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The paper aims to investigate the status and progress of scientific research and innovation in the
tourism industry, with special reference to studies that have been conducted on tourism destinations
and social media channels. The research involved the analysis of 50 papers in the last 5 years from the
highest cited journals, regarding methods and benefits of adopting new technologies on tourism
destinations. This article makes an overview of the selected theme and lists the major research topics
on implementing social media, user-generated contents and crowd sourcing for the development of
tourism destinations. Moreover, it deliberates on the diffusion of user-generated technologies, explores
most popular media channels, and names academic journals which published the selected papers in
this context. The results serve to point out major trends and gaps in which to focus future research on
this topic and also they might be useful in formulating public policies and strategies in the development
of tourism destinations.
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INTRODUCTION

The tourism sector is one of the most important economic Tourism’s total contribution to the global economy rose to
activities in most countries worldwide. Its direct economic 9.5% of global GDP (US $7 trillion),not only outpacing the
impact has significant influences on their GDPs. wider economy, but also growing faster than other
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significant sectors such as financial and business
services, transport and manufacturing. In total, nearly 266
million jobs were supported by Travel and Tourism in
2013 - 1 in 11 of all jobs in the world (Turner, 2013).
Based on World Tourism Barometer (‘World Tourism
Barometer.pdf, 2014), international growth in tourist
arrivals was estimated at 5% for 2013; however
destinations from all over the world welcomed some 52
million additional tourist arrivals, rising in total to 1,087
million up from the estimated 1,035 in 2012. The year
2014, the UNWTO forecasts 4 to 4.5% growth (‘(UNWTO
Annual Report 2013’, 2014).

The growth of Internet and diffusion of new
technologies has transformed the tourism sector in
unprecedented ways, such as social media tools, Big
Data and relevant ones. This provides unigue oppor-
tunities and great challenges for National and Destination
Marketing Societies, essentially, keeping pace of a
constantly changing and competitive environment.

The rapid advances of ICT technologies, and their
increasing consequences in tourism have led to an
exponential progress of online communication opportu-
nities. The changing context in travel and tourism should
be presented in the bridge between the demanded needs
and the required information to be fulfilled. The notion of
context is becoming popular and relevant for economic
developing areas thanks to location-based services that
support decision-making on the go. The unique
characteristic of tourism is that it is a place where
experiences are produced and consumed simultaneously
(‘IFIIT, ENTER, 2013). This makes possible the
organization of a new paradigm where both external and
internal tourism provides innovative ideas through
crowdsourcing mechanisms (‘Open innovation’, 2014).
The user integrated contents provide more reliable , up to
date and useful travel required information by means of
the social media and crowd based platforms (Cox et al.,
2009; Prayag, 2009; Prebensen et al., 2010). The social
media platforms generate consumer-generated content
(CGC) through sites such as YouTube, Tumblr,
TripAdvisor, Flickr, Pinterest, gaining substantial popularity
among online travellers (Xiang and Gretzel, 2010).

Typically, in tourism and travelling, the amount of
internal information is not sufficient to allow tourist to
select a destination. The external information available to
potential tourist emanates from various sources like
formal and informal or social environment. The way of
informal database is accumulated with the help of users
while they share information on different platforms.
Crowdsourcing and user-generated contents serve
tourism to gain sufficient sources while categorising them
into unique system. Advances of innovative social media
platforms and Big Data open new possibilities of
opportunities for Destination Management Organizations
(DMOs), in order to make satisfactory accessible files
about offered services. Moreover, officials of tourism are
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responsible for the responsibility of supported formal
information, but data stored by user-generated platforms
are hardly censored. Albeit, tourism destinations can
easily accumulate necessary sources by the help of
integration on one purpose.

According to Handbook on E-marketing for Tourism
Destinations (‘Handbook on E-marketing for Tourism
Destinations. World Tourism Organization UNWTQO’, 2014),
over the past two decades, Destination Manage-ment
Organizations (DMOs) have explored and learned to
exploit the use of Internet and other forms of electronic
communication. Based on the knowledge of the UNWTO,
the importance of Crowdsourcing and Social Media in
tourism businesses could be classified in the following
categories:

Role of the crowdsourcing and social media in
tourism businesses

1. Transfer “hard information” into motivational content.

2. Distribute information through channels such as
Expedia, Travelocity, Rough Guide, etc.

3. Engage traveller on one-to-one and one-to-many
activities.

4. Make easy two-way interaction between the DMO,
suppliers, and visitors, as well as between users.

5. Find out potential visitors through information content.
6. Facilitate destination or service brand, made possible
by the rapid spread of broadband connections, allowing
users to experience attractive imagery and animation.

7. Simplify visitors in arranging their trip by offering tools
such as ideas, itineraries and route planners.

8. Associate promotional activity through
purchasing.

9. Organize cost-effectiveness in conveying information
and products on sale directly, economically and at short
notice to major prospects.

10. Work in harmony with offline marketing activities so
that traffic can be driven in both directions, online to
offline and vice versa.

internet

In this context, the general purpose of this paper is to
undertake a review on the need of social media and
crowdsourcing with the specific purposes describing and
existing experience gained from previous researches
related to tourism destinations. In the final analysis, it
identifies major drawbacks and conclusions, as an
approach to better understand the existing knowledge on
tourism innovation and technology for the further
investigations.

The research on user-generated content, social
media and crowdsourcing in the tourism sector
Goals to achieve

Three specific goals are formulated in this study. Firstly, it



32 J. Hosp. Manage. Tourism

aims to identify academic research articles on the
implementation of new technologies, especially on social
media and crowdsourcing in the tourism destination
accomplished in 5 years period, from 2009 to 2014.
Followed by the analysis of recent evolution on this topic,
the type of academic journals publishing manuscripts on
this research topic, as well as the categories of World
Tourism Organization for the usage of media tools has
been considered in this research. Secondly, it undertakes
a review of the results on the destinations implementing
crowdsourcing adoption and social media tools in their
tourism processes. Thirdly, it aims to critically analyze the
conclusions formulated by previous research on this
topic. Results regarding the first goal will be shown in this
section, while the remaining two goals will be covered in
the following sections.

METHODOLOGY APPLIED IN THE LITERATURE REVIEW

To identify recent academic research on implementation of
crowdsourcing and media channels in the tourism sector, for this
analysis, in April 2014, publications based on Google Scholar
Metrics were categorized into date of publishing along with
contribution to citation counts. The data are composed of 50
selected articles from 6 topic related academic journals in the top
20 most cited publications, according to Google Metrics in the last
five years in tourism.
Four basic search criteria were defined:

(i) in meta-search, the terms “crowdsourcing”, “user-generated
content” or “social media” or combination of these phases were
required to be in the title, abstract or keywords, and the purpose of
above mentioned keywords should be directed to tourism
development;

(ii) the period of publication limited to last five years;

(i) among document types, just articles published in academic
journals were chosen; and

(iv) Results filtered the articles to only those in English language.
The initial search results generated a total of 68 articles, from which
50 were finally selected for the analysis, having ruled out papers
that were not properly fit to the chosen topic

GENERAL RESULTS OF LITERATURE REVIEW

Year of publication: An analysis of the most popular
publications in Google Scholar metrics, according to h5-
index that is h-index for articles published in the last
comprehensive academic years (2009-2014) suggests
the high distribution of authors, institutions, and publica-
tions at the beginning of the period, especially since
2005. Even other overall interest of topic among
researches has been increasing severely, in the last five
complete academic year, top publications in Tourism and
Hospitality subcategory displayed the most publications
in 2009, with total of 26 papers relatively with 53
institutions and 66 authors. Since 2010, 18 articles out of
50 selected in this study represented more than one third
of the total papers; the next years of period, 6 academic

papers listed on the top most cited articles, that is
noticeable result up to 2014 academic year. Finally yet
importantly, the end of the period (2012-2014) has not
been listed in Top Scholar, as if, it has not gained enough
citations in academic context of authors’ previous
publication rated before.

Academic journal

H-indexes of journals: Journals are often considered to
be reliable sources to help to foster knowledge in a
specific field. We have selected academic journals
according to their last five compete year distribution on
Google Scholar in two category: h5 index and h5-median.
Stated graph provides data about first seven academic
journals among the 20 academic journals that published
in mentioned issue (Figure 1). It could be seen that, for
both conducted categories Tourism Management journal
has the highest rates. Like second, most indexed
publication seen “Annals of Tourism Research” that
presented 40 for h5-index and 53 for h5-median. The
distribution of other periodicals showed almost the rate
for h5-median, also for h5-index, they got not vast
difference comparing these five journals.

Factor impact of journals

Based on Web of Knowledge Data Report impact factor,
the Annals of Tourism Research has underlined a factor
value of 3.683; the last five year index value is 3.616,
relatively. The second highest mentioned impact factor is
found in Tourism Management, maintaining a value of
2.571 currently, and, its five-year impact factor is 3.552.
However, other stated journals, like Journal of Hospitality
Marketing and Management and Current Issues in
Tourism, have been listed with 1.692 and 1.307 impact
factor, noticeable rate among Top listed journals in Social
Science Edition (‘Social Science Edition (Summary
2012), 2014) and Journal Citation Reports based on
Web of Knowledge.

Distribution of journals

It is evidently seen that, among conducted papers,
Journal of Hospitality Marketing and Management has
meted out 22%, which is more than other listed academic
journals. On the other hand, the second most distributed
periodicals are not significantly diverse according to
annual rate; their papers from Annals of Tourism
Research and ENTER eTourism Conference are 18%,
while Current Issues in Tourism and journal of Tourism
Management have allocated 16 and 15% in proportion of
total number of analysis. Last but not the least, Journal of
Travel and Tourism Marketing has 11 % of its share in
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Figure 1. First seven among the 20 academic journals that published this topic.
Table 1. Distribution of Journals.
Papers / 5-year Intervals 2004-2008 2005-2009 2006-2010 2007-2011 2008-2012 2009-2013 2010-2014
Current Issues in Tourism 30 59 91 134 187 202 180
Tourism Management 488 511 528 567 597 650 600
Annals of Tourism Research 260 235 236 255 291 317 288
Etrre‘f\falcs'_ted /5-year 2004-2008 2005-2009 2006-2010 2007-2011 2008-2012 2009-2013 2010-2014
Current Issues in Tourism 2 9 48 134 271 355 276
Tourism Management 1,090 1,621 2,197 2,595 2,665 2,862 2,076
Annals of Tourism Research 595 690 826 924 1,228 1,489 1,227
ﬁ]'tt:rt\'/‘;rl‘ss_per Paper/S-year 55042008 2005-2009 2006-2010 2007-2011 20082012 2009-2013 2010-2014
Current Issues in Tourism 0.07 0.15 0.53 1 1.45 1.76 1.53
Tourism Management 2.23 3.17 4.16 4.58 4.46 4.4 3.46
Annals of Tourism Research 2.29 2.94 3.5 3.62 4.22 4.7 4.26
Based on: Essential Science Indicators, Web of Knowledge database.
overall. According to above-mentioned Table 1, it is Benefits of crowdsourcing and social media

obvious that Tourism Management contributed signifi-
cantly in the 5-year interval, while Annals of Tourism
Research received most citations in the given period.
However, Figure 2, demonstrates slight differences for
the Journal of Hospitality Marketing & Management,
Annals of Tourism Research and Current Issues in
Tourism journals.

channels in tourism industry

By analysing the results achieved by the selected
academic research articles on the benefits of the social
media and crowdsourcing, three major types of benefits
of user generated content and media tools in hospitality
sector were identified: operational efficiency and
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Figure 3. Most used keywords in top cited papers.

productivity, visitor interaction and brand image improve-
ment, as well as destination management sustainability.
As listed in Figure 3, most used keyword faced for “social
media”, while the second most popular term were “tourist
satisfaction” and “destination branding” in the conducted
research. As well as, Table 2 indicates most cited articles
among underlined ones in analysis, in Google Scholar
platform. In fact, papers from Tourism Management and
Annals of Tourism Research were cited significantly. For
instance, work called “Role of social media in online
travel information search” used widely and cited 319
times. However, second most interesting work- “A review

of innovation research in tourism” which cited 139 times
also considered as a vital investigation on this theme.

Each of these categories of benefits will be described
next (Charlesworth, 2009).

a) Traveller interaction and brand image improvement;
the results of the analysed studies emphasize the greater
influence of tourist interaction and brand image improve-
ment. Guests are the base of a hotel business and loyal
customers are the source of a long-lasting lodging firm.
New technologies can be employed to achieve numerous
improvements in guest services (Namasivayam etal.,




2000). Offering new services provided by new
technologies would enable firms to keep pace with the
growing desires of customers and help to improve brand
image. For instance, adopting internet technologies
enhance guest interaction with the hotels and increase
online familiarity (Hashim and Murphy, 2007). In-room
technologies such as RFID (Radio Frequency
Identification) solutions and wireless guest communi-
cation would improve hotel guests' experience and
satisfaction. It can directly translate into higher
occupancy rates and revenue per room.

b) Information availability of destination and services:
Even though the acceleration of crowdsourcing and
social media mentioned as a substantial factor for tourism
development (Jopp et al., 2010), it is the second popular
topic amongst the analysed papers in this study.
According to Zapata et al. (2011), community-based
tourism could contribute to development of destination
needed info through different web based and crowd
technologies. Moreover, countries like other parts of the
World, Canada and Australia are already has established
the government tourism networks in the social media and
has been transforming in web platforms (Alam and
Diamah, 2012). Moreover, the role and significance of
destination management need to be categorised and
outlined for the development by the “Handbook on E-
marketing for Tourism Destinations” (‘Handbook on E-
marketing for Tourism Destinations. World Tourism
Organization UNWTQO’, 2014).

c) Operational efficiency and productivity; among the
selected categories underlined in analyses, opera-tional
efficiency and productivity was not mentioned more than
previous ones. However, because globalization tourism
businesses have been integrated with ITCs, high
qualified tools like crowdsourcing and interactive
channels are needed to maximize the efficiency and
productivity of services (Hong, 2009; Minnaert et al.,
2011). The use of new technologies could facilitate the
need of information and variety of factors that could make
further incomes for companies. Besides, the use of these
instruments could meet its (perhaps growing) obligations
to guests, suppliers, workers, shareholders, and govern-
ments, and still remain competitive or even improve its
competitiveness in the market place (Hong, 2009;
Inversini and Buhalis, 2009; Lemelin et al., 2010)

Major conclusions by previous research on

crowdsourcing and social media

In order to provide an overview of the common
conclusions, out of 50 already chosen publications on the
social media and crowdsourcing related ones, twenty-five
papers have been considered. After generalization of
conclusions, five specific categories of conclusions are
recognized as the most common among the selected
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academic articles.

Among the twenty five selected paper, four of them
indicate the importance of the crowdsourcing and social
media in the DMOs (Haugland et al., 2011; Alegre and
Garau, 2010; Bosangit et al.,, 2009; Yoo and Gretzel,
2009). Most of the authors have modified the outcomes
of social media and crowdsourcing in the performance of
the tourism services (Williams and Soutar, 2009; Isaac,
2010; Lemelin et al., 2010; Canadi et al., 2010; Xiang and
Gretzel, 2010; Kim et al., 2009; Dwyer, Edwards et al.,
2009; Tussyadiah and Fesenmaier, 2009; Wong and
Yeh, 2009; Jopp et al., 2010; Inversini and Buhalis, 2009;
Tumas and Ricci, 2009). Results of the Table 3,
demonstrates description of the major conclusions
according authors. It is obvious that “The positive impact
of social media and crowdsourcing contexts for the
performance in the tourism services” stated by most of
authors of the research. The way of the crowd sourcing
tools and social media instruments are considered as
important ones in order to push tourism services and their
promotion perspectives. Therefore, the rest of covered
authors listed positive feedbacks of user-generated
platforms, social media tools and crowd sourcing gears
toward tourism management organizations.

Conclusions and further research suggestions

The objective of this paper was to understand how
widespread the use of ICTs especially social media,
crowdsourcing and relevant ones as a tool for
deployment of tourism industry. In particular, we focused
on the case of some researches related to user-
generated channels, crowdsourcing and social media
instruments implications by analysing the strategies used
on present time. This investigation describes and
compares the existing related literature, and identifies the
major results and conclusions as an approach to better
analyse tourism innovation and technology usage
(Kietzmann et al., 2011).

The outcomes of the analysis on the crowdsourcing
and social media identified three major types of factors
on tourism sector. The result of the analysed studies
reveals that literature has emphasized more on the
greater positive impact of the user generated content on
tourism deployment’s level of the “Traveller interaction
and brand image improvement”. To keep pace with the
rising expectation of guests and to improve destination
brand image, introducing new services provided by the
new technologies are believed to be necessary.
“Information availability of destination and services” was
the second major benefit pinpointed by the selected
papers. Last but not at least, “Operational efficiency and
productivity” was the third major advantage of the
consequence (Cantoni and Xiang, 2013).

The findings could benefit researchers seeking to
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Table 2. Most cited articles among underlined ones in analysis, in Google Scholar, 2009-2013.

. . Yr %

Title Journal Cites published  total

1 Role of social media in online travel information search Tourism Management 319 2010 21

2 A review of innovation research in tourism Tourism Management 139 2010 9

3 Destlnatlc_)r_1 attachm_ent: Effects ~on customer satisfaction Tourism Management 129 2010 8
and cognitive, affective and conative loyalty

4 Destination and enterprise management for a tourism future Tourism Management 122 2009 8

5 Un(_jersta_mdlng the rel_atlons_hlps pf quality, value, equity, Tourism Management 99 2009 6
satisfaction, and behavioural intentions among golf travellers

6 Destlnatlor) br_and positions of a competitive set of near- Tourism Management 94 2009 6
home destinations

7 \I\;Ii(cejcélgémg Tourist Experiences: Access to Places via Shared Annals of Tourism Research 94 2009 6
The attractiveness and competitiveness of tourist .

8 destinations: A study of Southern Italian regions Tourism Management 93 2009 6

9 Valge, satisfaction and behavioral intentions in an adventure Annals of Tourism Research 91 2009 6
tourism context
Modelling perceived quality, visitor satisfaction and .

10 ing pe . quaity, o Tourism Management 81 2010 5
behavioural intentions at the destination level

11 A model Qf destlnatlon brgnd!ng: Integrating the concepts of Tourism Management 75 2011 5
the branding and destination image

12 Modeling . roles of subjggtlve norms and eTrus.t N rourism Management 70 2009 5
customers'acceptance of airline B2C eCommerce websites

13  Tourism and social policy: The value of social tourism Annals of Tourism Research 53 2009 3
Branding a memorable destination experience. The case of International Journal of Tourism

14 , 52 2009 3
Brand Canada Research

15 Trustin Travel- Related Consumer Genereted Media ENTER eTourism Conference 37 2009 2
Total cites over the 15 most cited 1548

Table 3. Description of main results of authors.

Authors

Major conclusions

The importance of the crowdsourcing and social
media, affiliation in the DMOs.

The positive impact of social media and
crowdsourcing contexts for the performance in
the tourism services

The positive impact of the social media and
crowdsourcing technologies to make facilitate
tourism brand of destinations

The positive impact of the crowdsourcing and
social media for the guest interaction.

Haugland et al., 2011; Alegre and Garau, 2010; Bosangit et al., 2009;
Yoo and Gretzel, 2009).

Williams and Soutar, 2009; Isaac, 2010; Lemelin, Lemelin et al., 2010;
Canadi et al., 2010; Xiang and Gretzel 2010; Kim et al., 2009; Dwyer et
al., 2009; Tussyadiah and Fesenmaier 2009; Wong and Yeh, 2009; Jopp
et al.,, 2010; Inversini and Buhalis 2009; Tumas and Ricci, 2009

Marzano and Scott, 2009; Zapata et al., 2011; Hong, 2009; Prayag and
Ryan, 2011

Lau, 2010; Minnaert, 2009; Minnaert et al., 2011; Au et al.,, 2010;
Diedrich and Garcia-Buades, 2009.

investigate in the area of the tourism industry through
open innovation and other associated tools. The findings
also serve as making imagination of the Crowdsourcing
and Social media capacity and its opportunity to discover

different services in this area of economy. It

is

recommended that a further study should be conducted
on the use of crowdsourcing and media tools in the
development of tourism board office where the need of



information is urgent. For example, a study will be
performed on Silk Road World heritage destinations that
possess rich history and potential of tourism, where the
need of Crowdsourcing is vital to collaborate with visitors
from all over the world.

Additional research paths and options could be
suggested for future research. More and more, ITB
Berlin and IPK’s World Travel Monitor, “The down-ward
trend for traditional way of tourist integration seems to
have stopped at around 20% cause of 10 % rise of online
booking channels and related internet technologies”
underlined future prospects and the importance of ICTs in
tourism sector (Freitag, 2014). The following investiga-
tions should be conducted, the importance and growth of
tourism in the world economy, together with the
peculiarities of crowdsourcing and social media in the
tourism industry, could also justify the design and
administration of an international survey to collect data
from different visitors. Secondly, there is a need to
develop a greater number of theoretical frameworks that
aim to explain the conditions under which countries could
maximize the benefits of the new way of destination
deployment in many developing countries. In that regard,
results and conclusions of previous research on this topic
should be considered (Della et al., 2013). Thirdly,
possible associations between the new technologies
adoption and innovation, as well as additional factors
other than the industry could be considered, particularly
the type of DMO strategies that are adopted by
destinations and suppliers of tourism businesses as well.

Conflict of Interests

The authors have not declared any conflict of interests.

REFERENCES

Alam SL, Diamah A (2012). Understanding user participation in
Australian Government tourism Facebook page. In ACIS 2012:
Location, location, location: Proceedings of the 23rd Australasian
Conference on Information Systems, ACIS. pp. 1-11. Retrieved from
http://dro.deakin.edu.au/view/DU:30049051

Alegre J, Garau J (2010). Tourist satisfaction and dissatisfaction. Ann.
Tourism Res. 37(1):52-73.
http://doi.org/10.1016/j.annals.2009.07.001

Au N, Law R, Buhalis D (2010). The Impact of Culture on eComplaints:
Evidence from Chinese Consumers in Hospitality Organisations. In:
D. U. Gretzel, D. R. Law, & P. M. Fuchs (Eds.), Inf. Commun.
Technol. Tourism. Springer Vienna. pp. 285-296. Retrieved from
http://link.springer.com/chapter/10.1007/978-3-211-99407-8_24

Bosangit C, McCabe S, Hibbert S (2009). What is Told in Travel Blogs?
Exploring Travel Blogs for Consumer Narrative Analysis. In: D. W.
Hopken, D. U. Gretzel, & D. R. Law (Eds.), Inf. Commun. Technol.
Tourism, Springer Vienna. pp. 61-71. Retrieved from
http://link.springer.com/chapter/10.1007/978-3-211-93971-0_6

Canadi M, Hopken W, Fuchs M (2010). Application of QR Codes in
Online Travel Distribution. In: D. U. Gretzel, D. R. Law, & P. M. Fuchs
(Eds.), Inf. Commun. Technol. Tourism Springer Vienna. pp. 137—
148. Retrieved from http://link.springer.com/chapter/10.1007/978-3-
211-99407-8_12

Bakhtishodovich et al. 37

Cantoni L, Xiang Z (2013). Information and Communication
Technologies in Tourism 2013. Berlin, Heidelberg: Springer Berlin
Heidelberg. Retrieved from http://link.springer.com/10.1007/978-3-
642-36309-2

Charlesworth A (2009). Internet marketing: a practical approach.
Routledge. Retrieved from
http://books.google.es/books?hl=en&lr=&id=b6H3dH7yQ20C&oi=fnd
&pg=PR3&dg=Charlesworth,+A.+(2009).+Internet+marketing:+A+pra
ctical+approach.+Amsterdam:+Elsevier+Butterworth-
Heinemann.&ots=0zgGK42Tpg&sig=NnWillJv8nzO7XTCkNs1YAu6
V3M

Cox C, Burgess S, Sellitto C, Buultjens J (2009). The Role of User-
Generated Content in Tourists’ Travel Planning Behavior. J. Hosp.
Mark. Manag. 18(8):743-764.
http://doi.org/10.1080/19368620903235753

Della Corte V, del Gaudio G, Lavazzi A (2013). New marketing frontiers:
crowdsourcing. Theoretical hints and empirical evidences. Atti Del
XXV Convegno Annuale Di Sinergie. Retrieved from
http://www.sinergiejournal.it/rivista/index.php/XXV/article/view/883

Diedrich A, Garcia-Buades E (2009). Local perceptions of tourism as
indicators of destination decline. Tourism Manag. 30(4):512-521.
http://doi.org/10.1016/j.tourman.2008.10.009

Dwyer L, Edwards D, Mistilis N, Roman C, Scott N (2009). Destination
and enterprise management for a tourism future. Tourism Manag.
30(1):63-74. http://doi.org/10.1016/j.tourman.2008.04.002

Freitag R (2014). Global Travel Trends 2013/14.pdf. Retrieved 13 May
2014, from http:/iwww.itb-
berlin.de/media/global/global_image/global_apps/global_edb/global_
edb_upload_2014/global_edb_events_itbk_2/edb_298655.pdf

Handbook on E-marketing for Tourism Destinations . World Tourism
Organization UNWTO. (2014). Retrieved 16 April 2014, from
http://www2.unwto.org/publication/handbook-e-marketing-tourism-
destinations-fully-revised-and-extended-version-30

Haugland SA, Ness H, Grgnseth BO, Aarstad J (2011). Development of
tourism destinations: An Integrated Multilevel Perspective. Annals of
Tourism Research, 38(1):268-290.
http://doi.org/10.1016/j.annals.2010.08.008

Hong WC (2009). Global competitiveness measurement for the tourism
sector. Current Issues in Tourism, 12(2):105-132.
http://doi.org/10.1080/13683500802596359

IFIIT, ENTER_2013_Research_Koerbitz_etal.2014).

Inversini A, Buhalis D (2009). Information Convergence in the Long Tail:
The Case of Tourism Destination Information. In: D. W. Hopken, D.
U. Gretzel, & D. R. Law (Eds.), Inf. Commun. Technol. .Tourism pp.
381-392. Springer Vienna. Retrieved from
http://link.springer.com/chapter/10.1007/978-3-211-93971-0_32

Isaac RK (2010). Alternative tourism: new forms of tourism in
Bethlehem for the Palestinian tourism industry. Current Issues in
Tourism, 13(1):21-36. http://doi.org/10.1080/13683500802495677

Jopp R, DelLacy T, Mair J (2010). Developing a framework for regional
destination adaptation to climate change. Current Issues in Tourism,
13(6):591-605. http://doi.org/10.1080/13683501003653379

Kietzmann JH, Hermkens K, McCarthy IP, Silvestre BS (2011). Social
media? Get serious! Understanding the functional building blocks of
social media. Business Horizons 54(3):241-251.
http://doi.org/10.1016/j.bushor.2011.01.005

Kim H, Kim T (Terry), Shin SW (2009). Modeling roles of subjective
norms and eTrust in customers’ acceptance of airline B2C
eCommerce websites. Tourism Manag. 30(2):266-277.
http://doi.org/10.1016/j.tourman.2008.07.001

Lau RWK (2010). Revisiting authenticity: A Social Realist Approach.
Ann. Tourism Res. 37(2):478-498.
http://doi.org/10.1016/j.annals.2009.11.002

Lemelin H, Dawson J, Stewart EJ, Maher P, Lueck M (2010). Last-
chance tourism: the boom, doom, and gloom of visiting vanishing
destinations.  Current Issues in  Tourism, 13(5):477-493.
http://doi.org/10.1080/13683500903406367

Marzano G, Scott N (2009). POWER IN DESTINATION BRANDING.
Annals of Tourism Research, 36(2):247-267.
http://doi.org/10.1016/j.annals.2009.01.004


http://dro.deakin.edu.au/view/DU:30049051
http://doi.org/10.1016/j.annals.2009.07.001
http://link.springer.com/chapter/10.1007/978-3-211-99407-8_24
http://link.springer.com/chapter/10.1007/978-3-211-93971-0_6
http://link.springer.com/chapter/10.1007/978-3-211-99407-8_12
http://link.springer.com/chapter/10.1007/978-3-211-99407-8_12
http://link.springer.com/10.1007/978-3-642-36309-2
http://link.springer.com/10.1007/978-3-642-36309-2
http://books.google.es/books?hl=en&lr=&id=b6H3dH7yQ20C&oi=fnd&pg=PR3&dq=Charlesworth,+A.+(2009).+Internet+marketing:+A+practical+approach.+Amsterdam:+Elsevier+Butterworth-Heinemann.&ots=OzgGK42Tpq&sig=NnWiIIJv8nzO7XTCkNs1YAu6V3M
http://books.google.es/books?hl=en&lr=&id=b6H3dH7yQ20C&oi=fnd&pg=PR3&dq=Charlesworth,+A.+(2009).+Internet+marketing:+A+practical+approach.+Amsterdam:+Elsevier+Butterworth-Heinemann.&ots=OzgGK42Tpq&sig=NnWiIIJv8nzO7XTCkNs1YAu6V3M
http://books.google.es/books?hl=en&lr=&id=b6H3dH7yQ20C&oi=fnd&pg=PR3&dq=Charlesworth,+A.+(2009).+Internet+marketing:+A+practical+approach.+Amsterdam:+Elsevier+Butterworth-Heinemann.&ots=OzgGK42Tpq&sig=NnWiIIJv8nzO7XTCkNs1YAu6V3M
http://books.google.es/books?hl=en&lr=&id=b6H3dH7yQ20C&oi=fnd&pg=PR3&dq=Charlesworth,+A.+(2009).+Internet+marketing:+A+practical+approach.+Amsterdam:+Elsevier+Butterworth-Heinemann.&ots=OzgGK42Tpq&sig=NnWiIIJv8nzO7XTCkNs1YAu6V3M
http://books.google.es/books?hl=en&lr=&id=b6H3dH7yQ20C&oi=fnd&pg=PR3&dq=Charlesworth,+A.+(2009).+Internet+marketing:+A+practical+approach.+Amsterdam:+Elsevier+Butterworth-Heinemann.&ots=OzgGK42Tpq&sig=NnWiIIJv8nzO7XTCkNs1YAu6V3M
http://doi.org/10.1080/19368620903235753
http://www.sinergiejournal.it/rivista/index.php/XXV/article/view/883
http://doi.org/10.1016/j.tourman.2008.10.009
http://doi.org/10.1016/j.tourman.2008.04.002
http://www.itb-berlin.de/media/global/global_image/global_apps/global_edb/global_edb_upload_2014/global_edb_events_itbk_2/edb_298655.pdf
http://www.itb-berlin.de/media/global/global_image/global_apps/global_edb/global_edb_upload_2014/global_edb_events_itbk_2/edb_298655.pdf
http://www.itb-berlin.de/media/global/global_image/global_apps/global_edb/global_edb_upload_2014/global_edb_events_itbk_2/edb_298655.pdf
http://www2.unwto.org/publication/handbook-e-marketing-tourism-destinations-fully-revised-and-extended-version-30
http://www2.unwto.org/publication/handbook-e-marketing-tourism-destinations-fully-revised-and-extended-version-30
http://doi.org/10.1016/j.annals.2010.08.008
http://doi.org/10.1080/13683500802596359
http://link.springer.com/chapter/10.1007/978-3-211-93971-0_32
http://doi.org/10.1080/13683500802495677
http://doi.org/10.1080/13683501003653379
http://doi.org/10.1016/j.bushor.2011.01.005
http://doi.org/10.1016/j.tourman.2008.07.001
http://doi.org/10.1016/j.annals.2009.11.002
http://doi.org/10.1080/13683500903406367
http://doi.org/10.1016/j.annals.2009.01.004

38 J. Hosp. Manage. Tourism

Minnaert L, Maitland R, Miller G (2009). Tourism and social policy: The
Value of Social Tourism. Annals of Tourism Research, 36(2):316-
334. http://doi.org/10.1016/j.annals.2009.01.002

Minnaert L, Maitland R, Miller G (2011). What is social tourism? Current
Issues in Tourism, 14(5):403-415.
http://doi.org/10.1080/13683500.2011.568051

Open innovation (2014, April 15). In Wikipedia, the free encyclopedia.
Retrieved from
http://en.wikipedia.org/w/index.php?title=Open_innovation&oldid=604
291472

Prayag G (2009). Tourists’ Evaluations of Destination Image,
Satisfaction, and Future Behavioral Intentions—the Case of
Mauritius. J. Travel Tourism Mark. 26(8):836-853.
http://doi.org/10.1080/10548400903358729

Prayag G, Ryan C (2011). The relationship between the ‘push’ and ‘pull’
factors of a tourist destination: the role of nationality — an analytical
qualitative research approach. Current Issues in Tourism, 14(2):121—
143. http://doi.org/10.1080/13683501003623802

Prebensen N, Skallerud K, Chen JS (2010). Tourist Motivation with Sun
and Sand Destinations: Satisfaction and the Wom-Effect. J. Travel
Tourism Mark. 27(8):858-873.
http://doi.org/10.1080/10548408.2010.527253

Social Science Edition (Summary 2012). (2014). Retrieved 15 May
2014, from http://admin-
apps.webofknowledge.com/JCR/JCR?RQ=LIST_SUMMARY_JOUR
NAL

Turner R (2013). Travel & Tourism economic impact 2013.pdf.
Retrieved 13 May 2014, from
http://www.wttc.org/site_media/uploads/downloads/world2013_1.pdf

Tumas G, Ricci F (2009). Personalized Mobile City Transport Advisory
System. In D. W. Hopken, D. U. Gretzel, & D. R. Law (Eds.),
Information and Communication Technologies in Tourism. pp. 173—
183. Springer Vienna. Retrieved from
http://link.springer.com/chapter/10.1007/978-3-211-93971-0_15

Tussyadiah IP, Fesenmaier DR (2009). Mediating Tourist Experiences:
Access to Places via Shared Videos. Ann. Tourism Res. 36(1):24-40.
http://doi.org/10.1016/j.annals.2008.10.001

UNWTO Annual Report 2013. (2014). Retrieved 24 April 2014, from
http://www2.unwto.org/publication/unwto-annual-report-2013

Williams P, Soutar GN (2009). VALUE, SATISFACTION AND
BEHAVIORAL INTENTIONS IN AN ADVENTURE TOURISM
CONTEXT. Ann. Tourism Res. 36(3):413-438.
http://doi.org/10.1016/j.annals.2009.02.002

Wong JY, Yeh C (2009). Tourist hesitation in destination decision
making. Ann. Tourism Res. 36(1):6-23.
http://doi.org/10.1016/j.annals.2008.09.005

World Tourism Barometer.pdf. (2014). Retrieved 13 May 2014, from
http://dtxtg4w60xgpw.cloudfront.net/sites/all/files/pdf/lunwto_barom14
_01_jan_excerpt.pdf

Xiang Z, Gretzel U (2010). Role of social media in online travel
information  search. Tourism Management, 31(2):179-188.
http://doi.org/10.1016/j.tourman.2009.02.016

Yoo KH, Gretzel U (2009). Comparison of Deceptive and Truthful Travel
Reviews. In D. W. Hopken, D. U. Gretzel, & D. R. Law (Eds.), Inf.
Commun. Technol. Tourism Springer Vienna. pp. 37-47. Retrieved
from http://link.springer.com/chapter/10.1007/978-3-211-93971-0_4

Zapata MJ, Hall CM, Lindo P, Vanderschaeghe M (2011). Can
community-based tourism contribute to development and poverty
alleviation? Lessons from Nicaragua. Current Issues in Tourism,
14(8):725-749. http://doi.org/10.1080/13683500.2011.559200


http://doi.org/10.1016/j.annals.2009.01.002
http://doi.org/10.1080/13683500.2011.568051
http://en.wikipedia.org/w/index.php?title=Open_innovation&oldid=604291472
http://en.wikipedia.org/w/index.php?title=Open_innovation&oldid=604291472
http://doi.org/10.1080/10548400903358729
http://doi.org/10.1080/13683501003623802
http://doi.org/10.1080/10548408.2010.527253
http://admin-apps.webofknowledge.com/JCR/JCR?RQ=LIST_SUMMARY_JOURNAL
http://admin-apps.webofknowledge.com/JCR/JCR?RQ=LIST_SUMMARY_JOURNAL
http://admin-apps.webofknowledge.com/JCR/JCR?RQ=LIST_SUMMARY_JOURNAL
http://www.wttc.org/site_media/uploads/downloads/world2013_1.pdf
http://link.springer.com/chapter/10.1007/978-3-211-93971-0_15
http://doi.org/10.1016/j.annals.2008.10.001
http://www2.unwto.org/publication/unwto-annual-report-2013
http://doi.org/10.1016/j.annals.2009.02.002
http://doi.org/10.1016/j.annals.2008.09.005
http://dtxtq4w60xqpw.cloudfront.net/sites/all/files/pdf/unwto_barom14_01_jan_excerpt.pdf
http://dtxtq4w60xqpw.cloudfront.net/sites/all/files/pdf/unwto_barom14_01_jan_excerpt.pdf
http://doi.org/10.1016/j.tourman.2009.02.016
http://link.springer.com/chapter/10.1007/978-3-211-93971-0_4
http://doi.org/10.1080/13683500.2011.559200

