film, film commission are now actively
involved with film tourism as it is seen as having a long term economic benefit (cf. Cynthia
and Beeton 2009). Moreover, the growing interest by film commissions and other
stakeholders are due to film being seen as a fast-growing creative industry that will
generate revenue and growth to the local economies.

Film tourism is known in research and by practitioners but the knowledge when it comes
to different stakeholders' actual work with these issues is less established. Destination
development is a complex work, characterised by different agendas and interests. The aim
of the paper is to critically discuss film tourism development projects, especially
collaborations between film commissions and various tourism destination organisations.
In order to explore this field we have chosen to analyse a film tourism Interreg project,
one of several ongoing EU funded projects. The empirical material has been collected in
liaison with a project called EuroScreen that has eight participating regions from all over
Europe. The different collaborating organisations represent film commissions, regional
development agencies, municipalities and Lund University as an academic partner.

This is ongoing research so at this stage we have only preliminary findings to present. One
of the main finding is the different and often conflicting starting-points and agendas from
the different stakeholders in these projects. A reason for this is for example the diverse
knowledge base that causes a prolonged initiation phase. The idea of measurability is
another complicating factor since there a conflicting understanding of what is possible to
measure. The final conclusion this far is the question of transferability; to what extent can
one best practi