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Abstract 1 
 
Travel 2.0: A contribution to pre-packaging of touristics "bricks"?! 
 
Helmut E. Barth 
International University of Applied Sciences Bad Honnef Bonn 
h.barth@fh-bad-honnef.de 
 
 
Topic(s): 
 
Current theoretical developments and practical applications in consumer behavior applied to tourism 
 
 
Keyword(s): Travel 2.0, Social Web, Pre-packaging, crowdsourcing, User Generated Content 
 
 
Type of contribution: Paper presentation 
 
 
Abstract: 
 
The Internet offers meanwhile a lot of tools to contribute to the knowledge of mankind. They are summarized under "Web 
2.0" or "Social Web". 
In the Tourism Industry these tools are, amongst others, web sites like tripadvisor.de, youtube.com, wikitravel.com and 
ciao.de. The end user is able to describe his experiences with a product or service. And all users of the web sites can read 
and respond to this. Knowing this, Tour Operators (TO’s) should actively observe and monitor these information sources to 
be informed about the wants and don' t wants of customers. This is something which is called "Crowdsourcing" or 
"Collective Intelligence" a way to acquire knowledge which is contributed by the community of users of those web sites. 
After the fvw Congress in Cologne in September 2008 the discussions are intensifying what a TO, a Booking Engine or a 
GDS should do to overcome the era of prepackaging products and publishing catalogues without customer involvement. 
High investments are done to enable software packages (production systems) to do the "right things" to survive competition 
and to stay successful. One example is Globe, the new system of Thomas Cook. They believe in the long-tail theory for 
sales. So the question arises if this is reasonable. And what is "right"? Why not to use the input of users as a main source 
for product offers, coupled with the knowledge of professionals in this industry? For instance, the GDS Amadeus is 
integrating more and more customer ratings with respect to former journeys. 
A market research amongst small and medium-sized TO’ s and amongst users which has been performed these days 
gives an insight into the expectations these groups have. It is a source for all participants in the world of Tourism. This 
contribution will summarize the findings and make some recommendations. 
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Keyword(s): consumer expectations, SPA tourism, intercultural marketing   
 
 
Type of contribution: Paper presentation 
 
 
Abstract: 
 
SPA tourism is one of the most dynamic growing product segments in tourism. Alpine SPA destinations and their hoteliers 
more and more get under pressure by new competitors: cruise liners, leisure clubs in the Mediterranean or new mega 
destinations as Dubai enter more and more into the market. One strategy to Alpine competitors to defend and enlarge their 
market position could be a specialization to authentic Alpine SPA products. A key question in this context is "what do the 
consumer of traditional source markets expect from a typical Alpine SPA product?". Obviously consumers do not have a 
common understanding of SPA or so called wellness products, neither across all source markets nor in relatively 
homogenous source markets. Furthermore the understanding of SPA and wellness historically differs between culturally 
different areas, e.g. between mid and south Europe because of religion or traditions of health prevention.  
In this context two aspects have to be analyzed: first the general and specific expectations of consumers and second the 
differences between the source markets. By a survey parallel performed in Germany (N=1600) and Italy (N=1000) which 
are traditional key source markets to most of the central alpine destinations the addressed questions have been analyzed.  
The presented paper will show the results of this comparative study and discusses the implications to be drawn to tourism 
marketing. The consequences in the fields of product development and communications strategies in the source markets to 
hoteliers as well as destinations marketing organizations will be shown.  
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The roaming tourist 
 
Roberto Bergami 
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Abstract: 
 
It is generally accepted that advances in telecommunication technology over the past decade have provided unparalleled 
opportunities for people to be sending and receiving information through a variety of means at the local, regional and 
international level. 
Mobile technology is an important aspect for the international tourist, who is able to maintain contact with their home 
country using a range of media, from the simplest of mobile telephones to the more sophisticated integrated devices that 
incorporate global satellite positioning, access to the internet and movie camera options. Apart from the mobile telephone, 
tourists also have access to internet based services that foster the creation of online communities that overcome the 
tyranny of distance, particularly in the context of family relationship. 
Through the travels of a young Australian female university student, on a two months round the world flexible airfare, the 
use of mobile technology in international tourism is identified and its implications explored.  
It can be osberved that the use of some internet based services act as a social utility that connects the author of the 
material created and posted on line, with a select group of contacts, that importantly includes the family. 
These internet social utilities “value add”  to the tourism experience by enabling the sharing of information in almost 
synchronous time. Digital images and video clips can be shared online with family and friends whilst the tourist is travelling, 
and these actions foster the creation of a dialogue that concentrates on the tourist’ s activities, placing the tourist “centre 
stage”. 
It is concluded that the use of online social utilities enable the creation of networks that allow the tourist experience to be 
disseminated in an accelerated fashion, and the use of these social online utilities, and the way the information is 
presented, may also contribute to future tourism business 
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Keyword(s): symbolic consumption, self-congruity, telic self-concepts, undersired self  
 
 
Type of contribution: Poster presentation 
 
 
Abstract: 
 
Consumer behavior research has shown that product purchase is, among other factors, influenced by the matching of the 
product’s user image with the consumer’s self-concept. Self-image congruence theory (SICT; Sirgy, 1982, 1986) specifies 
the self-concept facets involved and states that motives mediate the relationship between perceived self-congruence and 
consumer behaviour. All four motives considered in SICT (i.e., self-consistency, self-esteem, social consistency, social 
approval) can essentially be classified as telic approach motives. Despite the fact that avoidance motives proved to be 
valuable in understanding a variety of affective states and actions (see, e.g., Ogilvy, 1987), only a few contributions to the 
literature focus on their role in consumer behaviour contexts. For instance, Banister and Hogg (2004) have presented 
empirical evidence that points to the relevance of consumers´ propensity to avoid undesired stereotypical images (the 
“undesired self”), leading to negative brand/product evaluation and rejection. However, the empirical evidence presented 
encompasses small-scale, exploratory qualitative studies based on focus groups. Besides some concerns regarding the 
internal validity of such studies in general, the results are in our view far from being conclusive with regard to the constructs 
involved and the interrelations among them. Furthermore, only one single product-category (clothing) has been addressed. 
Nevertheless, the concept of “undesired self congruence”, or the closeness of a product’s user image to the self at its 
worst, seems most promising to further revise and extend SICT. To explore the incremental predictive value of the 
undesired self-congruence component over and above established self-concept facets on brand/product evaluations and 
purchase intention, we conducted a series of studies. With regard to various tourist destinations, we will demonstrate the 
predictive utility of the undesired self-congruence component and its independent operation from ideal-/actual self-
congruence facets. 
 
References:  
Banister, E. N. & Hogg, M. K. (2004). Negative symbolic consumption and consumers’ driver for self-esteem. European 
Journal of Marketing, 38(7), 850-868. 
Ogilvie, D. M. (1987). The undesired self: A neglected variable in personality research. Journal of Personality and Social 
Psychology, 52(2), 379-385. 
Sirgy, M. J. (1982). Self-concept in consumer behavior: A critical review. Journal of Consumer Research, 9, 287-300. 
Sirgy, M. J. (1986). Self-congruity: Toward a theory of personality and cybernetics. New York, NY: Praeger. 
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Abstract: 
 
The motivation to express their own self is often the driving force that prompts consumers to evaluate goods and services 
to make purchase decisions and to assess service performance after purchase.  Much research is available on self-image 
congruence, which refers to the match between consumers' self-concept and the user image (or “personality”) of a given 
brand of consumer goods or services, store, program, organization, etc. In the context of the research program in self-
congruity, several studies have made the distinction between self-congruity and functional congruity. Self-congruity models 
typically employ value-expressive evaluative criteria (e.g., classy, active, modern, and affluent), whereas, functional 
congruity models employ utilitarian criteria (e.g., quality, reliability). 
Applied to tourism the question arises: Do self-congruity and functional congruity cover all key evaluative criteria in 
destination and service post-purchase evaluations?  Are these two components sufficient in predicting and explaining 
service post-visit judgments in tourism? We believe that they are not, and therefore need to be supplemented by at least 
five additional components. 
To capture the extent to which consumers make decisions based on aesthetics and experiential criteria, we introduce the 
concepts of (1) hedonic and (2) leisure congruity. We also argue that the consumer behavior literature provides much 
evidence that there are other evaluative criteria that consumers consider in the attitudinal and satisfaction judgments. 
These additional evaluative criteria include (3) economic criteria (e.g., affordability), (4) safety criteria (e.g., safety to 
tourists and safety to others), and (5) moral criteria (e.g., reputation of the service provider as making a significant 
contribution to the local community, treating its employees fairly and well, being a good environmental steward, and treat 
their customers with care and concern for their well-being). 
Hence, the overall goal was to develop a model that can be construed as comprehensive in capturing a great deal of 
variance in brand/service loyalty judgments. We have applied this overall model to the service area, namely to predict and 
explain service post-visit judgments in tourism, and will present empirical evidence on its incremental predictive and 
explanatory power. Managerial implications and avenues for future research will be discussed. 
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Abstract: 
 
Increasingly saturated markets in many industries as well as changing consumer behaviour intentions pose high 
requirements for the companies. This difficult competitive situation is also visible in tourism. To remain competitive, tourism 
suppliers as well as destination management organisations (DMO) have to know their potential target groups their 
problems and thus offer solutions accordingly. Researching the reasons for changes in consumer behaviour is of utmost 
importance. 
Nowadays tourism suppliers have already realized the potential of senior traveller and therefore offer modificated tourism 
products due to the increasing aging of society. But also families and young tourists are interesting target groups of alpine 
destinations, since young people can be considered as the guests of tomorrow. Serving these target groups can be seen 
as a particular challenge as young tourists for instance have certain needs and wants referring to experiences in tourism 
which differ largely from those of preceding generations and families. This has to be taken into account when positioning 
alpine winter destinations. 
Thus, the emerging question is how alpine destinations can incite these target groups to spend their leisure time and trips 
during the winter in the mountains. In order to design memorable experiences, tourists’ needs and motives have to be 
analysed, all five senses should be engaged and tourism entrepreneurs should try to surprise the guests over and over .  
The aim of the paper is to explore the different consumer behaviour pattern of above mentioned target groups. Therefore 
travel behaviour analyses of both tourists and locals have been conducted in form of focus groups. Questions focused 
travel motives, information behaviour, planning processes, booking behaviour, attractive offers and activities in the 
destination.  
After a brief literature review presenting impacts and motives concerning the changed consumer behaviour the research 
design with focus groups as adequate method is focused in part two. The results presented in the third part will show the 
different expectations and motives of tourists (families, senior traveller and young tourists) in comparison to the locals. 
The final part of the paper concludes with implication for tourism and leisure enterprises to manage and to design proper 
guest experiences. Additionally the authors point out main areas of further research in this field. 
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Abstract: 
 
Attractions, by definition, draw people to visit them and constitute the pull factors that drive tourist movements. Visitors, in 
turn, often seek multiple attractions or destinations when travelling, as shown by several studies in the field of tourism and 
geography.  
“Multi-attraction travel” (Hunt e Crompton, 2008) has a potentially greater impact on territories than tourist movements 
driven by a single attraction and may result in specific effects on tourist satisfaction. In this context, it is most important for 
those responsible for the planning and management of destinations to understand the spatial behaviour of tourists engaged 
in a multi-attraction travel as well as the satisfaction formation process of multi-attraction visitors. However, this is a domain 
of research that is relatively recent and not often conceptually or empirically studied.  
It is therefore the aim of the paper to reflect on the phenomenon of multi-attraction travel and its potential impact on visitor 
satisfaction. The determinants and patterns of tourists’ spatial behaviour, particularly within a local destination and in the 
context of a multi-attraction experience are reviewed, aiming at the design of a conceptual framework. Its empirical 
application to destination areas is suggested as a contribution that may help detect the most effective strategies, focused 
on both demand and supply, to improve visitor satisfaction and competitiveness of both attractions and destinations. The 
paper concludes with the reviewed constructs being combined in a theoretical model and points out the need of its 
empirical testing and validation. 
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Abstract: 
 
Information search plays a very important role in the process of travel planning, namely by influencing the destination 
images visitors create in their minds. Ecotourists are already an important tourism market that has been growing through 
the years. The individuals belonging to this segment have been diversifying their strategies for obtaining information about 
tourism destinations. One of the objectives of this paper is to identify the importance of the internet in the search of 
information about destinations for this segment. Another aim of this paper is to identify factors determining the use of the 
internet by ecotourists, based on a survey undertaken in two protected areas of Portugal yielding 1677 valid responses.  
Results showed that the internet is a widely used way of obtaining information amongst ecotourists. A logistic regression 
model revealed that the individuals’ socio-demographic profile, their travel behaviour and the kind of information sought are 
important determinants of internet usage within this segment. Results may help the planners and managers of ecotourism 
destinations to define better promotional strategies and to maximise the advantages of using the internet. 
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Abstract: 
 
Information sources for tourism activities have changed greatly over the past ten years, mainly due to the impact of new 
media and technologies. The utility of written media, such as guides and brochures has been questioned. In other words 
traditional communication techniques are of diminishing effectiveness and marketers are seeking creative application to 
attract consumer. Advergames can be seen as an attractive and new marketing communication vehicle that increases 
awareness. Advergames are a form of branded entertainment that feature advertising messages, logos, and trade 
character in a game format and mobile advergames use interactive mobile multimedia to create interactive entertainment 
that advertises or promotes products or services by embedding brand messages in the game action. Advertising through 
digital games appears widely in popular print media and industry magazines, even though few empirical studies attempt to 
explain the effects of the ads that target game players. Increasingly sophisticated promotions, combined with the 
technology available on the World Wide Web (the Web), are changing the way companies communicate with prospect 
consumers. Therefore, the potential effects of Web-based interactive promotions such as advergames on tourist’s decision 
making and behavior may be significant. 
The purpose of this study is to provide an understanding of the qualities and potentials of the advergames and mobile 
advergames as an advertising and marketing tool for the tourism industry. First an overview of the various definitions of 
advergame and mobile advergame is provided, as well as a review of existing literature regarding its effectiveness. The 
study next examines the advergaming applications in the tourism industry. The study concludes with a mobile advergame 
model according to the needs, challenges and opportunities faced in marketing tourism products by advergaming. The 
implications of this study will be meaningful both academicians and practitioners.  
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Abstract: 
 
Wine tourism is increasingly popular and is recognised as a growth industry. The growing interest in wine tourism has 
raised some important questions. What is the relationship between service quality and visitor satisfaction? Why do people 
choose to visit particular sites? What do they want to experience at these sites? And what determines their behavioural 
intentions regarding future visits to these sites? 
The central focus of the present study of wine tourism is to examine the relationship between service quality and the 
satisfaction of visitors, and the extent to which each of these concepts influences the intended future behaviour of visitors. 
Understanding the relationship between service quality and visitor satisfaction assists wine tourism organisations to identify 
which aspects of a service should be measured in terms of quality and satisfaction, how these constructs should be 
measured, and how such measurement can best be used to predict the behaviours of visitors. In addressing these 
questions, this study views overall service quality and overall visitor satisfaction as different attitudes, and examines the 
process of how these attitudes are formed, the psychological processes that underlie them, and their behavioural 
consequences. 
A contribution of the study is that it develops an attitude-based process model which conceptually demonstrates the 
dynamic nature of the relationship between service quality and visitor satisfaction, and which portrays these factors in the 
context of a complete system. The model incorporates and illustrates all interrelationships between transaction-level 
service quality (quality of performance) and satisfaction (quality of experience) and global-level service quality and 
satisfaction (both considered in this study as different attitudes). The model is tested empirically in Greece, at four well-
known wine tourism sites. The effects of the model’s variables are examined by using appropriate structural-equation 
modelling procedures. Based on this model, seven pertinent hypotheses are formulated and tested. In summary, it is 
established that quality of performance contributes to wine tourism visitors’ quality of experience. However, at the global 
level, it is established that visitor satisfaction significantly influences service quality. Both visitor satisfaction and service 
quality have significant positive and negative effects in determining the future behavioural intentions of visitors. 
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Abstract: 
 
In order to succeed in an increasingly competitive environment, destinations need to attract and maintain a steady stream 
of visitors with the ultimate objective of establishing themselves as destinations of choice. Therefore, for destination 
marketers, it is of great importance to understand what attracts people to a destination and what factors influence their 
choice of destination, so they can design persuasive marketing campaigns that will increase the number of visitors to the 
destination. One of the most fundamental aspects of consumer behavior in tourism therefore concerns the choice of 
destination. The tourism research literature contains many studies which have investigated various facets of destination 
choice behavior. These studies have examined issues such as choice sets, the decision process, choice criteria and 
destination attributes, motivations, destination image and branding, and many other influences. One interesting area of 
interest concerns the degree to which tourism consumers choose destinations with regard to their self-concept, need for 
self-enhancement, self-expression or their sense of self generally. Self-concept can be defined as the sum of an 
individual’s total ideas, thoughts and feelings about themselves in relation to other objects in a socially determined frame of 
reference. Consumer behavior researchers have suggested that self-concept is a good predictor of consumer preferences 
and choices. Within the field of human psychology, the self-concept theory suggests that people behave in accordance with 
their sense of self; suggesting that individuals will seek to maintain or enhance their shifting selves. Research in other 
contexts has shown that such factors can play an important role in choice behavior. But although the tourism research 
literature has examined this issue conceptually, there has been little empirical research in a tourism or destination choice 
context. Does sense of self play an important role in destination choice? Or is the nature of tourism consumer behavior 
rather different from other consumer contexts? For example, does the motivation “to escape” compel some tourists to 
behave “outside” themselves? The proposed paper will discuss the related literature and present some exploratory results 
from a study which seeks to investigate the role of the self in destination choice behavior. 
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Abstract: 
 
Wildlife tourism is an important and growing sector of the tourism economy with an increasing number of destinations and 
operators offering tourists the opportunity to take part in wildlife-orientated tours as an entire holiday or as an activity whilst 
on holiday. The relationship between experiences in nature and human quality of life and well-being is relatively well-
established in the literature.  The general consensus is based on a number of theories such as The Biophilia Hypothesis 
(Kellert and Wilson 1993) and the Attention Restoration Theory (Kaplan and Kaplan 1989).  However the psychological 
benefits of watching wildlife on tour are less well researched. 
To this end the researcher joined a number of wildlife tours in order to experience the phenomenon from the inside. The 
analysis of on-site observations of wildlife tourists, personal field journals and narrative interviews enabled the discovery of 
a number of themes which provide a richer understanding of how such tourism experiences provoke feelings of well-being 
and satisfaction with life which extend far beyond the holiday-self. These “expressive indicators” include “wonderment and 
awe beyond articulation”, “experiencing a state of “flow”, “sensual awakening”, “time to stand and stare”, “voyeurism and 
contemplation”, “spiritual fulfilment” and “feelings of well-being”.  Together these act as “food” or “sustenance” for the return 
to everyday life and concerns. Nature and wildlife therefore has curative and sustaining properties beyond the mere 
aesthetic.   
Despite the wild, exotic and remote nature of wildlife tourism destinations (e.g. polar regions, rainforests, deserts, off-shore 
locations etc), one of the most surprising and initial discoveries is the importance of seeing or watching wildlife “back 
home”.  Here too, this study has shown that nature and watching wildlife has the potential to temporarily distract people 
from their hectic time-driven schedules, daily existence and work / family demands to a space where time is their own, and 
a place where it is possible to reconnect and restore their mental well-being to a state of equilibrium.  This is further 
evidence that such experiences are potentially fundamental to human mental health and happiness; that the very existence 
of wildlife may indeed enhances our lives.   
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Abstract: 
 
The continuous increase in social awareness regarding issues that promote a more inclusive society for individuals with 
disabilities as well as the role of leisure constraints in people’s lives are issues that have received increasing interest also in 
the field of  consumer behaviour research in tourism.  
Leisure and tourism are an intrinsic part of modern life and should be considered a basic right of any individual. However, 
for disabled people having access to such activities can be a difficult if not impossible task, as they must face physical 
barriers and other restrictions which narrow down their involvement opportunities.  
In fact, access to a true and effective enjoyment of leisure is central to quality of life and there is some literature evidence 
that leisure can play an important part in removing or alleviating the barriers people with disabilities experience in their daily 
lives. This is all the more evident in environments where people tend to be more socially isolated and where barriers to 
integrating them into society still exist.  
According to Crawford, Jackson and Godbey’s model (1991), there are three types of leisure constraints: intrapersonal, 
interpersonal and structural. Based on this model, the purpose of this paper is to analyse leisure constraints that disabled 
individuals face. First we shall discuss these aspects in a conceptual perspective, analysing the main factors that influence 
leisure choices and behaviour of people with disabilities. Second, we shall present the preliminary results of a study based 
on interviews in which physically impaired people discuss their leisure experiences. 
Once this has been discussed, we shall discuss how leisure can contribute to removing or alleviating these barriers, and to 
achieve a balanced lifestyle. 



     
 

 
 

http://www.cbts2008.unibz.it 

Abstract 14 
 
Rational Consumers, Learning and Choice Manipulation 
 
Debora Di Caprio 
School of Economics and Management, Free University of Bozen-Bolzano, Italy 
DDiCaprio@unibz.it 
 
Francisco J Santos Arteaga 
School of Economics, Free University of Bozen-Bolzano, Italy 
FSantosArteaga@unibz.it 
 
 
Topic(s): 
 
Current theoretical developments and practical applications in consumer behavior applied to tourism 
 
 
Keyword(s): incomplete information, choice manipulation, signaling, learning, rational herds 
 
 
Type of contribution: Paper presentation 
 
 
Abstract: 
 
We illustrate how a principal can make easy use of the inefficiencies induced by information asymmetries within a given 
market to manipulate the choice of  uninformed but perfectly rational agents. Banerjee's (1992) restaurant herding model 
with sequential moves and publicly observable signals is expanded to allow for the agents to examine all possible 
alternatives before making a choice. Agents follow Bayes’ rule to update the probability functions defining the state of the 
economic system and the expected utility derived from their choices. A positive relationship is obtained between the 
number of signals issued by the principal and the induced bias on the choice probability of the agents. In this case, when 
the number of signals issued by the principal is large enough, the herding mechanism described by Banerjee is triggered 
among all agents. We provide several numerical simulations describing the evolution of the agent’s decision process and 
how it is affected by the signals issued by the principal. 
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Abstract: 
 
Mobile information services gradually supplement traditional information sources relevant to tourists during on-site stay 
(Rasinger et al. 2007). Tourists may be in touch with the destination information network and may be reached at any place 
and any time using portable devices (e.g. mobile phone, smart phone, PDA). The scope of the paper is to present a 
concretely implemented instance of a mobile information system in an alpine winter destination context. Both, usage rates 
and end-user evaluations are critically presented. According to technology acceptance theory, evaluation data are also 
employed to identify usage-barriers towards this mobile guide (Venkatesh et al. 2003). The paper is structured as follows: 
An introductory section discusses the state of the art of mobile guides in tourism. Section two introduces a framework that 
provides basic components and services (e.g. integration, pre-processing and transformation layer) as well as higher-level 
business components (e.g. recommendation layer) enabling the flexible implementation of concrete tourism applications 
(Höpken et al. 2006). The proposed framework particularly supports user interface adaptation, content adaptation (i.e. 
recommendation) and interaction modality adaptation (i.e. a push system actively providing information via SMS or email). 
Section three demonstrates how the framework has been used in 2007 to implement a mobile skiing guide for the Italian ski 
resort DolomitiSuperski. After a presentation of the various application features of www.dolomitisuperski.mobi 
corresponding usage patterns are discussed. The application scenario showed high usage rates standing well above 
23,000 users during winter season 2007/08. Thus, the effectiveness of the presented framework for developing mobile 
applications in tourism was proofed. Based on a laboratory study carried out with 210 individuals in 2008, section four, on 
the one hand, presents final-users’ satisfaction with selected quality dimensions of dolomitisuperski.mobi. On the other 
hand, by using factor and regression analyses the drivers behind usage-intention of the skiing guide are identified. Finally, 
the conclusion section summarizes important results and experiences gathered in the course of the presented project. 
Limitations of the study are discussed and future research veins in the field of mobile services in tourism are sketched. 
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Abstract: 
 
The information age and the information society have become dominant features in the new millennium. However, these 
terms are often referred to with the younger generations in mind, neglecting the older and more experienced members of 
our society. Focusing on the “Grey Market” or “Silver Surfers” (travellers over the age of 50) who use the Internet on a 
regular basis as an aid for their leisure travel decision-making, this study  provides an insight into the chronological order of 
their online leisure travel decision-making. The research also identified the experiences as well as processes of “Silver 
Surfers”. 
The methodology employed builds on positivism associated with consumer behaviour theories although a more inductive 
approach was also utilised. While relying on existing theories newer and less well tested methods of data collection were 
put to use. The methods were triangulated, utilising both quantitative and qualitative research methods which complement 
each other in the results. An initial pilot study questionnaire was followed up with semi-structured in-depth interviews which 
then led to the completion of the final survey, that was administered by “e-surveying” using both convenience and snowball 
sampling and resulted in 517 valid responses from “Silver Surfers” around the United Kingdom.  
The main findings of this study show a distinct pattern of behaviour in the travel decision-making process of this particular 
market segment and identified a chronological order of the decision-making process in the “grey market”. The results show 
that on average, respondents chose their destination first, time of year second, length of stay third, type of accommodation 
fourth; followed by mode of travel in fifth place and the package holidays vs. independent travel choice, which comes last in 
the decision-making process. While these results cannot be generalised to the entire senior population in the UK, they 
indicated a tendency toward a particular order of decision-making when it comes to leisure travel. These findings show 
trends in this market segment and will aid understanding about the “grey market” and their decision-making process in the 
tourism industry. 



     
 

 
 

http://www.cbts2008.unibz.it 

Abstract 17 
 
The influence of intangibility on consumer perception and decision processes in the field of touristic health 
services 
 
Tanja Hanslbauer 
University of Applied Sciences, München - Department of Tourism 
t.hanslbauer@hm.edu 
 
 
Topic(s): 
 
Current theoretical developments and practical applications in consumer behavior applied to tourism 
 
 
Keyword(s): Consumer behaviour, Perception and decision processes, Intangibility, SPA tourism, Means-End-Chain 
Theory, Theory of Planned Behaviour 
 
 
Type of contribution: Poster presentation 
 
 
Abstract: 
 
The share of the service sector in the economies of the western world continues to grow. One current development thereby 
has received only moderate attention within the service management literature so far: The share of intangible components 
in service products is rising. 
Important economical sectors such as the health market and especially the market for touristic health services (SPA 
tourism) are nowadays characterised by a high fraction of intangible components. This can be seen mainly as a result of 
two factors: On the one hand resulting from technological progress and increasing complexity of hardware used in 
diagnostics (e.g. digital radiology) and treatments (e.g. hydrojet). On the other hand resulting from increasing emotionality 
in the staging of services, supplemented by new and exotic forms of treatments (e.g. ayurveda, reiki, fengh shui). 
Due to the demographic trend and an ageing society in Europe, the health market will continue to be a double-digit growth 
market. For stakeholders in this market the knowledge of interdependencies between intangibility and consumer behaviour 
is a core competitive factor. This survey investigates the influence of intangibility on perception, choice and buying decision 
for Alpine SPA services.  
Services are not only defined by the means of their attributes (e.g. massage, baths). They are rather to be seen through the 
lens of the customer by consequences and subjective values associated with these product attributes. This holistic and 
truly consumer specific product perception, originated from the Means-End-Chain Theory, is being embedded in a socio-
psychological behavioural model, the Theory of Planned Behaviour. Up to present this extension of the original model has 
only been discussed in the literature but not conceptualised. In this survey, a conceptual approach is being formulated and 
empirically tested in which, as main mediator of behaviour and crucial model component, intangibility is implemented. The 
model is being formulated and verified as structural equation model with the statistical software AMOS. The database for 
model calculation consists of 491 data sets. The data has been generated in a web based consumer survey in cooperation 
with two of the largest health insurance companies in Germany. This article discusses the structural equation model and 
first empirical results.                                    
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Abstract: 
 
Destination image or the way a tourist destination, a highly complex product, is perceived has received much interest in 
tourism research, since it is oftentimes assumed that a tourist chooses a destination based on images rather than on 
reality. Assuming further that tourist consumption has important psychological and social dimensions, being typically 
considered a highly involving experience, shared with significant others, and therefore frequently sought as an “expression 
of self”, the degree to which a tourist identifies with a destination, its “personality”, however difficult to define, may play an 
important role in perceiving and evaluating the place visited.  
With tourism being additionally a cross-cultural experience, implying a meeting of people from diverse cultural 
backgrounds, this identification with the destination should be the higher, the closer the visitor culturally to the place and 
people visited. 
This paper studies the effect of “cultural proximity” on the way tourists perceive North Portugal as a rural holiday 
destination, using as a proxy the place of residence and nationality of tourists, and classifying tourists broadly into three 
groups of “cultural proximity”,. Based on data collected during a one-year-long survey, yielding 2280 valid responses from 
tourists visiting rural areas in North Portugal, the author analyzes if and in how far there is a relationship “the culturally 
closer the tourist, the better the destination’s image”, following the assumptions of self-congruity theory (Sirgy, 1983). The 
eventual moderating effect of the “psycho-graphic traveler type”, following Plog’s (1974) classification of tourists into 
alocentrics versus psychocentrics, was also studied. Results do not entirely confirm hypotheses, leading to the main 
conclusion that actually a medium level of “cultural proximity” results in most favorable destination images. Considering the 
particularity of the tourism product, marked by the search for novelty as one most important motivator for travelling, 
Cohen’s (1972) suggestion of a need for balance between familiarity and novelty was considered as a valid explanation for 
this finding. Destination planning and management implications of these findings are finally discussed. 
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Abstract: 
 
Spending on eating out on holiday amounts to approximately one-third of all tourist expenditures, and consumption of food 
can be regarded as a key reason for travellers to visit a particular destination (Kivela and Crotts, 2006). Tasting local food 
is an essential part of the tourism experience because it can serve as both a cultural activity and entertainment. Local food 
plays an important role in introducing travellers to new flavours (Cohen and Avieli, 2004). Thus the main objective of this 
study is to gain deeper insight into travellers’ motivations to experience local food at a tourist destination and determine 
factors influencing local food choice at a destination. 
This study was conducted using an interview approach to understand the meanings that the respondents attached to 
issues and phenomenon in more depth, obtaining insight into the interviewees’ experiences of local food in their own 
words. Twenty people who had experienced local food and beverages on their holiday were identified through a criteria-
based snowball sampling technique between April and May, 2008. 
The findings of this study showed motivational factors for local food choice at tourist destination to be: (1) exciting 
experience; (2) escape from routine; (3) health concern; (4) learning knowledge; (5) authentic experience; (6) togetherness; 
(7) prestige; (8) sensory appeal; and (9) physical environment. This study not only identified the motivations influencing 
local food choice based on the empirical context of local food experiences on trips and holidays, but also suggested a 
conceptual model of local food consumption. Nine motivational factors were developed through investigation of participants’ 
experiences of local food and the synthesis of a linkage between existing literature on food choice and travel motivation 
theories. 
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Abstract: 
 
What motivates human beings to choose one option instead of another alternative? Answers on this question differ 
between the approaching scientific areas. Though personality types are frequently discussed with respect to travel 
patterns, there is little work done on variety seeking behavior (VSB) in tourism. One important effect of VSB of tourists is 
that they are willing to travel further and make longer journeys which are important factors for marketing strategies and 
policies of tourism organizations. Another effect is that variety seeking tourists often seem to be opinion leaders influencing 
others by word-to-mouth communication. 
The main goal of this conceptual paper is to show the importance of this hypothetic construct in general and especially in 
the context of tourism, and the need for further research on the latter in particular. Therefore, an intensive literature 
research is done to provide an adequate definition of VSB in tourism, a detailed description of the state of the art, followed 
by an analysis of the connection between VSB and tourism management and the perspectives of future research. 
VSB is defined as the phenomenon of an individual switching between brands solely because of the utility he/she derives 
from the change itself. Although VSB is very likely to occur in tourism industry, it has not been extensively discussed in this 
context yet while regarding consumer goods, there have been a number of contributions on this topic. Therefore, among 
others, important topics for future research concerning tourism management are: empirical validation including marketing 
mix variables (e.g. of provided services); influence of time on consumer behavior; impact of the cultural environment; 
importance of the personality of variety seekers. 
In tourism management there are a lot of potentials for future research on VSB, especially because there is a lack of 
research on tourists’ vacation choice and travel patterns. The development of an adequate VSB-model may give clues on 
people’s behavior referring to their decision to choose one specific resort or type of vacation instead of another. In the 
medium term, tourism management could be provided with relevant information and decision support that can be used for 
optimizing marketing activities. 
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Abstract: 
 
Experience dimensions play an increasingly important role for tourism destinations and their respective attractions (Pine, 
Gilmore 1999). The experience value of a product or service is a dominant factor influencing consumers´ decisions to visit 
a destination (Pikkemaat, Schuckert 2006) and is a phenomenon, which has only been sparely investigated (Knutson, Beck 
2003). 
The visitor wants to perceive experiences with the greatest possible value. This applies, when the perceived benefits are 
greater than the perceived costs, compared to the perceived value of competing experiences (Gale 1994; Matzler 2000; 
Pechlaner et al. 2002). Basis of this concept are the customer satisfaction approach according to the Expectation-
Disconfirmation Model (Oliver 1981) and the further elaborated approach of Customer Value Management (Gale 1994; 
Matzler 2000) building upon Adam´s Equity Theory (1963) and the Comparison-Level-Theorie of Thibaut and Kelly (1959). 
Experiences are inherently personal and require the active involvement (no experience without participation) (Knutson, 
Beck 2003; Müller et al. 2004). In this process the activator of an experience can be described as a stimulus and the 
experience itself as the result. The stimuli, activating the experience, can be produced through staged experiences, with 
time flow being a crucial factor (Müller et al. 2004). 
Connected to that, the concept of experience chain has a certain effect. It proves that an experience need to be an 
unlimited chain of emotional experiences without any negative impressions which could cut the chain. Thus permanent 
impressions can be generated (Pine, Gilmore 1998). Based upon these emotional moments results a continuous mental 
constitution, the so called „state of mind“ (Grötsch 2001), which defines if the attraction or destination respectively will be 
revisited. According to that, a big challenge for the future for tourism attractions and destinations is the active staging and 
management of highly qualitative and unique experiences providing a great experience value along the entire service chain 
(Fischer, Pechlaner 2006). 
In this context it is of crucial importance to consider the tourism attractions uninsulated, as a network in destination space. 
The tourists’ mobility between the attractions is part of the service chain, the destination space and the mobility space 
respectively. Thus, the experience chain with its experience flow should be extended to the space between the attractions 
– in particularly to avoid negative impressions which can influence the experience value of the attractions. The quality of 
experiences need not only to be measured and managed at the tourism attractions  
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but also within the whole mobility space, the space in which the tourist is moving during his stay. The challenge is to 
transform mobility space into experience space. 
For developing a value experience management, the tourists’ behavior in time and space and their experience value has to 
be measured simultaneously. This paper deals with the question, which methods would be the most appropriate in this 
context. 
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Abstract: 
 
A model of self-regulation of behaviour is proposed, including two different modes of travel motivation. In each of those 
modes, affective appraisals of the environment antecede motivation. In the negative mode, the appraisal of the home 
environment enacts motivation to get away from stressful environments. In the positive mode, the anticipation of exciting 
destinations motivates tourists to seek sensory, intellectual or social rewards. It is argued that the negative mode relates to 
the travel category need, while the positive mode relates to the formation of destinations’ attitudes. In expectancy-value 
terms, destinations’ attitudes are instrumental to the anticipation of positive emotions resulting from a travel experience. 
In this model, affective images, both from home and from destination environments, play a fundamental role. It is 
hypothesized that the combination of two dichotomous latent variables, pleasantness and arousal, adequately describes 
those images. In an empirical application, latent class factor analysis was able to correctly classify the affective image from 
the appraisals of a sample (n = 562) of visitors to a particular destination in Portugal in eight emotion indicators. Home 
environment was generally classified as distressful, particularly by tourists originating from the largest cities. On the other 
hand, the destination was felt as relaxing, but visitors looking for adventure and intellectual stimulation tended to classify it 
as exciting. This paper gives particular attention to methodological issues in the measurement of affective image, but it also 
points out the utility of affective image’s assessment to destination (re)positioning. 
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Abstract: 
 
The purchase and consumption of tourism services is associated with financial risk, social risk, psychological risk, 
performance risk, and physical risk.  These risks relate to the characteristics of tourism services, which are directly 
perceptible, frequently experimental and often unpredictable in their outcomes.  The acquisition of additional information 
allows consumers to better assess these risks, and consequently enhance the quality of the trip. Better quality trips arise 
when uncertainty is reduced and the consumer has enhanced knowledge about the destination; indeed, information is 
necessary for both choosing a destination and for making on-site decisions about travel mode, attractions, location 
activities, and lodging (Perdue, 1985, Snepenger et al., 1990).  
The purpose of this study is to investigate the tourists’ information needs in travel guidebooks. Specifically, the paper will 
analyse the differences in the needs for information about risk among different travellers’s segments. The analysis focuses 
on financial, social, and personal risks including physical risks. Furthermore, one overall risk variable is included in the 
analysis. Non-parametric tests and factor analyses are performed to analyse 1096 questionnaires collected among 
international travellers visiting Sydney (Australia) and Thailand.  
From the analysis it is concluded that different types of travellers have different needs for information about risk. 
Furthermore, the study demonstrates that travel guidebooks are a tool to reduce risk and uncertainty in the trip quality and 
are more likely to be uses by travellers who consider information about any type of risk to be important. Among the different 
segments, differences in information needs have resulted between group travellers and package travellers, Asian travellers 
and North American travellers, first time visitors to the destination and repeat visitors to the destination. 
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Abstract: 
 
The need to understand the relationship between tourism and happiness is increasingly represented in the international 
literature. Earlier findings, focusing on either the tourist or the local society, provide an adequate theoretical basis for 
deeper investigation which requires more detailed empirical research on the symbiotic relationship of happiness and 
tourism. Issues to be studied include the place of tourism in the hierarchy of happiness factors, or the process through 
which an awareness of happiness may develop in individuals as a result of their participation in tourism. 
 
     In order to further deepen our understanding of the influence of tourism on one’s happiness, a questionnaire survey with 
a sample size of 1400 was carried out in Hungary during the first half of 2008, with the assistance of students from the 
Kodolányi János University College Tourism Department. The findings of the research are discussed within the context of a 
representative survey of 11,500 households focusing on the relationship of tourism and quality of life, carried out by the 
Hungarian National Statistical Office in the second part of 2007. 
 
     The proposed paper discusses the factors of Hungarian society’s sense of happiness, and analyses the contribution of 
tourist trips to one’s awareness of happiness. While the data of the HNSO research project are used to provide an overview 
of the symbiosis of tourism and quality of life in Hungary, the findings of the KJUC study help us understand the place and 
role of tourism among the factors leading to happiness. 



     
 

 
 

http://www.cbts2008.unibz.it 

Abstract 25 
 
Extreme Sports Tourism: A motivation and customer/tourists needs profile 
 
Sabine Müller 
Department of Strategic Management, Marketing and Tourism  Innsbruck University School of Management 
sabine.mueller@uibk.ac.at 
 
Klaus  Weiermair 
Department of Strategic Management, Marketing and Tourism  I 
klaus.weiermair@uibk.ac.at 
 
 
Topic(s): 
 
Current theoretical developments and practical applications in consumer behavior applied to tourism 
 
 
Keyword(s): Motivation, Extreme Sport, Lifestyle, Consumer Behavior, Alpine Destination 
 
 
Type of contribution: Paper presentation 
 
 
Abstract: 
 
As social values and norms have changed we find ourselves moving towards societies which could be termed " Risk and 
Experience Societies. The latter suggests large-scale behavioural changes both in every day life and especially regarding 
the motivational base and behaviour of leisure and tourism activities. A rising segment of consumers in leisure and tourism 
prefers to pursue high risk leisure activities. Adventure and experience tourism have grown over proportionately in recent 
years. Similarly sport is increasingly playing a crucial role in many tourism destinations. Leisure activities such as mountain 
biking or rock climbing have all shown larger relative increases recently. Similarly there has been a large increase in the 
diversity and depth of sports from initially a few physical sports to an immense variety. Faced with this overall growth of 
adventure/extreme sport varieties and/or risk tourism, many but notably European alpine tourist destinations have to 
reassess their local and regional competitiveness focusing this newly emerging tourist segment. Before making hasty 
supply adjustment decisions and given that all evidence points to "Knowing thoroughly customer needs" as the prerequisite 
or driver for business success, it is of paramount importance to analyze the motivational foundation and customer needs for 
this particular customer/tourist activity or segment. 
The paper attempts to fill the above cited knowledge gap regarding the motives, needs and activities of this particular 
leisure/tourism segment. After providing briefly some socio-psychological foundations of motivation theory and suggesting 
a specific theoretical and empirical model the paper provides empirical evidence from survey carried out among 149 
German and Austrian extreme-sport athletes. 
The questionnaire was aimed at subject’s pursuing the following extreme sports: climbing, mountain biking, free riding, 
paragliding or kite surfing. Based on the motivation-model of Rheinberg (1989) the following research questions were 
posed and answered 
1) Which are catalysts or positive/negative factors influencing the motivation to pursue extreme sports? 
2) Are extreme sports people more process oriented (through the exercise of sports) or are they more driven by the 
rewards (e.g. in terms of performance characteristics) 
3) Which factors either internal or external contribute to a person condition motivation? 
Multifactor relationships within the set of motivation determinants are explored using factor analysis to be followed by a 
regression analysis showing interrelationships between a set of motivation catalysts and outcomes (in terms of specific 
customer needs and sports activities undertaken). 
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Abstract: 
 
Whether out of economic circumstance or a genuine desire to reconnect with nature, recent years have witnessed 
increased demand for alternative nature-based forms of tourism activity. Alongside this interest in the outdoors has come a 
demand for quality servicing infrastructure to meet the very wide variety of needs, wants and expectations expressed and 
sought by today’s traveling public. This has presented a range of challenges to those in the nature-based tourism supply 
sector, not least those at the front line, whose role is now shifting from environmental stewardship and education to one of 
customer service agent. Put simply, a failure to satisfy customers through quality product and service provision may lead to 
dropping visitor numbers, falling revenues and possibly the multiplying effect(s) of negative word of mouth and failure. 
Once alien concepts such as visitor satisfaction, service quality and customer loyalty are now part of the established 
mantra of most outdoor conservation and preservation boardroom meetings. Despite the significance of these constructs 
and their general acceptance and exploration within the broad tourism research press, little work to date, has been 
undertaken aimed at exploring the interrelationships between these constructs in nature-based tourism settings.  Against 
this background this paper seeks to address the issue of quality product/service provision in satisfying nature based 
tourists in the state of Alabama. A study of visitor perceptions in 23 state parks sought to evaluate visitor satisfaction with 
state park camping service provision and its role in driving visitors future behavior with respect to potential re-visitation and 
recommendation intention. Results attest to the psychometric performance of the research, as well as pointing to the key 
drivers of both dependent variables. An exploratory factor analysis identifies four factors that are critical to the sample 
population in terms of explaining and predicting both satisfaction and behavioral intention. 
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Abstract: 
 
Individual decision-making processes are different from group or family decision-making (Spiro, 1983). A large number of 
studies that investigated individual decision-making were based on the bounded rationality model (March & Simon, 1958) in 
relation to travel decision-making processes. The latter is a high involvement decision that needs extensive information 
search and a sequential plan evolution process (Bronner & de Hoog, 2008). The majority of studies in the field of tourism 
research have investigated individual travel decision-making behaviour and especially in the 70ies and 80ies studies on 
family decision-making have been documented (Bartos, 1982; Howard & Madrigal, 1990; Myers & Moncrief, 1978). The 
perspective on the collective nature of travel decision-making in families was recently addressed in the studies of Kang & 
Hsu (2005) and Wang et al. (2004) who focussed on families booking group package tours. 
The purpose of the study was to investigate travel decision-making processes in Tyrolean families. The objective of the 
survey was to 
- Investigate differences of information search processes of various family members 
- Analyze the specific role models of family members when choosing a travel alternative 
- Analyze conflict situations between family members and its solution strategies. 
Based on Assael’ model of family roles within the family decision-making process (see Assael, 1987) and Davis’ scenario 
of alternative decision-making strategies (see Davis, 1976) the study investigated different alternative travel decision-
making strategies within the family. A questionnaire was developed for various family members, and during winter 2007 
more than 1250 questionnaire were distributed among fathers, mothers and children in Tyrolean families. Finally, in 99 
families all three family members under investigation returned completed questionnaires, which could be used for statistical 
analysis. 
The data reveals that mothers have a strong influence within the family on the overall travel decision-making process. 
Obviously, collective travel decision-making in families does not cause many conflicts (only 11% of respondents indicate 
severe conflicts during travel decision-making processes within their family). However, here the destination choice and the 
transport mode are the main reason for conflicts. Among family members various perceptions about the importance and 
influences of other family members in the travel decision-making process could be revealed.  
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The paper is structured as follows: After the literature review the second part presents based presents the basic analytical 
framework for the study (e.g. Assael’s family role model (1987) and Davis decision-making scenarios (1978) in combination 
of the core literature on travel decision behaviour in families serve as main pillars of the empirical study). In a next step the 
authors attempt to describe research design and present the results of the empirical survey of families in Tyrol. 
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Abstract: 
 
The objective of the discussed project was the preparation of measures, an index and a process with which the Tourism-
specific Quality of Life as a phenomenon can be described and defined.  
It is understood that QoL is a complex phenomenon and is exposed to a rather high number of factors. Tourism is ”only” 
one of those factors that can have an impact on QoL, e.g. through the economic and social development of a destination or 
the life and life conditions of those directly or indirectly working in tourism, and those who do not have anything to do with 
tourism. Also, tourism can influence the level of satisfaction with life and based on personal experiences as a tourist the 
reactions to changes in QoL at home. The novelty of the approach applied by the researchers was that it went beyond the 
traditional approaches to change and impact analyses and combines objective and subjective approaches of traditional 
QoL studies.  
According to the objectives of the project, the main task was to develop a model, which through its complex measures 
analyses the person, i.e. the ”homo turisticus”, the main actor in leisure and work motivated mobility. 
The new model does not only analyse general domains, but it examines the inter-linkages between general QoL domains 
and the elements of tourism. The Consultants identified five domains: 
 
- The Attitudes towards Travelling as an Activity (ATA) 
- Motivations of the Visit(or) (MV) 
- The Qualities of the Trip (QT) 
- The Characteristics of the Destination (CD) 
- The Impacts of Tourism (IT). 
 
The presentation will introduce the findings of the 10-country pilot research and the final version of the so called “Budapest 
Toolkit”.  
The “Budapest Toolkit” formulates recommendations based on which destination managers, policy makers, etc. can assess 
the TQoL at their destinations. 
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Abstract: 
 
Travel recommender systems (TRS) are intelligent applications aimed at supporting the critical travel planning decisions 
that the traveler will face before the travel or while on-the-move. TRS are normally limited in providing recommendations for 
just one type of information items, e.g., events or activities or destinations. Quite recently travel bundling, such as in 
dynamic packaging, or cross-domain recommendations, have been addressed. In these cases the system tries to reuse 
knowledge about the users preferences and behaviour, which is derived in one domain (e.g. the accommodation), to 
provide recommendations in another different domain (e.g., the events).  
A particular kind of cross domain recommendation task, not yet studied in the literature, would try to select a set of items in 
one domain (for instance a set of points of interest) fitting the user preferences and also matching them with additional 
information items (e.g., music tracks) that will be recommended together. In this work we argue that this type of cross-
domain personalization can be useful in tourism information systems. We believe that given a personalised selection of 
points of interests (itinerary), the user satisfaction for the itinerary can be increased by enriching the presentation of the 
points of interest (POIs) in the itinerary with music tracks that match the user's profile and are coherent with the POIs. We 
hypothesize that presenting the best combinations of POIs and music tracks may result in better user experience than just 
presenting the POIs that are more suited to the user together with a soundtrack. In other words, we believe that the music 
can be matched to a pre-selected itinerary, and the discovered relations between music and places can influence the 
itinerary selection process and improve its quality. 
We have designed a mobile system that offers the user a "guided tour" of the city by proposing a sightseeing route and a 
soundtrack to it. We will present the results of an online experiment where alternative approaches for matching POIs and 
music have been tested with users. 
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Abstract: 
 
Consumer behaviour is frequently defined as a process including activities directly involved in obtaining, consuming and 
disposing of products or services (Moutinho, 1987). When applied to tourism, the central part of this process is directly 
experiencing a destination or multiple destinations during one trip, which is likely to provide the bulk of the tour experience 
(Oliver, 2001). Some studies in the field of tourism that analyse the travel pattern of tourists have shown that visitors 
frequently do not only engage in trips directed at one single destination, but trips aiming at the visit of several destinations, 
corresponding to a series of localities or even integrating the visit of a series of countries. This occurs particularly when 
overcoming large distances, i.e. in long-haul trips. In this context it is most important for those responsible for the planning 
and management of tourist destinations and tour operators to understand the wider travel patterns and spatial behaviour of 
tourists that engage in multi-destination trips within one continent. However, this is a domain of research that is relatively 
recent and not often conceptually or empirically analysed. It is even less studied in the context of rural tourism, even though 
the development of international network structures of supply has been particularly encouraged for this kind of tourism 
within Europe. It is therefore the aim of this paper to reflect on the phenomenon of multi-destination travel, eventually 
following existing supply networks, and its potential relevance for the rural tourism context, considering particularly the rural 
tourism reality in Europe. Specifically, based on a literature review on the topic (e.g. Fesenmeier and Lieber, 1988; Lue, 
Crompton and Fesenmeier, 1993; Oppermann, 1995;), the authors suggest a model of multi-destination travel for the long-
haul market visiting Europe, which includes rural tourist destinations.  
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Abstract: 
 
New forms of tourism are gaining ground throughout the world. Nowadays, tourism destinations should offer variety and 
new tourism products, addressing special interest niches, in order to maintain a healthy and vibrant tourism industry. One 
tourism product that has been growing faster than others is health and wellness tourism. According to the European Travel 
Monitor (2004), this sector stands for 3 millions of international trips in Europe and will in the next future increase between 
5 and 10% per year. Wellness typically integrates physical activity combined with relaxation of the mind and intelectual 
stimulus, basically enhancing well-being through a kind of fitness and balance of the body, mind and spirit, including a 
holistic dimension (Schobersberger et al, 2004). Promoting health and well-being are goals of each tourist when engaging 
in holidays as well as part of market strategies of tourism providers. Adventure, entertainment and outdoor sports play an 
important role in wellness holidays. In a study undertaken by Chen et al (2008) relaxation, pursuing multiple activities, 
recreation and enjoying nature are the top four motivations to travel to a wellness destination. One activity that can be 
integrated in wellness holidays is hiking, which has been identified as an important recreational and tourist activity in many 
countries, for a long time. A system of well designed walking paths may be an interesting and relatively inexpensive 
infrastructure, attracting visitors to natural, rural and mountain areas, and completing spa destinations’ attractivity, making 
corresponding heritage of these areas more accessible and visible and thereby motivating visitors to stay for longer periods 
of time. In the present study we show the results of an exploratory survey of Portuguese and foreign hikers (N= 200), and 
discuss implications of results on the planning and management of destinations, with a particular emphasis on the creation 
of  integrated wellness products. 
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Abstract: 
 
Numerous contributions have sought to answer a crucial question for researchers and managers: what factors influence 
business performances and, with specific reference to the theme of this paper, those of hotel businesses. 
Our attempts to provide an answer have been made above all by exploring the link between the commercial mix, 
seasonality of destination and daily performances of the hotel industry. 
The present contribution suggests the usefulness of:  
i) giving greater consideration to the link between destination and local businesses, ii) arranging the most analytical 
information on a (daily) time basis to see the effects which independent variables have on objective performances, iii) 
making joint use of data collected through questionnaires and archivial data to measure performance. 
The study proposes a performance analysis at destination and business level. 
At destination level, the link existing between several indices of operating  (Revpar) and financial results (ROS and ROA) is 
analysed, together with some features marking the sample businesses (star rating, size and positioning). This first analysis 
shows the relative homogeneity of the commercial mix (segments of clientele served) within the destination. 
At business level, the link existing between segments of clientele served, seasonality and effects on occupancy and prices 
is analysed. Using daily data, the study makes it possible to identify five main seasonalities: i) weekday periods and 
holidays, ii) periods with or without trade fairs, iii) holiday periods with and without trade fairs, iv) week-day periods with and 
without trade fairs, v) working and non-working periods. Given the importance assumed by trade fair events, a further in-
depth study was carried out, making it possible to segment the approx. 150 fair days into four different types - volume, 
price, success and days of less importance.  
The Milan case, in particular, shows the capacity of trade fair events and business components to increase average unitary 
income and occupancy. On the other hand, there is a resulting slackening in holiday periods and non-working weeks, when 
a low level of the average room rate and occupancy is seen. 
Empirical findings suggest the central role played by meta-management strategy. The article proposes an approach to help 
destination managers to reduce the seasonalities on which to focus their lines of development. 
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Abstract: 
 
The diffusion of web 2.0 in tourism has a tremendous effect on the way tourists search, find, read, evaluate and 
disseminate information about tourism services, suppliers and destinations. Web 2.0 applications (e.g. wikis and social 
networking) allow tourists to (collaborative) participate in the design, production and marketing of personalised tourism 
products (Sigala, 2008a). Tourists 2.0 expect to become active firms’ partners that can create, promote and consume their 
personalised products, while through social networks, tourists can also generate value for and from each other. Hence, in 
web 2.0, customer value creation and communication do not happen solely by firms and between firms and customers, but 
also by and amongst customers as well. To address these, tourism firms incorporate web 2.0 (e.g. in marketing, CRM, new 
product development) for exploiting the customer value co-creation, marketing and user-generated content (social 
intelligence) of web 2.0. Several firms spend huge budgets on web 2.0 applications (Sigala, 2008b).  
Although firms reengineer their e-business models allowing more active tourists' engagement, there is no research 
confirming the performance impact and business value of web 2.0 yet. Coupled with the IT productivity paradox and the 
inability to provide solid evidence about the performance impact of IT investments, there is a high scepticism about the ROI 
of Web 2.0. Sigala (2008b) also demonstrated that one of the major factors inhibiting firms to adopt web 2.0 is the inability 
to justify their impact on the bottom line. The lack of metrics for measuring the value of customer involvement was also a 
limitation for justifying web 2.0 investments; e.g. customer life time value metrics focus on customers' financial value 
ignoring the customers' social value (e.g. e-word of mouth, online inter-customers support).  
This paper develops a framework for measuring the business value of tourists 2.0 that is based on the social network 
analysis, as the latter has been recently used for measuring the activity and behaviour of web 2.0 users (e.g. Hinds & Lee, 
2008; Warmbrodt et al. 2008). By measuring the behaviour of tourists 2.0, firms can identify the business value added by 
tourists 2.0 to their bottom line. 
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Abstract: 
 
This research helps describe how consumers use cities as props or anthropomorphic actors in stories they report about 
themselves found on the Web. The stories are naturalistic drama enactments enabling the storytellers to experience 
powerful myths in actual city settings.  
 There is a scarcity of research on consumer self-storytelling relative to consumer attitude research. A focus on 
consumer self-report stories found on-line can avoid issues of researcher or experimenter biases that normally arise from 
asking a consumer travel intentionality questions. 
 Modified netnography (Kozinets 1998) to accommodate multimedia and text using purposive sampling of 
consumers’ brand stories found on Web 2.0 travel sites provides interpretive data for this study. This user generated 
content of emic reports and self-interpretations involve the high emotion of consumers during city visits. This research 
intends to show how an advanced content analysis of unsolicited consumer stories found on Web 2.0 can help to formulate 
highly effective marketing and advertising strategies for tourist city destinations. These user-generated stories can be very 
useful in understanding first-hand consumer travel insights regarding cities as well as the consumer enactments 
engendered by the destination. These consumer stories help provide guidelines for consumer-city relationship myth making 
and future direction for packaging user generated content on-line. 
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Abstract: 
 
The tourism industry requests the existence of a network composed by characters who have different competences and 
abilities, which team up with the aim to realize products and services that will be offered by the tourism market. 
These characters operate organised by whom plans and conceives these products. 
Moreover, they use and increase the value of local resources. 
Therefore, acting with regard to the industrial logics which settle the mass tourism (able to move millions of tourists every 
year), means that it’s necessary to make a meticoulous planning, without leaving nothing to chance. 
That means that the tourist’s behaviour should not only be guided, but also in large scale foreseen. 
These ideas clash with those that belong to the tourism development process that rise when industrial devices are absent; 
with those which are submitted to the development of sites that turned into tourist resorts, regardless of the official tourist 
market, but thanks to a spontaneous flow of tourists, where informal, submerged and parasitic economy predominates, and 
where supply and demand meet and get organised without any intermediary, but only basing on personal agreements. 
Sociologists watch carefully at the behaviour and feature of the mass tourist, and instead they have given less importance 
to the tourist who plans by himself the travel experience, in an “auto-direct” way, using practices difficult to intercept; maybe 
because the official tourist market and its operators are not interested in. 
In this case, we’re going to analyse this tourist type, which we’re going to name “do-it-yourself tourist”; precisely the tourist 
who organizes his holiday by himself, staying essentially in private houses, creating considerable tourist flows (as in 
southern Italy). 
We will now present the results of a study (through face-to-face interviews made in Sea and Mountain locations), with 
which we’ve detected information useful in setting features and behaviour of the “D.I.Y. Tourist”. 
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Abstract: 
 
In the Alpine region, municipalities and tourism boards of 22 villages are united in an association that aims for the 
sustainable development of tourism mobility. This “Alpine Pearls” association is predominantly aimed at the sustainable 
development of destination-related tourism mobility. It is devoted to the provision of tickets, information, and transport 
modes to improve the possibilities for environmental-friendly travelling to, between and in the network of Alpine Pearls 
villages. This paper is focused on whether and how this green “passage” (Peters, 2006) enables tourists to travel smooth, 
problem-free and environmental-friendly to and in the Alpine region. The following research question will be answered:  
“To what extent is the Alpine Pearls holiday, positioned as a green passage, truly a passage for environmental-friendly 
travelling, and what obstructs the creation of a sustainable tourism mobility passage?” 
To analyse the Alpine Pearls holiday, we use a theoretical framework based on the Social Practices Approach (SPA). SPA 
focuses on social practices and on consumption junctions herein where end-users meet the structure of provision. It offers 
a contextual approach to consumption behaviour (Spaargaren, 1997; 2003; Spaargaren & Van Vliet, 2000). Here, the 
dynamics between travellers and providers of sustainable tourism and travel services along the green passage of the 
Alpine Pearls holiday are our main interest.  
Data were gathered through participant observation and interviews. Whereas participant observation considers everything 
that happens in time-space settings, processes outside time-space settings that do influence the setting have been 
revealed through interviews with informants. 
The analysis of the specific dynamics between travellers and providers in the Alpine Pearls holiday practice has pointed to 
clues for sustainable development of tourism mobility. One conclusion is that, in creating a passage for environmental-
friendly Alpine holidays, the Alpine Pearls association is confronted with the nationally-organised railway infrastructures, 
and the sectorially-organised tourism industry. The creation of a passage for problem-free and enjoyable Alpine Pearls 
holidays, however, implies breaking through such structures. Another conclusion is that Alpine Pearls offers a storyline in 
which benefits for the environment go hand in hand with benefits for tourists and Alpine destinations.  
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Abstract: 
 
The Internet has conveniently and quickly transformed mere information seekers into co-creators of information, creating 
opportunities for them to share content despite socio-cultural and geographical distances. The experiential nature of 
tourism, the dramatic evolution of technology and travellers' willingness to share information, have created the conditions 
for tourists to learn from the experience of a large and diverse group of people. The worldwide web offers an opportunity to 
investigate tourists’ spontaneous annotations in the form of a travel journal or diary. Such on-line narratives, collected into 
blogs, are meant to accompany travelers during their trip and to allow them to simultaneously share their experiences with 
family and friends around the world. Consequently, these blogs represent a totally unplanned and researcher-
uncontaminated description of their vacations and an impersonal form of “word of mouse” since the information conveyed 
in them is accessible to any potential tourist. Moreover, the dimension and variety of topics covered by the corpora 
available through the worldwide web is greater than any researcher can practically collect and aggregate.  
Using the Woodside and Chebat (2001) revisitation of Heider’s balance theory and the Woodside et al. (2007) approach to 
studying destination brand icons through “naturally occurring communications” on the cyberspace, this exploratory study 
investigates how bloggers perceive the tourist experience. Bloggers’ reports of their positive and negative vacation 
experiences in South-Tyrol were collected, and first-time and repeated visitors experiences compared. For each of the 
selected blogs, “linkages” reflecting positive and negative sentiments will be identified to connect “concepts” (persons, 
places, beliefs), and then a balance/imbalance map deconstruction will be developed. It is anticipated that the holistic 
tourism experience described in the blogs will be shown to be not limited to single positive or negative states but to 
encompass the process of rebalancing the individual’s state when a psychological imbalance occurs during their vacation. 
Expected findings will include insights that provide a better understanding of visitors’ unique experiences and will help 
better explain destination-strategic “concepts” and the related negative or positive states generated in the minds of tourists. 
The benefits of using such an unobtrusive research methods “tourists’ spontaneous annotations on the worldwide web“ will 
be discussed. 
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Abstract: 
 
Theoretical Background 
Nature-based tourism is not new but has experienced significant growth in recent years. “Nature-based tourism is one of 
the most exciting sectors in the tourism industry, growing by an estimated 10 to 30 per cent per annum” (McKercher 1998, 
p. 1). Authors define nature tourism as “nature-based, outdoor oriented tourism“ as responsible travel to natural areas” 
(Zehrer & Siller 2007, p. 4). Throughout the ages many tourists have sought unique natural areas and outdoor-related 
activities for their vacation. Today, an even larger portion of the population is seeking nature-related experiences to 
recreate their spirits (Newsome et al. 2002; Lee 1997). Nature-related activities cover a broad range including hiking, 
backpacking, camping, canoeing, fishing, hunting, nature photography, nature-based attractions, outdoor recreational 
activities and nature tours.  
 
Purpose 
Hence, nature-based products represent a considerable problem in the Tirolean summer tourism with difficulties in 
positioning the Tirolean Alps as a “natural experience park”. One reason for the lacking attractiveness is the decreasing 
response for traditional recreation offers such as Alpine skiing, especially for today’s youth. Therefore, the Tirol more and 
more concentrates on nature with an increasing focus on summer outdoor sports such as mountain biking, rafting and 
hiking. The purpose of the study therefore is to analyze how demand for nature-based activities might be intensified by 
means of product modifications, closer cooperation and additional services in the Alpine tourism. 
 
Design/methodology/approach 
The research method employed in the study at hand belongs to survey research with the questionnaire being one of the 
most frequently used methods of data collection (Macionis & Plummer 1998). Given the high level of access, and frequent 
use of email as a communication medium it was felt that a web-based survey had the advantage of being relatively time-
efficient for respondents. The paper therefore presents a quantitative survey among young consumers of outdoor sports in 
Austria, Lower Germany, Eastern Switzerland and South Tirol (n=1,466), which  
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was online from November 07 - February 08. As the younger generation is the focus of interest, the sample is set up mainly 
by students of universities and universities of applied sciences (UAS).  
 
Findings 
Basically, market barriers are defined and measures to overcome these barriers are suggested. The overall findings show 
that marketing of outdoor activities mainly concentrates on action activities for young male consumers. More target-oriented 
marketing towards women and towards hard and soft outdoor sports is lacking. Furthermore, the price of outdoor sports is 
seen rather critical by the young generation.  
 
Research limitations/implications 
The present study has certain limitations that need to be taken into account when considering the results of the study and 
its contributions. One limitation of course is that primarily students were interviewed. To complete the overall picture, a 
broader survey with all facets of the young generation segment would be most valuable. Second, the study mainly 
concentrates on the Tirolean Alps and therefore is of main interest for Tirolean service providers of outdoor sport activities. 
This means that results have to be qualified towards a bigger scope of the survey.  
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