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Benvenuto (Welcome) to the Learning Village in Tuscany! 
 
We would like to to welcome you to Volterra, Tuscany.  You will be immersed in a 
very historic and strategic former very important Roman City. Service industry is 
the biggest industry in the world as OECD data supports it. Global Conference on 
Services Management aims to produce research in this important industry. We 
are delighted that you are taking part in this important conversation.  
 

 
 
In addition to the outstanding presentations, wonderful networking with 
colleagues from all over the world and the unrivalled Tuscan cuisine and world 
famous wines ï take the time to walk around the historic town and visit the 
museums and see the 3,000 year old Etruscan and Roman ruins and artefacts 
found throughout our Gem - Volterra.  
 
The SIAF campus is known as the first international residential executive campus 
in Italy that provides a wide range of tailor-made learning resources and cultural 
itineraries. 
 
Since 2006 SIAF has successfully carried out different graduate and post-
graduate short-term courses involving students from all over the world, mainly: 
USA, China, and Russian Federation, recruiting a top and elite faculty. 
Idyllically situated in the Tuscan countryside offering a panoramic view of the 
sea, just a short distance from the historical hilltop town of Volterra, SIAF 
provides a congenial environment for intensive study courses, events, seminars, 
workshops and conferences. 
 



 

We welcome you to come back to our SIAF Campus with your students and to 
hold research conferences here in the future. 
 
The learning village was ideated and founded by the Scuola Superiore SanôAnna 
in Pisa, one of the top graduate Schools in Italy, in collaboration with the Saving 
Bank and the Bank Foundation of Volterra and the support of the Regional 
Government, with the aim to provide high-level education in the fields of 
management and advanced technologies, contributing to the competitiveness of 
various types of organizations. SIAFôs activities are carried out in partnership with 
local, national and international institutions and corporations. 
 
We hope you enjoy your time here, and come back often- and call our SIAF 
Campus here in Volterra, Tuscany your home.  Grazie mille. Welcome! 
 
Conference Chairs 
 
Dr. Cihan Cobanoglu, McKibbon Endowed Chair Professor, USF Sarasota-
Manatee & President of ANAHEI, Florida, USA 
Dr. Fred DeMicco, ARAMARK Endowed Chair Professor, University of 
Delaware, Delaware, USA 
Dr. Patrick J. Moreo, Dean & Professor, University of South Florida Sarasota-
Manatee, Florida, USA 
Dr. Alfonso Morvillo, Director, Institute for Research on Innovation and Services 
for Development, Napoli, Italy 
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Understanding the Nature of Motivations of Rural Tourism 
Entrepreneurs: Social, Commercial, Irrational or Mix? 

 
Ainur Kenebayeva1 and Zhang Xiaotian2 

 
1University of International Business, Kazakhstan  

 
2University of Oulu, Finland  

 
Abstract  
This paper aims to investigate business motivations of various categories of rural 
tourism entrepreneurs, particularly highlighting the differences between 
Opportunity, Necessity and Irrational entrepreneurs with a deep focus on 
commercial, social, irrational as well as mixed intrinsic motives in start-up 
initiatives.  

 
Keywords: entrepreneurial motivations, rural tourism, opportunity entrepreneurs, 
necessity entrepreneurs, irrational entrepreneurs 

 
Introduction  
Entrepreneurial motivation has not yet been sufficiently considered through the 
prism of a typology of entrepreneurs. An overview of prior research shows that 
the distinctive features of motivations of specific categories of rural entrepreneurs 
are remaining under-researched and have not been comparatively analyzed. In 
particular, this issue has not been appropriately investigated within the rural 
hospitality and tourism context. In the business and management literature the 
ñentrepreneurshipò is known as a well-studied phenomenon. Various aspects of 
an entrepreneurial process including opportunity identification (Peiris, Akoorie, & 
Sinha, 2013; Shepherd & DeTienne, 2005; Smith, Matthews & Schenkel, 2009) 
and exploitation (Ucbasaran, Westhead & Wright, 2008; Plummer, Haymie & 
Godesiabois, 2007) risk taking, information search, innovativeness (Swami & 
Porwal, 2005; Ndubisi & Iftikhar, 2012; Hjalager, 2010), motivation (Carsrud & 
Brännback, 2011; Mathews, 2008) and intention (Bird, 1988; Mazzarol et.al, 
1999; Kobia & Sikalieh, 2009; Gurel, Altinay & Daniele, 2010; Ferreira et al., 
2012) have been comprehensively discussed by a significant number of 
conceptual as well as methodological studies. A majority of research works have 
reflected monetary motivations of a commercial type of entrepreneurs that is 
widely discussed from economic, social, management and entrepreneurship 
theories perspectives.  
 
There is general agreement that the limited research attention devoted to social 
entrepreneurship motivations (Austin, Stevenson & Wei-Skillern, 2006; Yitshaki & 
Kropp, 2016), particularly with regard to the field of tourism and hospitality 
studies (Mottiar, 2016). However, there is a lack of research on how do 
motivational dimensions vary across specific typologies of rural tourism 
entrepreneurs. Therefore, in this paper we argue that opportunity entrepreneurs 
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(OE), necessity entrepreneurs (NE) and irrational entrepreneurs (IRE), identified 
by the research findings as specific categories of rural tourism providers, have 
different motivations with different dominance degrees. In this regard, this 
qualitative exploratory paper aims to answer following research questions:  

1) What are the main motivating dimensions for rural tourism and hospitality 
entrepreneurs? 

2) How the motivation of IRE differs in nature from commercial and social 
motivations? 

3)  How do motivations of OE, NE and IRE differ from each other in a 
dominance degree in social, commercial and mixed interest orientations?  

 
Methodology  
Primary data has been systematically gained through semi-structured interviews. 
Totally 25 interviews have been conducted with providers of various rural tourism 
offerings functioning in rural areas. The interviews have been conducted with 
rural tourism service providers operating in rural areas which are located in 
different regions of Kazakhstan. According to the method suggested by Altinay 
and Paraskevas analysis of the data collected by an interview took place in two 
stages as: 

1) Familiarization with the data 
2) Cording, conceptualization and ordering (Altinay & Paraskevas, 2008).  

 
Conclusion 
Generally, this study aims to contribute in several ways. First, this research 
extends existing theories on entrepreneurial motivations and fulfills a current gap 
in rural tourism and hospitality context, deeply focusing on differences between 3 
types of rural tourism entrepreneurs. Second, in this paper we have formulated 
research questions which may contribute to conceptual theory building through a 
suggested ñDominant Motivation Degreesò model.  
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Albergo Diffuso and Customers Satisfaction: A New Sustainable 
Model of Hospitality for the Italian Tourism Sector 

 
Vallone Cinzia1 and Veglio Valerio2 

 
1University of Milan-Bicocca, Italy 

 
2Bocconi University, Italy 

 
Abstract 
This research introduces an innovative model of sustainable tourism, called 
Albergo Diffuso. It is a made in Italy concept of hospitality which aims at the 
exploitation of tangible and intangible local resources, oriented to the 
revitalisation and recovery of existing heritage. This paper aim to identify which 
services improve the total quality of an Albergo Diffuso through an sentiment 
analysis of customer reviews. 102 customers reviewsô have been analysed in 
order to understand the opinion of customers in terms of servicesô satisfaction 
offered by an AD. In particular, through a manual opinion mining analysis, we 
have detected the services with positive polarity as well as with negative polarity 
promoted by an Italian AD located in the North Italy. First evidences, as shown 
by Table 1, highilight  that the concept of AD is very appreciate by tourists, 
emphasizing how this innovative model is leading a reversal of the current 
tourism business logics. In particular, on the one hand, the high quality of the 
services provide refers to ñinnovativeò services such as friendly staff, integration 
between guests and local community, cultural and artistic events, original 
management, traditional rooms, and local wine and food. Instead, on the other 
side the research identified some negative services, such as ñinadequate roomsò 
(insufficient natural light, insufficient ventilation, dampness, mostly smelly and 
small bathrooms), ñinadequate breakfastò (small room, spread-out location, and 
homemade foods), administrative problems (long check-in procedure, booking 
problems, assigned to rooms different from those booked, misleading web 
advertising, and having to pay before the stay). 
 
Table 1. Services Customers Perceptions: Sentiment Analysis 

Positive Customers 
Perception 

Percentage  Negative Customers 
Perception 

Percentage 

Friendly Staff 19,43% Inadequate Room 
Facilities 

21,05% 

Beautiful Rooms 12,57% Inadequate Breakfast 
Facilities 

10,53% 

Good Breakfast 6,86% Administrative Problems 9,21% 
Comfortable Rooms 6,29% Expensive Hotel 5,26% 
Excellent Breakfast 5,71% Small Rooms 5,26% 

Magnificent Location 5,14% Ratio Quality/Price 5,26% 
Beautiful Village 5,14% Noisy Rooms  5,26% 
Original Rooms 4,57% General Bad Smell 5,26% 

  Uncomfortable Parking 3,95% 
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Summing up, the research highlights how this new model of hospitality is leading 
to a deep change within the Italian tourism sector. Tourists look for authentic 
simple solutions far from everyday life, giving up more comfort in terms of 
facilities. For instance, peace, tradition, serenity and tranquillity are becoming the 
main drivers that characterize the desires of customers during their holiday time, 
radically changing the Italian tourism sector paradigm.  

 
Keywords: Albergo Diffuso, customer satisfaction, innovation, sentiment analysis, 
sustainability, and tourism sector  
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Abstract 
In response to the trend of regional economic integration, Taiwan launched New 
Southbound Policy, deepening cooperation with ASEAN, South Asia and 
Australasia. In the area of human resources development planning, the plan 
combined with Taiwan's new residents and their new generation, to break the 
shortage of talent bottleneck, ample the talent pool. However, the multicultural 
impact under the diverse racial labor management issues, as enterprises in the 
assignment of personnel to form a cross-border human resources management 
challenges.In this study, we plan to construct the model for overseas dispatch, 
cross-cultural training, return plan, cross-cultural adaptation and organizational 
involvement, which are ever recommended in the past, and deploy the 
information from ñthe talent platformò, òTaiwan business and information 
platformò, just built by the New Southbound Policy Sector, and refer the database 
of employment service platform of the Ministry of Labor, for statistical analysis 
through interviews and questionnaires. The research approach will refer to the 
two-step (1) measurement model (2) structural model proposed by Anderson and 
Gerbing (1988) for structural equation model analysis. By September 2017, the 
New Southbound Policy was launched for only one year, and the collection of 
analytical data was still ongoing. Based on the cross-cultural theory, this study 
will validate the effectiveness of the development of human resources under the 
policy objectives and will be used as a basis for policy assessment and provision 
of overseas dispatch. 
 
Keywords: expatriation, cross-cultural adjustment, cross-cultural training, 
repatriation, organizational involvement 
 
Introduction 
The New Southbound Policy is the initiative of Taiwan, ROC to enhance 
cooperation and exchanges with 18 countries in Southeast Asia, South Asia and 
Australasia. This Policy calls for the development of comprehensive relations 
with those countries while promoting regional exchanges and collaborations. It 
also aims to build a new model of economic development for Taiwan, reposition 
the country as an important player in Asiaôs growth and create new value going 
forward. 
 
With the advent of the era of globalization, many Taiwanese companies are 
constantly moving away to avoid high land, labor costs and labor shortages. In 
this process of internationalization, in order to avoid the loss of talents due to 
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incompatibility in the assignment process, enterprises need to provide a set of 
perfect assignment plan to provide expatriates to enable them to complete their 
duties overseas.  
 
According to the World Bank, "globalization" refers to the integration of the 
world's growing economic and social activities. While there is still much debate 
about the benefits of globalization in different countries, this trend has become 
one of the main drivers of world development. It is because of this international 
competition and cooperation has become an important challenge of 
contemporary organizations. 
 
Over the past decade, Southeast Asia and South Asian countries, the rapid 
economic development, significantly enhance the spending power, coupled with 
its active participation in the global regional economic integration and expand 
market advantages, domestic market demand is huge, has become the highlight 
of global economic growth. At present, the total GDP of the ten countries of 
ASEAN is 2.4 trillion US dollars and the population is 620 million. The GDP of the 
six countries of South Asia is 2.7 trillion dollars and the population is nearly 1.7 
billion. According to Global Insight estimates, the average annual economic 
growth rate for the next five years (2017-2021) in the 10 countries of the 
Association of Southeast Asian Nations (ASEAN) and South Asia is 4.9% and 
7.4% respectively, which is much higher than the global economic growth rate of 
3.1%. ASEAN and South Asian countries gradually produce a group of strong 
consumption of the emerging middle class, the formation of a huge business 
opportunities in the domestic market. 
 
In order to seek new direction and kinetic energy, the "New Southbound Policy" 
has reoriented Taiwan's important role in the development of Asia, and through 
extensive consultation and dialogue between countries such as ASEAN, South 
Asia and Australasia, we hope to establish close cooperation and create regional 
development and prosperity. Therefore, with the development of human 
resources, we will strengthen the exchanges and cooperation with the ASEAN 
and the South Asian countries in education and industry, and combine the 
manpower of Taiwan's new residents and the second generation in Taiwan to 
enhance the complementarity and cooperation of bilateral human resources. 
 
The key to the success of the "New Southbound Policy" is to break through the 
bottleneck of the new southward talent shortage, the future from the full short-
term talent and cultivate long-term talent two-pronged approach, abundant new 
south to the talent pool. At present, there are about 590,000 blue-collar laborers 
in Taiwan and 150,000 foreign spouses. If they are properly used, they will be the 
key to operating the new southward market. As a link to the "new southward 
policy", The second generation became the new south seed. (Excerpt from the 
"New South Policy Reference", Office of Economic and Trade Negotiations, 
105/12/28) 
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Research Purposes  
When the transnational labor force is moved in different cultures, living habits 
and working environment, cross-cultural adaptation and cross-cultural training 
are the basis for the success of the task. This involves the development of 
human resources for adult learning and organizational learning. A complete 
selection, training, training, and even extension to the process of resignation or 
resignation is an important issue for the organization and an important factor in 
maintaining the success or failure of the policy. 
 
The " New Southbound Policy"" was launched on September 5, 2016, and the 
work was carried out as follows: 
1. Training young people in the new southward country with "Taiwan 
experience", "technical implementation" and "Chinese communication" ability, 
and through the organization to strengthen the contact, the formation of my 
backbone. 
2. To cultivate the domestic youth with "economic management", "cultural 
understanding" and "Eastern Conference language" ability to strengthen the 
understanding of the new south to the country and understanding. 
3. To assist Taiwan businessmen to train domestic cadres, to enhance the new 
south to the enterprise human resources, the development of important 
industries and enhance competitiveness. 
4. To make use of foreign labor and overseas students, to cultivate the talents 
required for Taiwan's industry, and to stationed in Taiwanese enterprises in 
Southeast Asia. 
5. To encourage the promotion and participation of new residents in Southeast 
Asia, to promote the cultural exchanges between the whole people and the new 
residents of Southeast Asia, and to the friendly and social capital of the new 
countries. 
 
In the case of cross-cultural adaptation and training, it is necessary to discuss the 
interculturalization of the personnel in the home country, Training, return 
planning, organizational input and other aspects of the effectiveness and 
differences, through specific data observation and records, as a comparative 
analysis of the policy assessment and reference. 
 
This study aims to understand the intercultural adaptation and organization of 
overseas dispatch and assignment of selected industries through the way of 
literature review. Secondly, the cross-cultural training and return plan of overseas 
dispatch personnel is analyzed and analyzed to discuss the changes in the 
adaptability of overseas dispatchers in the landlord countries, and further 
understand the influencing factors of the overseas dispatched personnel and 
compare the differences among the different overseas sending countries. It is 
expected that through the empirical study, the effectiveness of the development 
of human resources in the new southward policy will be verified and the 
reference for overseas dispatch activities will be provided. For the analysis of the 
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results of the implementation of the "new southward policy" countries and 
regions, it is expected that the following objectives will be met: 
(i) understand the actual situation of obstacles and setbacks encountered in 
policy implementation. 
(ii) to understand the actual situation of the support system for target personnel 
adaptation and training. 
 
To further understand its impact on the overseas dispatch staff organizational 
involvement, and compare the difference between the sending countries and the 
factors. we hope that through empirical research to provide domestic enterprises 
to overseas dispatch activities based on the principles and guidelines. 
 
Literature Review 
We discuss the intercultural adaptation, cross-cultural training, return plan, 
organizational input and the relationship among overseas dispatchers, as the 
reference for the analysis. 
 
Cross-cultural Adjustment  
Labor migration is a worldwide wave of labor migration due to the need for labor 
and production, coupled with the exchange of information and control of 
technological revolution, to change the global distribution of labor, causing new 
international migration (Cai Mingtian et al., 1998). The main motivation for 
international labor movement is to achieve better economic benefits and to 
pursue better job opportunities and higher job benefits. 
 
The transnational labor force is placed in a strange environment that is familiar to 
the usual, customary environment, because of fear of violating taboo or behavior 
does not meet the local culture and anxiety, sensitive or psychological 
discomfort, Oberg (1960) called this phenomenon "cultural shock (Cultural 
shock), the process of adjusting the cultural impact of this different cultural 
context is "cross-cultural adjustment" (Cai Mingtian et al., 1998). 
 
Cui et al. (1992) proposed multidimensional aspects of cross-cultural adaptability, 
including: personal background characteristics (patience, flexibility, 
inclusiveness, emotional intercourse), interpersonal skills (build relationships, 
maintain relationships, active conversations, language skills) (The ability to 
understand the degree of policy, the degree of economic understanding, the 
expression of hope, the appropriate behavior), management ability (motivation, 
home country's success, creativity), cultural identity (previous experience, 
cultural attention, work style tolerance The factors of injustice). 
 
In the study of cross-cultural adaptation, the most commonly cited is the U-curve 
Theory of Adjustment proposed by Lysgaard in 1995, which is a measure of the 
overall adaptation of foreign workers at different dwellings basis. Black & 
Mendenhall (1991) divides into four stages: honeymoon, disillusionment, or 
cultural shock, adjustment, and familiarity. 
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Aycan (1997) defines cross-cultural adaptation as a degree of adaptation 
between a foreigner and a new environment, work or non-work, including 
psychological adaptation, socio-cultural adaptation, and job adaptation. This 
degree of adaptation will vary significantly as the conflict and pressure diminish 
and the efficiency increases. 
 
Companies expect better staff to have a good level of adaptation, or even higher 
organizational input and a high degree of performance, the enterprise should be 
regarded as the same as in the parent company services to the same treatment; 
pressure. The enterprise should also take into account the appropriateness of the 
family members of the dispatched personnel (Harris, 1989; Harvey, 1989). 
 
Cross-Cultural Training (CCT) 
With the international task and the increasingly popular cultural environment, 
international capacity has become the impact of organizational service quality 
and sustainable development is an important key. As a result of the 
intensification of international interaction and competition, since 1992, the 
Organization for Economic Co-operation and Development (OECD) has 
launched a study on "Core competency selection and definition", combined with 
professionals from different countries to explore the international environment, 
Citizens need those abilities to build a successful personal life and contribute to 
society. 
 
(Rychen & Salganik 2003), including the use of interacting with different tools, the 
act of autonomy, and the heterogeneity of the heterogeneity of the population. 
Interactive ability (interact in heterogeneous groups). Among them, "the ability to 
interact in heterogeneous groups" means that in an increasingly international and 
diverse society, with people from different cultural backgrounds and cooperation. 
In the face of such needs of the organization, the training of international talent 
training has also been paid more and more attention. 
 
In practice, cross-cultural training is seen as an important way to develop 
international competencies (John & Jean, 2011) and can be applied to foreign 
workers and international workers. Training is generally divided into two ways: 
"cultural general" (cultural general) and "cultural specific" (cultural) (Zakaria, 
2000). The so-called "general" training emphasizes the promotion of participants' 
awareness and awareness of culture, as well as the overall promotion of cultural 
sensitivity. The "culture-specific" approach is to lock in a specific culture and help 
international people understand the knowledge, language and behavior of the 
country (or the culture of the culture) that they want to visit. 
 
Both have strengths in the application. In the multicultural work environment, the 
general culture is the most commonly used to cultivate the overall cultural 
awareness and awareness of international personnel. On the other hand, when 
targeting an international task for a particular culture, cultural specific approaches 
are used. In addition to the training path, international competency training is 
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usually divided into five types of practice (Littrell, et al., 2006): (a) language 
training (two training) (didactic training) (three ) Cultural awareness training (iv) 
attribution training (v) behavioral training (behavior modification training) (6) 
interactive training (interaction training) (7) experiential training (experiential 
training). Among them, interactive training can be shared with colleagues who 
have similar work experience, sharing of practical experience, to achieve the 
purpose of knowledge transfer. The experiential training emphasizes "doing 
secondary school", commonly used methods include situational simulation and 
role play, case studies, and field visits, interactive internships, etc., through the 
creation of experience and learning. 
 
Cross-cultural training is the most important part of foreign training, with the aim 
of reducing the "cultural impact" brought overseas, and many literatures have 
found that cross-cultural training for cross-cultural skills development, cross-
cultural adaptation, cross-cultural work performance Has a positive impact 
(Harrison, 1994); the study points out that pre-school training has a positive 
impact on organizational commitment (Gregersen and Black, 1992). 
 
The Relationship Between Cross-cultural Adjustment and Cross-cultural 
Training 
Cross-cultural adaptation is generally defined as the process of personal 
adaptation to foreign cultural life and work. It is the degree of psychological 
comfort and familiarity with the new culture (Black et al, 1991). According to 
Black (1988), there are three aspects of assignment: (a) job adjustment, 
including supervision, accountability and performance (b) relationship 
adjustment, including interaction with the host country members and 
communities (c) general adjustment, including living abroad conditions of.  
 
The purpose of cross-cultural training is to educate a cultural member to interact 
effectively with members of another culture and to adapt quickly to new positions 
(Waxin & Panaccio, 2005). Brislin (1979) points out that the three techniques that 
can be used for cross-cultural training are cognition, emotion and behavior. The 
cognitive approach corresponds to the dissemination of information and the use 
of non-participatory proceedings in foreign cultural environments (Waxin & 
Panaccio, 2005). The purpose of emotional means is to stimulate personal 
reactions, so students can learn to deal with key cultural events and the culture 
associated with him. The behavioral approach focuses on improving the trainee's 
ability to adapt to the host country's communication and establishing a positive 
relationship with another cultural member. 
 
Gertsen (1990) argues that cross-cultural training can be divided into two broad 
categories: (1) conventional training, where information is transmitted through 
one-way communication, just as universities, communicated by universities and 
management development centers (2) experimental training, Simulate real life, 
so that students participate in the practice of the situation. Gertsen identified two 
other possible training directions, focusing on cultural concepts, aimed at 
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improving participants' awareness of cultural ideas, or focusing on a specific 
special culture designed to make students more specialized in their culture. 
Gertsen argues that the two dimensions reveal four types of training, as shown in 
Figure 1. 
 
The Return Plan (Repatriation) 

Figure 1: The Return Plan 
 
The gap between the expectations of the dispatched personnel and the actual 
treatment after their return is worthy of the importance of human resource 
management. Many studies divide the program into four parts: 
(1) career planning and development (Career planning and development) 
The development of personal long-term potential should be the goal pursued by 
multinational companies. If overseas missions can be a process of career 
development, senders will increase satisfaction, commitment and input 
(Naumann, 1992). 
(2) Pre-return preparation and training (Pre-return preparing and training) 
(Harvey, 1989); training before the completion of a foreign mission, representing 
the company's dependability, which benefits the employee's commitment to the 
organization's commitment to the organization's commitment to the organization 
(Gregersen and Black, 1996). 
(3) task assignment and performance evaluation (Reassignment and 
performance appraisal) 
Whether multinational companies can pay attention to the performance of foreign 
dispatch, and for the return of staff eager planning and select the appropriate 
work tasks, rather than a completely unrelated to the experience of foreign 
affairs, then it can enhance the organization's commitment to send outsiders 
(Gregersen and Black , 1996). 
(4) salary compensation (Financial compensation) 
After the return of personnel, the loss of the allowance granted by the foreigners, 
suddenly pressure on the standard of living; the parent company should give 
appropriate assistance to reduce the financial pressure after the return of 
foreigners (Tung, 1998). Can give more pay after the return, send the staff for the 
parent company to show more organizational commitment (Gregersen, 1992). 
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Organizational Involvement 
Organizational input research is the focus of organizational behavior, 
organizational input should be one of the goals pursued by the organization. 
Organizational investment refers to a degree of willingness to contribute to a 
considerable degree of contribution to the organization (Ferris & Aranya, 1983); 
AlKahtani (2000) argues that employees who are willing to invest in additional 
efforts for organizational success are a High level of staff. 
 
Employees of the company's organization into a high level, you can clearly reflect 
the staff's centripetal force on the company. There is a positive relationship 
between the salaries of the pay satisfaction and the organizational structure. 
Where work input refers to the psychological recognition of the work, and job 
performance as a reflection of personal values. Work input is affected by two 
factors: one is personal characteristics, personal characteristics, including 
demographic variables and personality traits; demographic variables are age, 
gender, marital status, age or education level. Second, work input, will be 
affected by the personal working environment. Job situational factors include 
leadership style, organizational climate, or job characteristics (Robinowitz & Hall, 
1977). 
 
Work input is not only caused by individual traits or work situations alone, but the 
result of the interaction between the two. The main causes of work input are: job 
characteristics (autonomy, skill diversity, task orientation, importance, etc.), 
management behavior (care, participation), individual differences (intrinsic 
motivation) (Leigh & Brown, 1996). 
 
The empirical study found that the company was able to provide training on 
"business knowledge" for the dispatched staff, "career planning and 
development" in the assignment plan, and to provide sufficient salary and 
benefits for their cross Cultural adaptation and investment in the organization will 
be quite helpful. Therefore, it is necessary for the organization to maintain the 
success of the localization and internationalization of the competition, hiring or 
retaining a considerable degree of investment to the organization, after all, keep 
a low sense of the organization of employees, Is also a considerable burden to 
the organization (AlKahtani, 2000). 
 
Cross Cultural Management 
In the context of globalization, international talent is divided into overseas 
dispatched personnel, as well as international affairs workers. As the workplace 
and the nature of the two different, send foreign personnel and domestic 
international affairs staff also have different needs. Practically, it was found that 
the cultural impact of the dispatched personnel was more obvious than that of the 
foreigners, and there was a need for re-adaptation in terms of life and work. 
Therefore, there was a clear purpose and motivation for the training. In contrast, 
domestic and international affairs staff, because of their own culture, for the 
cultural impact and adaptation feelings are not as urgent as sending people. 
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According to adult learning theory, if the training can not be directly linked to the 
needs of adult learners work or life, often can not produce enough learning 
motivation. Due to the differences in the international human nature of both 
(foreign and domestic), it is necessary to achieve the actual training results 
according to the content of the work, the use of different curriculum structures 
and the work needs of the trainees. 
 
In addition, it is also important to establish a supportive organizational system 
and related measures. According to the training transfer theory, the key factor 
that can not produce substantial change is often "lack of supportive working 
environment". If there is no systematic support (including the higher units, directly 
under the competent, cooperation departments), back to their jobs, often return 
to the old mode of work. Therefore, if you want international training to play a real 
effect, the organization should be the systematic development of global thinking. 
Because the training of international competencies involves cognitive and 
attitudinal, behavioral learning and transformation. 
 
In the process of globalization, the culture of the country where the overseas 
company is located is managed in an inclusive manner, and it can overcome the 
conflict of any heterogeneous culture in cross-cultural conditions, so as to create 
a unique culture of the enterprise and thus form an effective management 
process. The purpose of this paper is to design a practical organizational 
structure and management mechanism in different forms of cultural atmosphere 
and to find business goals that transcend cultural conflicts in the process of 
management so as to maintain the common code of conduct of employees with 
different cultural backgrounds so as to maximize the Control and use the 
potential and value of the organization. 
 
Research Design and Methodology 
New South policy to start, a year of personnel exchanges and nurturing (human 
resources development) and other objectives of the implementation of the 
situation as follows: 
1. Talent training: (1) integration and expansion of scholarships to attract 
overseas students (2) to encourage overseas study and the South Asia (3) to 
build the platform, the implementation of Taiwan link. 
2. subsidy internship program (3) to absorb senior foreign technical staff (4) to 
build Taiwan business and talent platform for information. (1) to apply for industry 
cooperation, technical training courses (2) 
3. New Residents cultivation: the second generation of new residents of the 
"Southeast Asian language and industry learning" to provide internship 
opportunities; subsidies with the East Asian or South Asian countries language 
expertise of the new second generation, to assist the work of media and so on. 
This study is based on the study of the overseas dispatch of the past literature, 
the cross-cultural training, the return plan, the cross-cultural adaptability, and the 
organizational input. The Correlation and Difference of Facets. Will refer to 
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Anderson and Gerbing (1988) proposed two-stage (two-step) structural equation 
model analysis: 
Cronbach's Ŭ reliability analysis and confirmatory factor analysis (CFA) were 
used to understand the reliability, convergence validity and discriminant validity 
of each facet, and the measurement the model. 
(2) Phase II reduces the number of questionnaires into a few or a single 
measure, and then uses the structural equation model to analyze the hypothesis 
of the study, that is, the structural model. 
This study proposes the following research proposition, and according to the 
above proposition, set the research hypothesis: 
H-1: Does the intercultural training of dispatched personnel have a significant 
impact on their cross-cultural adaptation? 
H-2: Is there any significant impact on the degree of cross-cultural adaptation of 
the staffing program? 
H-3: Does the intercultural training of dispatched personnel have a significant 
impact on their organizational input? 
H-4: Is there any significant impact on the organization's investment in the 
staffing program? 
H-5: Does the intercultural adaptation of dispatched personnel have a significant 
impact on their organizational input? 
H-6: Are there any significant differences in human resource activities, cross-
cultural adaptation, and organizational input from foreigners from different 
landlords? 
 
Discussion 
Cross-cultural training has a significant impact on cross-cultural adaptation and 
organizational involvement, however, the idea of the importance of cross-cultural 
training is the same whether it is sent to any country; and in the case of business 
knowledge Training "is the most influential in cross-cultural training for those 
stationed in the Asia. 
 
All the factors of the return plan have a significant impact on cross-cultural 
adaptation and organizational input, and the return plan as a whole also has a 
significant impact on cross-cultural adaptation and organizational input. Among 
them, "career planning and development" factors, for cross-cultural adaptation 
and organizational input has an important impact, especially for the assignment 
to the mainland to send personnel; and "task assignment and performance 
evaluation" factors for cross-cultural adaptation Also has a significant impact. 
However, there is no significant difference between the returnees of the different 
landlords, so that, regardless of where the dispatched personnel are assigned, 
the emphasis on the personal career development and value of the future return 
Non-material acquisition or training. 
 
In this study, cross-cultural adaptation is a very important factor for organizational 
input. Therefore, this study suggests that the parent company should pay special 
attention to the cross-cultural situation of the dispatched personnel. In particular, 
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the return plan is an important key factor for cross-cultural adaptation, so as long 
as the parent company can promise to give the dispatched staff, one day after 
they return to the country can have an appropriate and perfect return 
arrangements  
 
During the relatively easy to have a better adaptation, but also the natural will 
have a higher degree of investment in the organization; As for the details of the 
details of the program, send people are not so concerned about what time point 
to inform. As a result, the parent company should give a sense of trust to the 
dispatched personnel, that is, to let the foreigners believe that the parent 
company is "a word out, Sima difficult to recover", and let them believe that the 
parent company's high-level for this group of personnel Is quite concerned about. 
 
As a result of the start of the new southward policy so far (106) in August, the 
analysis of the information has yet to be carried out and supplemented. Public 
policy effectiveness assessment to take a certain period of time for the benefit of 
observation and verification, will use the new south of the policy sector has been 
building the platform and business platform for Taiwan business and information 
platform, refer to the economic and trade units of foreign investment enterprise 
business directory information-based The sample of the study of the mother, 
select the new south to the country as a research object, the issue of 
questionnaires, according to the actual number of investment for the proportion 
of sampling by the Ministry of Labor employment service platform, the selection 
of employment opportunities development staff (Ministry of Labor Development 
of the functional benchmark, code BHR3333- 006), through interviews and 
questionnaires to collect data for statistical data, analysis and comparison. 
 
The new southward policy is full for one year. In this study, the survey data will 
be cross-sectional, and only a certain point of time is collected. Therefore, the 
impact of the performance of time evolution must still be considered. The 
longitudinal profile of the longitudinal profile, and the use of transnational 
surveys, for more in-depth and clear inference. In order to further understand the 
real cause and effect before and after the change between the inference. 
 
The literature confirms that cross-cultural training has a significant impact on 
cross-cultural adaptation and organizational input, however, regardless of 
whether the idea of sending more than one country to the importance of cross-
cultural training is the same; Training in business knowledge "has the greatest 
impact on cross-cultural adaptation in the context of cross-cultural training. 
 
All the factors of the return plan have a significant impact on cross-cultural 
adaptation and organizational input. Among them, "career planning and 
development" factors, whether it is assigned to the dispatched personnel, it is 
important to the future after the return of personal career development and value, 
rather than the real access or training. In addition, the time point for the return 
plan is an important factor in the assignment plan and should be spent on the 
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design of the details of the return plan. All the facets in the research structure 
have a direct or indirect effect on cross-cultural adaptation. The better the cross-
cultural adaptation, the higher the organizational input will be. 
 
In this study, we use the questionnaire to collect the empirical data, which should 
be used as a reference for the future research and management of the 
researcher and the operator. However, it involves the upstream, middle and 
lower reaches of the industry. In the equation model, if the sample object 
involves multiple samples, such as different types of employees, different levels, 
different groups, may have to do the identity of the detection. 
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Abstract 
In this era, change is one of the crucial things in the organizations which will 
affect all organizations and managers activities. In particular, many Small and 
Medium Enterprises (SMEs) are implementing innovation development in order 
to improve their position. A sustainable competitive advantage is generally 
measured as a critical factor in improving economic security of a country and 
value of life of its citizens. The importance on innovations has been recognized 
as a central trend in modern economies, and innovations and creativity are 
already accepted as principal drivers of economic growth, productivity and living 
standards. In academic view, the topic of innovations has been one of the most 
interesting topics to discuss during the last decade. Minangkabau culture in West 
Sumatra, Indonesia, encourages people to create unique products that can be 
offered as regional superior products. The potential of creative industry can be 
seen from the variety of opportunities that build up. One of the factors that 
influence of the development on creative industry is the increasing number of 
middle class in Indonesia. This kind of society can be possible as prospective 
consumers of creative products. In addition, socio-cultural diversity such as 
entrepreneurial orientation and natural resources especially culture of Indonesia 
can inspire creative industries to continue to innovate and after that can lead 
them to improve their performance. The aim of this article is to identify the effect 
of entrepreneurial orientation and organizational culture on organizational 
innovation and organizational performance among Small and Medium 
Enterprises (SMEs) on creative industry in West Sumatra, Indonesia. The 
research method was quantitative analysis using SmartPLS. Data are obtained 
using questionnaires that distributed by purposive sampling technique method. 
The sample consists of 183 SMEsô owners of creative industry that produce and 
trade the products directly to the customers. The findings showed that 
entrepreneurial orientation and organizational culture have significant effect on 
organizational innovation; and entrepreneurial orientation and organizational 
culture have significant effect to organizational performance. Even though 
previous study showed there is significant effect of organizational innovation to 
organizational performance, but in this study was not accepted. Lastly, the result 
found that the organizational innovation has partial mediation influence between 
entrepreneurial orientation and organizational performance. 

 
Keywords: small and medium enterprises (SMEs), creative industry, 
entrepreneurial orientation, organizational culture, organizational innovation, 
organizational performance 
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Introduction 
SMEs play an important role in any country, which contribute to economic 
development, employment and reduction of poverty (Ayyagari et al., 2007). 
These are some reasons why SMEs are measured as an instrument of growth, 
especially in the developing countries. One of the reasons includes the support of 
entrepreneurship and innovation activities which enhance competition and 
productivity growth. SMEs are more creative due to more flexible and can adapt 
to the changes in the market. Moreover, they contribute mostly to employment 
growth, although both, the rate of establishment and failure of SMEs are high 
(Tambunan, 2007). Innovation activities are about initiating new ways for 
administration, products, services, production, marketing, technology and which 
are difficult to replicate (Konsti-Laakso et al., 2012). 
 
Indonesia has been recognized as one of the most excites and fast-growing 
emerging economies (Britishcouncil, 2017). Indonesia is consists of over 13,000 
islands and hundreds of diverse ethnics and languages; this cultural heritage and 
diversity alongside a huge domestic market (240 million) can lead to giving some 
opportunities for the creative industries to develop. Despite the Indonesian 
government has supported the development of creative industry but still many 
problems faced by creative industry entrepreneurs in West Sumatra. West 
Sumatra is one of a province in Indonesia practically developing creative 
industries. Fashion and culinary are still dominated and become the icon of 
creative industry in the province.  
 
The dominant role of the government in developing this sector is expected to 
motivate SMEôs owners and leaders to improve their business performance. 
Because this research focuses on the SME of creative industry, the sensitivity of 
innovation becomes higher. Nevertheless, the preliminary survey results of this 
study indicate that SMEs in West Sumatera in general are still less innovative, 
thus, competitiveness tends to be low at the national level. The limitation of 
innovation is caused by the lack of entrepreneurs' ability to develop products and 
technologies, such as marketed products that tend to be monotonous (not varied) 
and the number of handicraft products that emulate competitors. In addition, the 
lack of training conducted on employees affects the ability of employees to 
modify the product is also limited.  
 
Regarding the organizational culture, employees who have not been able to 
understand what they have to accomplish, generally still depend on the desire of 
the owner or the leader of the company. This resulted in the creativity of 
employees to be hampered, which in the end the company's mission ahead also 
becomes unclear. The results of research in several countries show the 
importance of business development based on innovation. Mc.Adam et al. (2010) 
finds companies both small and large to enter the global market requiring 
innovation and innovation implementation to be influenced by products and 
processes, knowledge and information, while products and processes will be 
influenced by innovation leadership, people and culture. 
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Furthermore, the development of creative industries in West Sumatra is also 
influenced by the character and culture of the Minang people that prefer to be 
self-employed (become an entrepreneur) rather than work for other 
(sumbar.antaranews.com, 2017). In line with this phenomenon, Semiarty and 
Fanany (2017) have investigated the role of Minangkabau local culture which has 
remained strong in the traditional model of leadership in the local community. 
Related to the concept of organizational culture, there are still many opinions 
from SMEôs owners who think that if the business they do is enough to meet their 
daily needs, so no longer need to do innovative efforts and lead to improved 
company performance.  
 
The desire to make fundamental changes related to the management system is 
also low, such as the making of financial statements manually is still entrenched 
among SMEs of West Sumatra. In fact, according to the preliminary survey in 
2016, the management of less professional companies has an impact on 
organizational innovation and performance. Hence, the novelty of this research 
addressed on the SMEs culture and innovation has not been rigorously studied in 
Indonesia. In spite of the increasing understanding of the need of innovation 
activities within SMEs, few types of research have examined its effectiveness to 
strengthen organizational performance. To fill this gap, the research aims to 
explore and understand the impact of organizational culture and entrepreneurial 
orientation to organizational innovation and organizational performance in SMEs.  
 
Literature Review 
 
Entrepreneurial Orientation 
In the previous study, different researchers have defined entrepreneurship in 
various ways, but all of them have a similar meaning. According to Hashi and 
Krasniqi (2010), an entrepreneur is a person who creates a business, they 
described entrepreneur as a person who initiates innovation, new products, new 
processes, and discovers a new market. Entrepreneurship is explained in terms 
of creativity, innovation, risk-taking, flexibility, and growth. It is similar to the study 
of Morris et al. (2008), the study found that the most common themes of 
entrepreneurship include: the creation of enterprise, wealth, change, innovation, 
employment, growth, and value. 
 
This explanation does not only for the kind of organizations in which 
entrepreneurial activities may appear. Indeed, entrepreneurial behavior is not 
only possible in new firms, but also in firms regardless of their age and size 
(Kraus et al. 2011). The entrepreneurial activities of existing and established 
organizations have been described as corporate entrepreneurship (Zahra 1993), 
entrepreneurial orientation (Wiklund 1999), or intrapreneurship (Antoncic and 
Hisrich, 2001). Nowadays, researchers defined the entrepreneurial activities of 
an established firm will be referred to as its Entrepreneurial Orientation. 
Entrepreneurial orientation relates to behaviours, practices, the decision-making 
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styles, and processes that effect the organizations to entry into markets with new 
or existing products or services (Wiklund & Shepherd 2003; Walter et al. 2006). 
 
According to Wiklund (1999), previous study showed that entrepreneurial 
orientation has three dimensions: innovativeness, proactiveness and risk-taking. 
The entrepreneurial orientation dimension of innovativeness is about practicing 
and providing support to innovation, creative processes and the improvement of 
new ideas through experimentation (Lumpkin and Dess 1996). The second 
dimension is proactiveness. Proactiveness refers to processes, how we seek and 
get the opportunities which may not be really connected to our present 
organizational operations. It is also related with the introduction of new products 
and brands, and how to remove the products that in mature and declining stages 
of life cycles (Venkatraman, 1989). This dimension concerns the significance of 
initiative in the entrepreneurship. An organization can create a competitive 
improvement by predicting changes in the future demand (Lumpkin and Dess, 
1996) and be an active participant in shaping their own environment (Kraus et al., 
2011).  
 
The third dimension, risk-taking, is used to explain the uncertainty that follows the 
entrepreneurial behavior. Entrepreneurial behavior involves how to provide a 
significant proportion of resources to achieve the goals of the projects. The focus 
is on moderate and calculated risk-taking as a replacement for extreme and 
uncontrolled risk-taking behavior (Morris et al. 2008) but the importance of the 
risk-taking dimension is that it learns about how the organizations can absorb of 
uncertainty and how to manage it. 
 
Organizational Culture 
Uttal (1983) defined organizational culture as a system of what is important 
(shared values) and how things work (beliefs) that interrelate with a people in 
organization, the structure of organizations and control systems to produce 
behavioural norms in organizations. In addition, Sun (2008) describes 
organizational culture as the set of theory of important values, beliefs, and 
understandings that all the organization elements share in common, which 
accommodate managers to create decision and organize activities of the 
organization. Brown (1998) explained organizational culture as the pattern of 
beliefs, values and learned ways of dealing with an experience that has 
developed based on an organization's history, and which tend to be practiced in 
activities and in the behaviors of its members. 
 
Hofstede (1997) said that culture affects how people behave and to think, so, it is 
important to recognize culture within an organization; whereas Grieves (2000) 
strongly supported that organizational development can encourage humanistic 
values. Deal and Kennedy (1982) mentioned that organization development 
should be matched with organizational culture effectively, with the purpose of 
making people work efficiently. Martins and Terblanche (2003) showed there are 
two perspectives when we want to describe the role of organizational culture in 
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an organization, the functions of organizational culture and the influence that 
organizational culture. 
 
A founder of literature on organizational culture, Hofstede, proposes a four model 
approach to explained organizational culture (Hofstede, 1997). First is culture as 
a learned entity. In this model, Hofstede explained organizational culture as a 
thing developed by the people of the organization, and then it will be able to 
transfer to new people of the organizations. Second is culture as a belief system. 
Hofsted described organizational culture is viewed as the traditions of beliefs and 
values sharing by the people in the organizations, which gives the understanding 
of an institution meaning, and offered them with the regulations of behavior in 
their organization (Davis, 1984; Sun, 2008). On the other words, organizational 
culture is viewed as a basic perspective to belief. The third is culture as a 
strategy. Bate (2010) argued that culture is a strategic phenomenon and strategy 
is a cultural phenomenon. According to that, strategy formulation can be viewed 
as a cultural activity and cultural stands should be presented as strategic 
decisions (Sun, 2008, Hofstede, 1980). Fourth is culture as mental programming: 
Hofstede (1980) argues that organizational culture is described as the collective 
programming of the mind, which decides the members of one category of people 
from another. Standing on Hofstede's argument, Brown (1988) proposes that 
values form the foundation of culture, and are intimately related to moral and 
ethical codes, thus defining ñlikeò and ñdislikesò for people in an organization. 
 
Organizational Innovation 
According to Hashi and Krasniqi (2010), entrepreneurship defined five types of 
innovation, such as creating organizational changes by developing new products, 
or changes in the existing one; finding new methods to reduce costs; budding 
organizational innovations; identifying a role for market; and increasing 
productivity. North and Smallbone (2000) emphasized that innovation means 
new developments that are done within an industry, or new changes within a 
firm, regardless whether they exist within other firms of the same industry. Porter 
(1990) defined innovation as an attempt to create competitive advantage by 
perceiving or discovering new and better ways of competing in an industry and 
bringing them to market (Rexhepi, 2014). 
 
There was a belief that the core source of innovation is large enterprises during 
the early post-war period. The increase of organizational size leads to higher 
innovation capabilities. Nevertheless, many studies have explained that SMEs 
are the major contributors in innovation activities (Kalantaridis and Pheby, 1999). 
Previous studies did not analyze the degree of innovation performed within a 
product. As long as a new product was introduced, it was considered an 
innovation. Nevertheless, the latest research differentiates product innovation by 
implementing incremental or radical changes (Salavou & Lioukas, 2003).  
 
Some literatures have concluded that internal characteristics are essential on 
achieving high organizational performance through innovation. It depends 
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whether the organization builds up a radical or incremental innovation, for which 
different strategies and structures are needed. According to Pullen et al., (2009), 
the internal characteristics, which involve strategy, process and organization, 
play a significant role to make decision on the development of innovation types. 
Conventional strategy is focused more on incremental innovation through 
development or improvement of existing products and services, while technology 
strategy encourages radical innovation by focusing on emerging trend.  
 
An additional internal characteristic of SMEs consist of process made up of 
formalization and marketing-R&D integration. A formal process is needed when 
creating incremental innovation, while less formalized process is used for radical 
product innovation. Another internal characteristic is organization, which 
comprises climate, culture and team structure. The organizational climate is 
related to organizational regulations, practices and procedures, and to the 
employeesô attitudes, such as trust, conflict, rewards equity and resistance to 
change. Organizational culture has to do with the beliefs and values rooted in the 
organization, by inheriting innovation within employees.  
 
Moreover, team structure means the cross-functional teams, composed of 
individuals with various skills and capabilities. It can be completed that 
incremental innovation involved an entrepreneurial climate, hierarchical culture, 
and a lightweight team structure, while radical innovation is achieved when there 
is entrepreneurial climate with adhocracy culture and autonomous team structure 
(Pullen et al., 2009). Additionally, Mahemba and Bruijn (2003) showed the 
organization can either produce or adopt innovations based on the internal 
abilities and strategic orientation. 
 
Organizational Performance 
Growth is considered as an indicator of organizational performance and it is 
associated with the achievement of financial goals. The turnover of the firm is the 
most frequent measure of growth, which addresses taxation concerns, whereas 
the number of employees is another measure of growth, which addresses the job 
concerns. There is interconnection between these two growth indicators within 
the context of SMEs, and they are used due to their visibility and simplicity to 
obtain within organizations (Fadahunsi, 2012). There are many definitions of 
SMEs from different authors; however, the common criteria include the number 
of employees, sales and investment level. Most sources categorize SMEs based 
on the number of employees, which comprise those that have no more than 250 
employees (Ayyagari et al., 2007). 
 
Over the years, there have been many theories of organizational performance in 
the strategic management literature. Two significant aspects of organizational 
performance perspectives in strategic management are the constituencies for 
whom the organization performs, and the dimensions which should be 
calculated. Fadahunsi (2012) categorized three factors that will influence SMEs 
organizational performance. 
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The first factor is entrepreneursô characteristics, which has to do with the 
attributes of the person who establishes the SMEs and the main resources 
presented for SMEs creation. Personal characteristics of the SMEs owners may 
contribute to the growth of the firm, such as motivation, education, ownership/ 
management experience, number of founders, ethnicity/race, age and gender. 
For example, motivation can persuade on the strategic choices made by the 
SMEs owners. Educated and experienced SMEs owners usually establish an 
organization in the discipline they have been educated and are likely to find 
better growth-related opportunities. Furthermore, when there is more than one 
SMEs owner, it leads to a diversity of experience, skills and resources which 
match each other (Fadahunsi, 2012).  
 
The second important factor to growth in SMEs is organizationsô characteristics, 
which is connected to the decisions made when starting a business. Some 
factors include age, sector, location, size and ownership form. Business 
operating in one sector may grow faster than others. There are benefits and 
restrictions for organizations located in urban and rural areas (Fadahunsi, 2012). 
The third influential factor that contributed is business management 
practices/strategies, which is correlated to the managerial actions within 
organization.  
 
Most important factors involve training program for workforce, training for 
managers, marketing strategy, internationalization, technical resources, planning, 
external advice and facility, as well as financial resources. Analysis should be 
done to evaluate how much training the organization can afford to give to its 
employees in relation to the organizationsô tendency to grow (Fadahunsi, 2012). 
 
Conceptual Framework and Hypotheses  

 
Figure 1: Conceptual Framework 
 
Entrepreneurial Orientation can foster innovation process. So many pieces of 
literatures have stressed upon the effect and relationship between 
entrepreneurial orientation and innovation (Miller, 1983; Covin and Slevin, 1989; 
Schafer, 1990; Barringer and Bluedorn, 1999; Wicklund and Shepherd, 2003; 
Harms et al., 2009; Hafeez et al., 2012). According to Lumpkin and Dess (1996, 
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2001) entrepreneurial orientation refers to the trend of a firm to indulge in 
innovative, proactive and risk prone ventures. From the literature it can be 
argued that innovation is a function of entrepreneurial orientation. Similarly, the 
literature asserts a significant relationship between entrepreneurial orientation 
and organizational performance (Wicklund et al., 2009). 
 
Entrepreneurial Orientation is measured as a behavioral procedure that operates 
at firm level. If entrepreneurial orientation is prone towards innovation, the firm 
would follow and manage innovation in their activities as compared to those firms 
where entrepreneurs are less innovative and risk averse; and perform better than 
the competitors. Hafeez et al. (2012) found organizational innovation can be as 
mediating factors that will influence the effect of entrepreneurial orientation and 
organizational performance. Based on the previous study, we proposed: 

H1 Entrepreneurial Orientation significantly influences organizational 
innovation  

H2 Entrepreneurial Orientation significantly influences organizational 
performance  

H3 Organizational innovation mediates the effect between 
entrepreneurial orientation and organizational performance  

 
Organizational culture can effectively encourage cooperation, sharing of 
knowledge, experience and ideas. Open culture, persuade the participation of all 
team people in the organizations to involve in the creative process, will be 
increased the degree of participation in organization. In addition, it will lead the 
employees to develop their creativity and innovation. Cultures aimed at rising 
innovation and creating suitable conditions and it characterized by dynamism, 
flexibility, fast adaptation to changing conditions, and non-stereotypical solutions 
(SzczepaŒska-Woszczyna, 2014).  
 
Brown (1995) explained the effect of the organizational culture and performance. 
In this study, the organizational culture describes as a powerful tool for improving 
organizational performance. Some advantages of organizational culture is 
leading to enhance organizational performance, individual satisfaction, the higher 
skill of problem-solving, etc (Hellriegel, 2001). Sun (2008), hypothesizes that 
organizational culture will be able as a tool of management control and direct the 
people in the organization, thus it will lead to increase the degree of individual 
commitment to the organizations and its goals (Motilewa et al., 2015). According 
to literature, the proposed hypotheses are: 

H4 Organizational culture significantly influences organizational 
innovation  

H5 Organizational culture significantly influences organizational 
performance  

 
Numerous studied have been exhibit the relationship between innovation and 
organizational performance (Calantone, 2002; Klomp and Van Leeuwen, 2001, 
Hafeez et al., 2012). Innovation is observed as a vital element for business 



Global Conference on Services Management (GLOSERV 2017) 

ISSN: 2372-5885 27 

growth and a critical factor to reach long serving differential advantage (Dess and 
Picken, 2000; Marchese, 2009) In the perspective of SMEs innovation refers to 
looking for new ways of doing business, seeking introduction of differentiated 
products to facilitate grasp the marketing and economic benefits such as higher 
returns, market share and sustainable competitive advantage (Hafeez et al., 
2012).  

H6 Organizational innovation significantly influences organizational 
performance  

 
Methodology 
According to the sampling technique applied by Hair et. al (2014), the target of 
the survey is 183 SME owners of creative industry in West Sumatera, Indonesia. 
183 owners were chosen based on path of the hypotheses multiply by 10 (Hair, 
et. al, 2014). The unit of analysis is the organization. To ensure that the collected 
data accurately represent the organization, all the owners who have to trade the 
products directly to the market were asked to answer the survey. A questionnaire 
was used for data collection and distributed directly to the owners. 
 
Entrepreneurial Orientation scale by Covin and Slevin (1989) cited in Morgan et 
al. (2015). Entrepreneurial Orientation was measured based on three 
dimensions: innovativeness, proactiveness and risk taking. Innovativeness 
dimension of entrepreneurial orientation described how the firms do the R&D, 
technological leadership and innovation in the organizations, how many new 
products have been produced, and how the changes in products/ services 
applied.  
 
Proactiveness dimensions indicated how the firm dealing with competitors, to 
respond about the competitor activities, for example, introduce new 
products/services, administrative technique, operating technology etc. Risk 
taking dimensions mentioned how the organization will catch the risk of the tasks/ 
activities, uncertainty of the environment, and actively to seek the opportunities. 
Respondents rate each statement on a Likert-type scales ranging from 1 to 5, 
with 1 indicating strongly disagree and 5 indicating strongly agree. 
 
Organizational culture measurement was adopted from Al-Swidi and Mahmoud 
(2012) and replicated by Shehu and Mahmood (2014). There are 17 items that 
explained organizational culture. The items included employees understanding of 
what need to completed, good mission that gives direction and meaning, 
systemic organization of jobs, capabilities are treated as a source of competitive 
values, changes in marketing practices, customers decisions are very important, 
excitement and motivation for employees are the result of vision development, 
acceptable code of conduct, emphasis on team work, clear set of values, 
employee involvement in work, respond to competitor actions, information 
sharing, invention and risk taking encouraged, disappointment as a chance for 
learning and improvement, encourage direct contact with customers. 
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In order to measure the frequency of organizational innovation, we replicated an 
organizational innovation scale based on the study of Widiartanto and Suhadak 
(2013). Organizational innovation scale reflects the respondentsô assessment for 
how the innovation has been implemented at the organization they are owned. 
There are six items that distributed to explain this variable: improving working 
practices, training employees routinely, creating new products, creating 
modification of products, developing new ideas, encouraging initiatives. 
Organizational innovation is a Likert-type scale with score ranging from 1 to 5, 
with 1 indicating strongly disagree and 5 indicating strongly agree. 
 
Organizational performance was measured by four items based on Brewer and 
Seldenôs (2000) scale. Items related to service quality, customer satisfaction, as 
well as commitment to cost reduction were included. The measurement is also 
adapted by Im, Campbell and Jeong (2016). Organizational performance is using 
a Likert-type scale with score ranging from 1 to 5, with 1 indicating strongly 
disagree and 5 indicating strongly agree. After measurement model was verified, 
the theoretical model was tested using structural equation modeling (SEM) with 
Partial Least Square software. 
 
Result 
 
Validity Testing of First Order Reflective and Second Order formative 
Convergent validity was used to test whether the indicator of the variables 
actually measures the research variables. In this study, convergent validity is 
seen through the value of outer loading. According to Hair et al. (2014), the outer 
loading value must be greater than 0.70. However, according to Jogiyanto and 
Abdillah (2009), the value of outer loading greater than 0.50 can also be 
considered. 
 
Table 1: Outer Loading 

 Initial Outer Loading 
Outer Loading 
Reestimation 1 

Outer Loading 
Reestimation 2 

CULT1 0,616267 0,669961 0,649848 
CULT10 0,470289 Deleted Deleted 
CULT11 0,660941 0,663659 0,684978 
CULT12 0,66807 0,672211 0,702295 
CULT13 0,473567 Deleted Deleted 
CULT14 0,4171 Deleted Deleted 
CULT15 0,342515 Deleted Deleted 
CULT16 0,542114 0,536619 0,520751 
CULT17 0,638072 0,659488 0,633247 
CULT2 0,712692 0,782994 0,752124 
CULT3 0,535468 0,590051 0,574815 
CULT4 0,518716 0,524666 0,508852 
CULT5 0,110972 Deleted Deleted 
CULT6 0,642589 0,644331 0,650201 
CULT7 0,528252 0,496239 Deleted 
CULT8 0,339831 Deleted Deleted 
CULT9 0,53723 0,519951 0,558643 
INV1 0,708782 0,646999 0,624728 
INV2 0,423994 Deleted Deleted 
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 Initial Outer Loading 
Outer Loading 
Reestimation 1 

Outer Loading 
Reestimation 2 

INV3 0,709208 0,722887 0,721117 
INV4 0,659014 0,711207 0,729191 
ORG_INV1 0,424192 Deleted Deleted 
ORG_INV2 0,547047 0,478204 Deleted 
ORG_INV3 0,859024 0,5912 0,659353 
ORG_INV4 0,883056 0,850196 0,93559 
ORG_INV5 0,865673 0,843821 0,894903 
ORG_INV6 0,613846 0,632621 0,722042 
PERF1 0,401776 0,409118 Deleted 
PERF2 0,755534 0,746026 0,808399 
PERF3 0,797833 0,801592 0,80065 
PERF4 0,728182 0,728683 0,754578 
PRO1 0,79197 0,809994 0,913607 
PRO2 0,697945 0,722044 0,843637 
PRO3 0,612653 0,575636 0,575659 
RISK1 0,815282 0,816001 0,81439 
RISK2 0,81768 0,818359 0,821941 
RISK3 0,765971 0,764329 0,761595 

 
Furthermore, discriminant validity used to identify whether the indicator's 
correlation score to its own variable is greater than other variables. In this study, 
discriminant validity is seen from the output latent variable correlations. The 
value should be greater in the diagonal line. The value in the diagonal line is 
obtained by rooting the AVE (ãAVE) value. Table 2 below shows the value in the 
diagonal line which all the value is already greater than the other value. 
 
Table 2: Latent Variable Correlations 

  Culture Innovativeness Inovation Performance Proactiveness 
Risk-
Taking 

Culture 0,61927      

Innovativeness 0,060929 0,693304     

Inovation 0,496133 0,158226 0,838834    

Performance 0,422578 0,35302 0,316471 0,788234   

Proactiveness 0,295635 0,12354 0,58332 0,277474 0,879318  

Risk-Taking 0,224808 0,393106 0,193034 0,356419 0,175838 0,799759 

 
Besides using reflective constructs, this study also used a second order 
formative construct (testing the validity of indicators on each dimension in the 
entrepreneurial innovation variable). The validity test in the formative construct is 
seen from the significance of weight and collinearity (Hair et al., 2014). The outer 
weight parameter is fulfilled if the value of T-statistics is greater than the t-table 
value. This study used the test with Ŭ = 5%, then t-table is used as reference = 
1.96. Table 3 below shows the outer weight value of formative constructs. 
 
As displayed in table 3, a number of indicators are not significant which have T-
statistic lower than 1.96. From this point of view, we found that the results are 
statistically weak. We should drop the indicators which have T-statistic lower than 
1.96. However, due to the conceptual and theory applied in this study, these 
indicators would be kept and analyzed (Hair et al., 2014). 
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Table 3: Suter Weight (mean, st-dev, t-values) 

  
Original 
Sample (O) 

Sample 
Mean (M) 

Standard 
Deviation (STDEV) 

Standard Error 
(STERR) 

T Statistics 
(|O/STERR|) 

INV1 -> EO 0,095836 0,092076 0,043758 0,043758 2,190125 
INV2 -> EO -0,01767 -0,01663 0,025426 0,025426 0,694898 
INV3 -> EO 0,085187 0,081047 0,05384 0,05384 1,582207 
INV4 -> EO 0,104921 0,091644 0,061084 0,061084 1,717639 
PRO1 -> EO 0,525953 0,522232 0,042013 0,042013 12,51893 
PRO2 -> EO 0,377018 0,37804 0,047059 0,047059 8,011542 
PRO3 -> EO 0,052962 0,053622 0,018389 0,018389 2,880008 
RISK1 -> EO 0,101889 0,100277 0,03175 0,03175 3,209131 
RISK2 -> EO 0,258061 0,255027 0,045343 0,045343 5,691283 
RISK3 -> EO -0,00287 -0,00595 0,034077 0,034077 0,084059 

 
Reliability Testing 
Reliability testing in this research is used to observe the consistency of variable 
used. Table 4 shows the composite reliability of each variable which all the value 
is greater than 0.60. 
 
Table 4: Composite Reliability 

  Composite Reliability 

CULTURE 0,859463 
EO 0,758723 
INNOVATIVENESS 0,734303 
INOVATION 0,874574 
PERFORMANCE 0,831014 
PROACTIVENESS 0,871919 
RISK-TAKING 0,841733 

 
Measurement Model (Inner Model) 
 
R-Square 
 
Table 5: R-Square 

 R Square 

CULTURE  

EO 0,980619 
INNOVATIVENESS  

INOVATION 0,350731 
PERFORMANCE 0,100154 
PROACTIVENESS  

RISK-TAKING  

 
Table 5 showed the coefficient of determination, R2 is 0,980619for the 
entrepreneurial orientation variable. This means that innovativeness, 
proactiveness and risk taking explained by 98.06% of the variance in 
entrepreneurial orientation. R2 value of organizational innovation is 0,350731. It 
showed that 35.07% of the variance in organizational innovation explained by 
entrepreneurial orientation and organizational culture. R2 value of organizational 
performance is 0,100154. It means that 10.01% of the variance in organizational 
performance explained by entrepreneurial orientation, organizational culture and 
organizational innovation. 
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Test of Significance (Hypotheses Testing) 
Table 6 and 7 below showed the path coefficient values for each hypothesis. This 
study examines the effect of mediation between independent and dependent 
variables. The mediation test was performed using a mediation testing stage by 
Hair et al. (2014), as follows: 

1. Conducting testing of significance without including the mediation variable 
Results of data processing of this study indicate the direct influence of 
independent variables on dependent without entering the mediation 
variable (organizational innovation). Thus, the next stage of testing can be 
performed. 

 
Table 6: Path Coefficent Without Mediation (mean, st-dev, t-values)  

Original 
Sample (O) 

Sample Mean 
(M) 

Standard 
Deviation 
(STDEV) 

Standard 
Error 
(STERR) 

T Statistics 
(|O/STERR|) 

CULTURE -> 
PERFORMANCE 

0,448777 0,448605 0,034738 0,034738 12,919051 

EO -> PERFORMANCE 0,286667 0,30371 0,042263 0,042263 6,783013 

 
Table 7: Path Coefficent With Mediation (mean, st-dev, t-values) 

 Original 
Sample (O) 

Sample 
Mean (M) 

Standard 
Deviation 
(STDEV) 

Standard 
Error 

(STERR) 

T Statistics 
(|O/STERR|) 

Hypotheses 
testing 

EO -> INNOVATION 0,455152 0,465921 0,040229 0,040229 11,31395 Supported 
EO -> PERFORMANCE 0,312009 0,32795 0,065421 0,065421 4,769262 Supported 
CULTURE -> 
INNOVATION 

0,360669 0,353452 0,048835 0,048835 7,385436 Supported 

CULTURE -> 
PERFORMANCE 

0,390155 0,394496 0,059336 0,059336 6,575303 Supported 

INNOVATION -> 
PERFORMANCE 

-0,08579 -0,10104 0,06492 0,06492 1,321382 
Not 
Supported 

 
2. Testing the significance of indirect effects by including the mediation 

variable 
 
After the mediation variables are incorporated into the new research 
model, the results of the path coefficient as shown in Table 7 are obtained. 
 
The table shows that the indirect effect (EO Ą innovation) * (Innovation Ą 
Performance) = 11.31395 * 1.321382 = 14.95005 is significant (> 1.96). 
Then the test proceeds to the next stage. 
 

3. Calculate the value of VAF (Variance Accounted For) by comparing the 
indirect effect and total effect. 
The results of data processing showed that the value: 
VAF = [Indirect effect / total effect] * 100% 
VAF = [4.95005 / (14.95005 + 4.769262)] * 100% 
VAF = (14.95005 / 19.71931) * 100% 
VAF = 0.758143 * 100% 
VAF = 75.81 (Partial Mediation) 
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According to Hair et al. (2014), if the value of VAF <20% it means that, there is 
no influence of mediation variables. If the VAF values are between 20 - 80%, 
then there is a partial mediation effect, whereas if the VAF value is greater than 
80%, then there is the effect of full mediation. 
 
Discussion 
The entrepreneurial orientation which has innovativeness dimensions will 
influence to highlight market with R&D, applied technology, and leadership. 
Proactiveness dimensions in entrepreneurial orientation will lead to anticipate 
competitorsô strategies and activities. Risk taking dimensions in entrepreneurial 
orientation will be able to drive organizational performance because the firm can 
adapt the changes and uncertainty. Firms that have an entrepreneurial 
orientation and have an excellent organizational culture will be able to drive 
organizational innovation. Entrepreneurs are should be able for determining the 
culture of their firms by the positive orientation towards innovation that may 
facilitate them to identify and aim the attractive market opportunities (Stokes, 
2000).  
 
The uniqueness of the Minangkabauôs culture also applied in the SMEsô 
organizations will lead to organizational innovation. However, it also can be 
barriers to imply the innovation to enhance organizational performance. From the 
result of the study, organizational innovation conducted by the company has not 
been able to encourage organizational performance. It showed that there are 
limited training programs to complete by the employees. Hence, it will give the 
limitation to create the new products and modify the products. It will affect the 
marketing activities to trade the products because the products tend to be 
monotone. In this case, the organizational innovation of creative industry in West 
Sumatra did not affect the organizational performance because they should 
maintain the Minangkabau traditional motifs and cannot modify the new product 
based on the customer demand. 
 
On the other hand, to encourage performance, the government must offer 
required socio-technological support to the entrepreneurs so that they can take 
innovative method with more confidence. More technology development, 
business incubation centers, and counseling organizations must be established 
in the future. Furthermore, entrepreneurs also need to decrease the emphasis on 
conventional and older ways of running businesses; reliance on existing and type 
of products should also be reduced. They should embrace new technologies and 
new methods to improve their business processes and should spend more 
money in branding activities to promote product innovation (Abimbola, 2001). 
Moreover, innovation practices should also be practiced in managerial and 
marketing activities (North and Smallbone, 2000), in order to achieve higher 
sustainable competitive advantage and superior firm performance. 
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Conclusions 
This study examined the influence of entrepreneurial orientation, organizational 
culture, organizational innovation and organizational performance on creative 
industry in West Sumatera, Indonesia. This research uses 183 respondentsô 
questionnaires and SEM/PLS. Four of five hypotheses were significant influences 
and the rest that is one hypothesis was insignificant, and another hypothesis is 
partial mediation influence the variables. It means the entrepreneurial orientation 
and organizational culture give impact on the organizational innovation and 
organizational performance. In contrast, the organizational innovation is not really 
affected organizational performance on SME. However, the organizational 
innovation has partial mediation of the influence of entrepreneurial orientation to 
organizational performance.  
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Abstract 
This study was designed to apply sentiment analysis to evaluate the foreign 
touristsô satisfaction of Moscow, using Twitter data. Moscow was chosen for this 
study because of its rapid growth as tourist destination. Five attributes were 
chosen for this study of tourist satisfaction while visiting Moscow namely: 
sightseeing, restaurants, night life, accommodation and transport. Totally through 
5 attributes 676 tweets were gathered and the overall sentiment score was 
calculated. After sentiment analysis the tweets were manually read and the 
problems which the tourists face in Moscow during travelling were anticipated. 
 
Keywords: tourism, tourist satisfaction, sentiment analysis 
 
Introduction 
Social media marketing has received increasing attention from both academia 
and practitioners because it can help businesses strengthen their relationships 
with customers and spread information on products, services and brands. 
Information diffusion through social networks like Twitter and Facebook has 
resulted in raising awareness of brands, helping customers form attitudes. (Xiang 
et al., 2017). In particular, the impact of social media in the hospitality industry is 
significant because customers are more likely to seek personal suggestions on 
social media and rely on messages posted by other customers on social media. 
 
Considering the tremendous increase in social media users, social media 
analytics has become a new method for investigating trends and patterns . 
(Xiang et al., 2017) Twitter, a popular microblogging service, is used for social 
media analytics because of its popularity and because data collection is feasible. 
Launched in 2006 Twitter had an estimated 271 million active users in 2016. 
Given that customers provide honest opinions on products and service and that 
information via social media is highly valued by other customers social media 
analysis using Twitter is important to the hospitality industry. Despite the 
increasing importance of using social media analytics to predict current trends, 
few empirical studies analyzing tweets in the hospitality management have been 
conducted.  
 
This study is designed to apply sentiment analysis, the emerging research 
method, to evaluate the foreign touristsô satisfaction of Moscow, using Twitter 
data. Moscow was chosen for this study because of its rapid growth as tourist 
destination.  
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Theoretical Background of the Research 
Previous studies have shown the importance of Information and Communication 
Technologies (ICT) (Buhalis and Law, 2008; Law, Qi & Buhalis, 2010; Bieger and 
Laesser, 2004) and social media marketing (Luo and Zhong, 2015; Ryan, 2015). 
Most of the studies in tourism and hospitality investigate the usersô behavior and 
fewer of researches use social media analysis (Park, Chang & Ok., 2016). This 
paper will review literature about social media analytics, focusing on sentiment 
analysis, Twitter research publications to clarify how social media analytics can 
be applicable for Twitter data. Moreover, the literature on touristsô destination 
perceptions will be analyzed to help to interpret opinions found in tweets. 
 
Social Media Analytics and Sentiment Analysis in Tourism 
The development of social media is one of the tendencies that made a huge 
impact on tourism and hospitality industry, the role and the use of it in tourists 
decision making process, hotel management and marketing, brand awareness, 
product or service promotion and as travelersô electronic word of mouth (eWOM) 
recommendations are widely discussed in tourism and hospitality researches 
(Jayawardena et al., 2013; Kwok and Yu, 2013; Nunkoo et al., 2013; Leung et 
al., 2013; Park et al., 2016). Previously hospitality and tourism studies applied 
user-generated content data in different manners (Park et al., 2016). For 
example, Ghani S. et al (2014) found out the top vacation spots for Saudi 
Arabians through geotagged Twitter posts. Xiang et al. (2015) investigated the 
satisfaction of hotel guests through online reviews. In this study the researchers 
came to the conclusion that the correlation between hotel experiences and 
ratings in Expedia.com is extremely high. 
 
One of the growing trends in social media analytics is sentiment analysis as Web 
crawling, computational linguistics, machine learning, big data analysis are 
developing very fast nowadays (Xiang et al., 2017). Sentiment analysis (SA) is a 
type of data mining that measures the inclination of peopleôs opinions (Suardika, 
2016). With the help of sentiment analysis Suardika (2016) proved a hypothesis 
that the lower hotel rating in Tripadvisor is, the more negative sentiments in the 
reviews it contains. Kim et al. (2017) analyzed 19,835 online reviews on Paris, 
grouped them in categories and explained the reasons why tourists felt 
negatively about category ñtransportationò. 
 
Research on Twitter Analysis 
The social network site (SNS) Twitter was launched in 2006 and it has become 
one of the most famous microblogging services in the world. Microblogging could 
be defined as a form of blogging that allows users post brief texts (less than 200- 
characters) about their life on the go (Java, Song, Finin & Tseng, 2007). Despite 
tweet length restrictions, Twitter reached a peak of 319 million active users in the 
fourth quarter of 2016 with approximately 500 million tweets per day (Xiang, et 
al., 2017). The big amount of data in Twitter captured attention of researchers 
worldwide (Boyd et al., 2010; Williams et al., 2013; Park et al., 2016). 
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Unfortunately, the publications on tourism, hospitality management are rare (Park 
et al., 2016).  
 
Sentiment analysis of tweets on different topics could be an interesting method 
for assessing emotional satisfaction of users (Mattson, Johnson, Davidson & 
Fincham 2013; Moniz and de Jong, 2014; Ren and Quan, 2012; Park et al., 
2016). It could provide favorable circumstances for predicting society, industry 
trends and find meaningful issues in Twitter communication (Luo and Zhong, 
2015). 
 
Travelersô Satisfaction With Tourist Destinations 
Customer satisfaction is one of the most discussed topics in the field of tourism 
and hospitality investigations due to the fact that customer satisfaction has 
become much more important than ever (Perunjodi N., 2010).  
 
There are a huge varieties of consumer satisfaction measurement, for instance, 
disconfirmation theory, the importance performance theory, the equity theory, the 
attribution theory, the value-percept theory and dissonance theory (Wang, 2016). 
Travelersô satisfaction is one of the most discussed topics in the field of tourism 
and hospitality investigations (Perunjodi, Prabha & Jeynakshi, 2010). Customer 
satisfaction could be measured through two main approaches (Fallon, 2004). The 
first one, disconfirmation theory which states that tourist customer satisfaction is 
the general tourist opinion about the destination gained from comparison of 
destination expectation to destination performance (Pizam, 1978). However the 
evaluation of the perception could be problematic especially in tourism sector. 
Due to the fact that tourist product is intangible; the expectations are inevitably 
less concrete and less valuable for measurements (Petrick, 2004) especially 
through sentiment analysis of social networks. 
 
The second, the performance only approach, examines tourist destination 
through attributes. (Kozak and Rimmington, 2000; Pizam and Milman, 1993). The 
tourist satisfaction of certain attributes results in overall satisfaction (Danaher, 
1996; Hsu, 2003). Kozak (2003) concerns that tourist satisfaction could be 
measured by summing up the scores for each destination attribute. Due to the 
fact that from practical point of view destination attributes model is less 
complicated than disconfirmation model (Wang, 2006) and it predicts better the 
tourist satisfaction (Fallon, 2004), the author of this paper decided to use 
destination attributes model in present research. 
 
While using attributes model it is important to choose destination attributes for 
satisfaction evaluation. Attributes models were presented by many researchers. 
Rodriguez- Diaz M. and Rodriguez- Espino T.F. (2008) consider that four main 
factors need to be taken into account: geographical, political, service, strategical. 
Kozak (2001) considered that the most important destination attributes for 
different nationalities are hospitality, clients care, language, price level, local 
transport, hotel services, cleanliness, and facilities of the airport. Chi and Qu 
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(2008) highlighted 7 most significant attributes of tourist destinations: 
accommodation, gastronomy, shopping, sites, festivals and events, environment 
and accessibility. 
 
Methodology of the Research 
The present study is going to implement sentiment analysis for evaluating foreign 
tourist satisfaction on Moscow as a destination for travellers on the basis of 
Twitter. The following paragraphs will discuss which theoretical model will be 
used, why only tweets from foreign tourists will be analyzed, why Moscow was 
chosen as destination and Twitter is the source of data. 
 
First of all Twitter was chosen because several studies have already been based 
on this social network and the number of applications for tweets analyzes is 
sufficient. Moreover the format of tweets is appropriate for sentiment analysis. 
Also the number of tweets is huge and they can be divided on tweets written 
Russians and from people from other countries. 
 
For this study theoretical as well as empirical methods were used. While 
discussing theoretical model it is important to mention that these days the cross 
functional model of evaluating customer satisfaction through sentiment analysis 
does not exist. This is the reason why the author has decided to modify 
subsisting theoretical models of customer satisfaction evaluation for sentiment 
analysis.  
 
Among disconfirmation, performance only approach, SERVQUAL and Kanoôs 
models for evaluation of tourist satisfaction on destination performance only 
approach was chosen. Firstly, because performance only approach implies 
evaluation through destination attributes. Data for attributes analysis could be 
easily found on Twitter with the help of hashtags.  
 
Moreover from practical point of view destination attributes model is less 
complicated than disconfirmation model (Wang, 2006) and it predicts better the 
tourist satisfaction (Fallon, 2004). While using attributes model it is important to 
choose destination attributes for satisfaction evaluation. In the previous chapter 
several set of attributes were discussed (Rodriguez- Diaz M. and Rodriguez- 
Espino T.F. model, Kozakôs model, Chi et Quôs model), however all of these 
models were designed for questionnaires not for machine analysis of tweets this 
is the reason why the author has decided to propose own set of attributes based 
on the existing models.  
 
Originally the author was going to analyze overall satisfaction through attributes 
presented in the paper of Kim et all (2017): sights, overview, restaurants, things 
to do, transportation, shopping, warnings and danger, tourist traps, what to pack, 
off the beaten path, transportation, sporting and outdoors, night life, favorites. 
However for many attributes from this list were found too small number of tweets, 



Global Conference on Services Management (GLOSERV 2017) 

ISSN: 2372-5885 40 

so they were deleted from the final list version. This can be easily explained by 
noting that Kim et all looked for data in online platform not Twitter. 
 
Therefore the probation data mining for identifying the most mentioned attributes 
in Twitter was run: 
 

 
Figure 1: Number of Tweets Posted Online 01.03-10.03 Using the Following Key Words 
Including Tweets of Russian Users. Probation Check for Destination Attributes. 

 
Consequently, practical performance only analysis will be run on the basis of 5 
following attributes: sightseeing, restaurants, transport, accommodation, nightlife. 
The overall tourist satisfaction will be calculated as a universe mean between this 
attributes.The empirical research process can be presented as Fig.2.  
 
 
 
 
 
 
 
 
 
 
 
Figure 2: Research Process 
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Data Collection and Analysis 
Using the application Tweetcatcher1.3. this study will collect travellersô opinions 
about their experience in Moscow from social network Twitter. The author 
consider that Tweetcatcher is an appropriate application for this research as it 
not only download tweets containing requested words and phrases but also 
monitors the country of the permanent residency of the tweetôs author. This is 
quite important for setting aside tweets about Moscow but written by Moscow 
residents. The author selected Moscow for this study because of the large 
volume of tweets written about the city and also because of its rapid growth as 
tourist destination for foreign travellers. 
 
Nowadays sentiment analysis is quite widespread tool for analyzing big amounts 
of data as sentiments are one of crucial indicators of consumer behavior. In 
recent time several computer algorithms for sentiment analysis were developed. 
In this study the deep-learning based on the MonkeyLearn sentiment analysis 
was used as latest and appropriate algorithm.  
 
The pull for the sentiment analysis was created by saving tweets connected with 
5 destination attributes (sights, transport, restaurants, night life, accommodation). 
676 tweets were collected and analyzed by the MonkeyLearn sentiment analysis 
tool based on JAVA 1.7.0_65 with the scores from 0 to 1 (0- very negative, 0,5- 
neutral, 1- very positive). 
 
Findings 
The present chapter will be structured as follows: first of all, each attribute results 
will be discussed then the overall satisfaction from the destination will be 
calculated. Totally 676 tweets were analyzed, but the number for each attribute 
was different. 
 
The biggest amount of data was gathered for attribute ñsightseeingò with the 
number of 313 from 01/03 to 30/04. The tweets were selected from the pull of 
content on the basis of following word combinations: Red Square, St Basil 
Catherdral, Bolshoi Theatre, Bolshoi Moscow, Gorky Park, Soviet Park, VDNKh, 
Moscow cathedral, Arbat Street and others. Moreover only tweets written by not 
Russians were taken into the account. 
 

 
Figure 3: Sentiment Analysis for Attribute ñSightsò 

 



Global Conference on Services Management (GLOSERV 2017) 

ISSN: 2372-5885 42 

In comparison to other attributes overall mean score for the attribute ñsightsò 
reaches the peak of 0,764, meaning that the sentiment of tweets posted is more 
positive than negative. The minimum score was 0,279 and the highest 0,954. 
 
For the second attribute ñRestaurantsò was possible to gather 150 tweets 
selected on the key words: restaurant in Moscow, Café in Moscow, trying 
Russian food, Moscow food and other. Also the names of the famous among 
foreign tourists cafes and restaurants were testified like Dr. Zhivago, café 
Pushkin, Turandot and others. The universe mean for this attribute is 0,712 with 
minimum score at 0,312 and the highest 0,965. 
 
The third attribute ñTransportò was analyzed through 101 tweet and gained the 
lowest mean score among other attributes. The key words Moscow traffic, 
Moscow metro, Moscow transport and others were used for distinguishing tweets 
about this attribute. The mean score was 0,403 which is more negative than 
positive. The maximum score was 0,876 and the minimum 0,167. 
 

 
Figure 4: Overall Sentiment Score for Attribute ñTransportò 

 
For the attribute ñaccommodationò tweets were found under following key words: 
hotel in Moscow, apartment in Moscow, AIRBNB in Moscow and others. Also 
famous brand like Moscow Marriot, Moscow Hilton, Moscow Hyatt, Moscow Four 
Seasons and others were mentioned. 80 tweets were analyzed and positive 
mean sentiment score 0,689 was received. The maximum score in this category 
was 0,847 and the minimum 0,396. 
 
And for the last but not the least attribute ñNight lifeò 65 opinions in Twitter were 
gathered. They were found under key words: Moscow clubs, clubbing in Moscow, 
Moscow night out, bar in Moscow and others. The overall mean score is positive 
0,647. The maximum score for this attribute was 0, 847 and the lowest 0,456. 
 
Totally through 5 attributes 676 tweets were gathered and the overall sentiment 
score among all attributes (Sights- 0,764  Transport- 0,403; Accommodation- 
0,689; Night Life- 0,647) is 0,643 which means that tourists are generally 
satisfied with Moscow as a destination for tourists. 
After sentiment analysis the tweets were manually read by other and the 
following problems were anticipated. First of all in several tweets the problem of 
written Russian language which is of current interest throughout Russia was 
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mentioned. As Russian has a Cyrillic alphabet and most of the European 
languages use Latin one it is highly complicated for tourists, who do not know the 
reading Russian rules, to navigate in streets and Moscow metro. Moreover 
Moscow government has not yet developed a unified standard transliteration, 
there is no consistency about writing street names uppercase or lowercase 
letters, translation of the classifier (street, avenue, lane) which accompanies the 
name of the street, and it's not the only problem in Moscow.  
 
Moreover under attribute ñtransportò the following problems were recognized: 
Moscow drivers are impolite and do not respect uniform traffic Code. Frequently 
taxi drivers do not have counters and ask for higher price at the destination point. 
As for metro, except transliteration, the fact that speaker does not announce 
stations in English also cause dissatisfaction. 
 
Moreover under hashtag #touristinmoscow was determined that the tourists were 
dissatisfied with visa procedure. One of the most relevant tourism issues, not 
only in Moscow but also in Russia and other countries is the problem of visa 
restrictions, which have been the subject of several articles of Chinese 
researchers: Li and Song ( 2013); Liu and McKercher (2016) where the authors 
concluded that the liberalization of visa requirements leads to an increase in the 
number of travels.  
 
Conclusion 
Though a lot of attention is paid nowadays on machine analyses in different 
research fields, the number of such studies based on it in hospitality and tourism 
falls behind. Taking into account the science knowledge gap, this study explored 
the travel experience tweets of foreign tourists in Moscow through sentiment 
analysis. This is a tool which uses artificial intelligence for analyzing opinions of 
tourists on destination tourism without avoiding time consuming method of 
gathering information in the field through surveys and interviews.  
 
As theoretical models for sentiment analysis of touristic destinations are rare and 
mostly could be applied for specific researches the author proposed own 
theoretical model based on the performance only attributive approach. Five 
attributes were chosen for this study of tourist satisfaction while visiting Moscow 
namely: sightseeing, restaurants, night life, accommodation and transport. These 
attributes were chosen on the basis of number of tweets according to key words.  
The sentiment analysis of the attributes showed the result that tourists who visit 
Moscow are positive about 4 attributes (sightseeing, restaurants, night life, 
accommodation) except transport. The total score was calculated from 676 
tweets is 0,643 out of 1 (positive). The highest score is for attribute sightseeing 
that might be explained by tourist Internet behavior, especially by their comment 
on the photo posted. The lowest score of 0,403 which is negative belongs to the 
attribute ñtransportò. For identifying the reasons manual analysis was run by the 
author which released that the tourist are dissatisfied with lack of English 
language in metro and the work of taxis. 

http://www.sciencedirect.com/science/article/pii/S0160738313001047
http://www.sciencedirect.com/science/article/pii/S0160738313001047
http://jtr.sagepub.com/search?author1=Anyu+Liu&sortspec=date&submit=Submit
http://jtr.sagepub.com/search?author1=Bob+McKercher&sortspec=date&submit=Submit
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The research carries a high level of scientific and practical significance and is 
interesting for further research. In particular, the machine analysis of online 
platforms like Tripadvisor, Booking could be run for identifying not only 
satisfaction but also the reason for the sentiments of online reviews.  
 
Practical and Theoretical Implications 
The research carries a high level of scientific and practical significance. It is 
supposed that the results of the research will be useful for travel agencies for 
promoting Moscow as destination for foreign tourists and for those who is 
developing Moscowôs tourist brand. Moreover it could be a subject to further 
researches. In particular, the machine analysis of online platforms like 
Tripadvisor, Booking or social network Facebook could be run for identifying not 
only satisfaction but also the reason for the sentiments of online reviews.  
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Introduction 
The concept of Industry 4.0 (referring to a family of activities and technologies 
that entail the use and coordination of information, automation, and computation, 
software, and (remote) sensing technologies (PCAST, 2011)) is gaining an 
increased interest among manufacturing communities. 
 
The deployment of this concept unlocks new ways to manufacture existing 
products and to manufacture new products (PCAST, 2011). Similarly, it allows 
making products and manufacturing processes smarter (Davies et al., 2012). In 
parallel, it can act as a catalyzer for the design and delivery of knowledge-
intensive or advanced services (Acatech, 2015). I.e., when making assets smart 
and connected by endowing them with sensors, suppliers of goods obtain an 
improved understanding of the use of their offering by their clients, and which 
attributes and functionalities they value. This kind of information can be used to 
come up with new product functionalities, but also with (on-line) support services 
(Porter and Heppelmann, 2014). Similarly, digital data gathering provides a basis 
from which firms may move from providing base services that support goods to 
advanced services that assist clients in their own value-creating processes. The 
former can give way, among others, to the following types of smart services: 
predictive maintenance solutions, corrective intervention and repair mechanisms, 
life cycle management schemes, productivity/output performance management 
tools, energy/material consumption and idle time vigilance. 
 
In comparison to traditional or base services (like repair and spare part delivery), 
smart services tend to have a stronger (positive) impact on the performance of 
their users (Porter and Heppelmann, 2014).  
 
At the same time, they tend to have a more pervasive impact on the relationship 
between the provider and user of such services. I.e., they tend to foster bonding 
and interdependence between buyers and suppliers as the connectivity between 
assets and actors induces a stronger mutual orientation among them in regard to 
value creation processes that span the boundaries of individual firms (Kamp and 
Parry, 2017). 
 
Whether the subsequent ñembeddednessò is experienced as something positive 
and desirable, particularly on the user side, is debatable and forms the subject of 
the present presentation. More precisely: whether its appreciation helps 
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explaining the chances of marketing advanced services to industrial users of 
machine tools. 
 
Literature Review 
In function of the theoretical lens that is adopted, the appreciation of embedded 
governance arrangements between industrial counterparts will be more or less 
favourable.  
 
On the positive side one finds the Network and Interaction (N&I) approach (see 
e.g. Håkansson, 1987; Johanson and Mattsson, 1987; Laage-Hellman, 1997; 
Jaakkola and Hakanen, 2013), which aligns fairly well with dominant thoughts 
among servitization scholars. See for instance Mathieu (2001), who portrays 
servitization as a distinct way to conceive inter-firm relationships; more in 
partnership style and more tending towards long term cooperation.  
 
A more reserved viewpoint on bonding between business-to-business (B2B) 
partners comes from the school on Transaction Cost Economics (TCE). It 
exhales a more cautious, or held back, sound with regard to the attitudes of firms 
in buyer-supplier relationships and their commitment to counterparts (Williamson, 
1975, 1985). Among others, this is attributed to fear for opportunism on behalf of 
the counterpart in case one enters into too tight relationships (Williamson, 1985).  
 
Whereas the N&I approach views mutual orientation and partnership 
development between B2B actors as logical, TCE scholars view such 
commitment as less natural. When using TCE terminology, a buyer-supplier 
relationship built on mutual interests would be equivalent to what is called a 
ñnetwork governance arrangementò. This arrangement has traditionally been 
portrayed as second best to the other governance modes TCE distinguishes: 
market (purchasing without further involvement of the supplier) or hierarchy (full 
integration of an external vendorôs activities). In addition, hybrid governance 
structures like networks have often been presented as temporary organizational 
forms that will eventually be replaced by a hierarchy or market arrangements 
(Williamson, 1975, 1985, 1991; Powell, 1990). 
 
Since the TCE framework has not yet (or if; highly rarely) been used to explain 
processes of servitization, and the uptake of advanced services clearly depends 
on the receptiveness of industrial buyers towards these services, the present 
presentation explores the suitability of TCE concepts for assessing whether and 
when industrial buyers are keen to adopt advanced services. 
 
Research Methods and Framework for Analysis 
The empirical research context of the present paper is set in the machine tool 
industry. This choice is invoked by the observation that this industry is 
witnessing: 
(A) an increasing demand after flexible and intelligent production lines in order to 
be fit for the Industry 4.0 era (Acatech, 2013).  
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(B) an increasing importance of providing services to customers (Acatech, 2013; 
Lay, 2014). Particularly for SME-sized machine tool companies, the development 
of advanced services that can be rendered to clients can be of relevance 
(Gebauer, Paiola and Edvardsson, 2010; Kamp, Ochoa and Diaz, 2016).  
 
In order to explore the applicability of Transaction Cost Economics concepts for 
assessing whether goods suppliers can expect to successfully offer advanced 
services to industrial clients, a multiple case study approach for the purpose of 
exploratory research is applied. A total of 4 cases were selected for in-depth 
analysis. This number is in line with recommendations of Eisenhardt (1989) for 
explorative research work. The reviewed companies were chosen on the basis of 
purposeful sampling (Yin, 2009).  
 
To interpret the empirical insights from the multiple case study method, an 
eclectic transaction cost economics framework is used, based on conceptual 
building blocks taken from Williamson (1985), Krickx (1991, 2000) and Brouthers 
and Nakos (2004) 
 
Contribution 
While TCE typically uses the former variables to assess whether a specific 
transaction will or ought to be governed by a market, network or hierarchy 
arrangement, for the present presentation they are used to assess whether it is 
likely that a machine tool supplier is able to roll out an advanced services 
portfolio among its industrial users.  
 
As such, apart from providing practical insights on the chances of advancing 
service business in a B2B context, the paper builds a bridge between the 
growing body of literature on servitization and conceptual frameworks from the 
Transaction Cost Economics school. Hence, the presentation serves a 
managerial/practical purpose: clarify when industrial clients prefer to enter into 
network arrangements for advanced services; and the aforementioned 
conceptual/theory development mission. 
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Abstract 
This study identified and analyzed current factors that might facilitate or constrain 
women from advancing in their careers in the new millennium. According to the 
United Nations Development Fund for Women (UNIFEM), if womenôs 
employment rates were raised to the same level as menôs, GDP of the United 
States would be 9% higher. Another noteworthy fact is that currently worldwide, 
women earn 24% less than men (UN Women, 2015). The travel and tourism 
industry alone accounted worldwide for 284 million jobs in 2015 (WTTC, 2016) 
and is important to many nations. However, Ferguson (2011), suggests that 
tourism employment is highly gendered, and draws on gender inequalities that 
provide a large global supply of highly flexibilized and low-paid female workers. 
Research also suggests that female workersô rate of promotion into senior 
management is lower than that of men and attributes this to a glass ceiling 
phenomenon (Boone, et al., 2013). The methodology was exploratory and 
included a comprehensive literature review and an in-depth content analysis of 
research publications focusing on women and their career advancement in ten 
leading hospitality and tourism journals published between 2003 and 2013. The 
first iteration produced two hundred and thirteen articles that were reviewed 
based upon keywords search, of which 98 articles were selected, categorized, 
and analyzed to determine the nature of the articles, research methods, and the 
statistical techniques used for each article. Preliminary findings reveal several 
themes emerging from the investigation and suggest despite increased numbers 
of women in the hospitality and tourism industry, women continue to be 
underrepresented in top management positions even though they have achieved 
numerical parity with men. One explanation for this occurrence was the existence 
of ñpink-collar ghettosò (Woods & Viehland, 2000), in which career advancement 
for women is difficult. To address this concern, Clevenger and Singh (2013), 
recommend the removal of a). internal business structural barriers that affect 
policies and promotions, b). societal barriers that affect gender-status beliefs, 
and c). governmental barriers and provide adequate resources for addressing 
these issues. O'Leary and Deegan (2005) suggest, improved remuneration and 
suitable working hours. Results also highlight the need for hospitality and tourism 
education programs to address gender issues and help create a more supportive 
industry environment for women. Additionally, there is a need for educational 
organizations to stay informed of new pedagogy available to instructs and/or 
provide guidance to students to enhance their learning and their careers. The 
results from the study can be used to inform hospitality and tourism researchers, 
as well as practitioners, about the current state of the industry, best practices, 
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and may assist them to prevent costly lawsuits brought on by discrimination and 
employment issues, as well as allow for an innovative and productive work 
environment (Richard, 2000; Richard et al., 2007).  
 
Keywords: women, gender, pay equity, career advancement, and women in 
management 
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Abstract 
In the last two decades tourism in Italy changed its shape even if Italy remains 
globally one of the leading tourist destinations in the world. The Italian leadership 
in tourism is based not only on its geographical position, climate and natural 
beauty, but also on the fact that it has at least 40% of the world's wealth of 
monumental, historical and artistic works. This paper is based on international 
literature analysis and it aims to investigate how the presence of International 
Hotel chain ï in particular the focus of the paper is on the western companies ï 
has contributed to change the shape of Italian tourism industry. The object of this 
paper is based on two dimensions: the first dimension concerns the role of 
tourism in the Italian economy; the second dimension concerns the recent 
growing importance that tourism industry globally has acquired. The relevance of 
tourism for Italy is clear considering some economic evidence: the tourist sector 
represents a share above 10% of the Italian GDP, and a share above 11% of 
employment (Source Istat, 2014); both variables steadily display larger values 
than the world and the European average data. In Italy, the domestic segment of 
tourism is around 66%, as measured by total overstays. The growing importance 
of the tourism industry globally has renewed interest in investigating which 
locational factors attract international hotels to tourism destinations. This stems 
from the direct and indirect benefits that international hotels confer on the local 
hotel industry and the local economy in general. As hotels have become more 
selective in their destination choice due to the recent financial crisis and other 
economic challenges, one important issue to address is how hotels choose 
destinations, and the related question of how destinations can make themselves 
more attractive to international hotels. In this back-ground the paper investigation 
is based on an empirical research based on the presence of International Hotel 
Chains in Italy and based on how they changed in the last decade. The empirical 
research aims to represent an innovative perspective to analyze the new trend in 
the Italian tourism industry.  
 
Keywords: Italy, tourism trends, international hotel chains  
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Abstract 
Academic rigour in the area of cruise ship labour is relatively scarce, with little 
known of the life / work of cruise ship workers and how they make sense of this 
semi-closed industry.  Through the theory of identity, this exploratory study seeks 
to investigate the strategies that frontline hospitality workers are able to negotiate 
and attach meaning to this consumptive work experience. Twenty in-depth 
qualitative interviews were undertaken with front line hospitality staff (waiters and 
pursers) and analysed thematically. The findings from the interviews uncovered 
five main themes which gave some insight into the work and lives of cruise ship 
workers ï this is called óShip-Spaceô. Ship-space is a term used to describe the 
attributes that workers related to in order to make sense of themselves in the 
cruise ship environment. In an under-researched industry, it is hopeful 
investigations such as this one can make valuable insights for employers, 
recruiting agencies and potential seafarers. 
 
Introduction 
Interest in the well-being of cruise ship labour and the working conditions on-
board has grown proportionally with the growth of the cruise ship industry (De 
Grosbois, 2016). This has somewhat resulted in the increase of awareness and 
empathetic views towards the consumption of cruise tourism and such 
consequences (i.e. environmental issues, labour practices, etc.), intensifying 
pressure for the industry to re-evaluate some of the working and operational 
practices established. In a semi-closed industry which tactfully uses international 
law, there is very little known about the how this type of work impacts upon 
individuals and how this talent is managed. Research which has been conducted 
in this area acknowledges the unique working conditions (Dennett et al 2014; 
Gibson and Perkins, 2015; Lee-Ross, 2008; Sehkaran and Sevcikova, 2011), 
particularly when this is compared to the usual practices on land. Due to the stark 
differences between the employment on ship and shore, such comparisons are 
often futile (Gibson, Lim and Holmes, 2016), suggesting any research 
investigating cruise ship labour must recognise the physical and socio-cultural 
parameters. Further research has also highlighted a lack of transparency from 
the cruise ship industry (De Grosbois, 2016) which has created a mismatch 
between the expectations and reality of life on-board cruise ships (Matuszewski 
and Blenkinsopp, 2011). One useful route which could provide insight into how 
individuals make sense of themselves and their work environment is to explore 
identity. 
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Cruise Ship Identity  
Identity at the outset is a ócomplexô and ómultidimensionalô area (Chase, 1992: 
p.121), and can be applied and discussed depending upon the context in which it 
is placed (Lawler, 2008). Researchers have conceptualised identity in numerous 
ways, although mainstream theories suggest that identity encapsulates cognitive 
and motivational components, while including individual and social processes, 
suggesting that identity is an on-going activity rather than a static entity (e.g. 
Tajfel, 1978). In this sense, identity is active, in that its premise involves 
person/environment interaction. Therefore the self can only be realised as a 
reflection of others, although the self and social are distinct, they are very much 
intertwined 
 
Places where social boundaries are created (i.e. the cruise ship) often form 
conditions of inclusion/exclusion and sometimes a feeling of threat, which can 
impact upon how an individual comes to understand themselves within that world 
(Manzo, 2005). On-board cruise ships there are clear boundaries that separate 
organisational members from the outside world. The ship itself acts as a 
boundary ï a physical boundary distinct from the natural environment and semi-
isolated from society. Once on-board, further boundary devices are imposed that 
separate organisational members from guests, hiding the backstage from the 
paying participants. The physical or structural boundaries are not difficult to see 
or understand their purpose ï it is the more cultural or symbolic margins that 
pose a complex underbelly, particularly with reference to the work and life of a 
seafarer. Research suggests that to work on a ship is in part sacrificial, yet within 
the secure and restrictive confines of the ship, a sense of freedom prevails 
(Dennett et al 2014; Matuszewski and Blenkinsopp, 2011). The ship-space gives 
the freedom for individuals to create a ship-based identity, but in resistance to 
this, the ship controls and manipulates this identity via its physical and 
behavioural (i.e. rules and regulations) boundaries. Furthermore, this type of 
work is often associated with a higher level of risk (Adams, 2017) which can 
trigger stronger attachments to the ship, which can act as a secure place, or a 
óhomeô (Dennett et al, 2014), and therefore affecting an individualôs identity.  
 
Identity categorises the individual in a given context, defining a set of cognitions 
and behavioural responses, providing normative guidelines for behaviour. Once 
in the society of the ship, individuals will derive their identities from the social 
categories in which they belong. Identity therefore is a fundamental concept, 
which helps explain what people think about their environment, the way they do 
things, and why people do what they do in those environments (Ashford et al. 
2008). It is an on-going process of self-definition that can be relative to a 
collective. This can be considered a route for understanding patterns of meaning 
that are shared among members of a group, and the way this influences the 
dynamics of the group. 
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Methodology 
Twenty in-depth qualitative interviews were undertaken with front line hospitality 
staff (waiters and pursers). Due to the difficult to reach sample (being 
international and physically working on a cruise ship) these interviews were 
mainly conducted over the telephone, with one interview via Skype. The interview 
questions remained relatively general and open, encouraging the participants to 
ñtell their storyò, hopeful of giving a realistic account of the work and life on-board. 
The interviews were analysed thematically, following the steps offered by Braun 
and Clarke (2006).  
 
Initial Findings  
There were a total of five themes that emerged from the data. There were three 
determinant themes: the ship as a place, time, and the system of the ship. These 
themes were considered unique to the cruise ship industry, primarily acting as a 
binding mechanism, promoting a shared experience of belonging and 
attachment. The final two themes were relational: relationships and occupation. 
The determinant themes have a significant impact upon the relational themes, 
affecting the formation of identity and community. 
 

 
Figure 1: Ship-space 
 
The identity of cruise ship workers is bound by place and context. This would 
imply that occupation, place and identity are inextricably linked. Individuals come 
on-board and unless they have worked on a ship before they have little 
comprehension of the realities of work and life at sea. Their identity before they 
come on-board, in part, is ineffective, who they are and what they know holds 
little relevance, which has similar connotations to Goffmanôs (1961) idea of ótotal 
institutionô. The ship acts as a separation from society and ñnormalityò, providing 

Place

System

Time

Occupation

Relationships

Determinant  

Relational 



Global Conference on Services Management (GLOSERV 2017) 

ISSN: 2372-5885 56 

a physical and social barrier from the outside (e.g. Goffman, 1961), meaning that 
all aspects of oneôs life transpire within one place. Being bound to the ship in a 
physical and social sense has more of an impact upon an individualôs ólife spaceô 
(Lewin, 1951). The physical boundaries of the ship limit the range of 
opportunities to be considered at that time, and social actions and behaviour are 
imposed by what is socially acceptable and valued within the system and place 
of the ship, which is furthermore strongly affected by oneôs occupation.  
 
The cruise ship is a unique working environment - intense, restricted and 
encapsulated - which requires workers to adjust, adopt and sacrifice ñto the way 
things areò, thus through the transitory and active nature of identity salience 
(LeBoeuf et al. 2010), a ship-based identity is created. The findings in this study 
suggest that ship-space has significant impacts upon the formation of community 
and identity. Within this intricacy, a cruise ship worker is able to make sense of 
their-self and make sense of others, in which an occupation can be a valuable 
means of expression. 
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Abstract  
Time management as the behaviors aiming to provide the effective use of the 
time while performing the activities for a specific purpose and it is a critical issue 
for both individuals and institutions. Effective use of time for students of health 
management means being more successful in the exams by establishing a good 
balance between work and personal life and preparing themselves for 
management of health institutions in the future. Health management students 
having sufficient skill about time management are considered to have a good 
time management skills and positive contributions to the presentation of health 
service in their business life after being graduated. Within the scope of this study, 
it is aimed to determine the department of health management studentsô time 
management skills. Therefore, it is thought that revealing time management skills 
of the health management students that will work in the health institutions and 
organizations as middle and senior managers in the future, will provide important 
contributions to both managerial literature and education literature.  
 
In line with the aim of the research, it has been looked for answers for the 
following questions: ñAre the time management skill of the students within the 
scope of the research high? Does the time management skill differ according to 
the gender? Does the time management skill differ according to the class levels 
of the students? Does the time management skill differ according to the grade 
average of the students? Does the time management skill differ according to the 
current location of the students? Is there any relationship between the sub-
dimensions of time management scale? If available, what is the direction and 
power of the relationship?ò 
 
It is a questionnaire (cross-sectional) study. To measure the time management 
skills of students, "Time Management Scale" developed by Britton and Tesser 
(1991) is used. Time management scale consists of three sub-dimensions 
including "time planning" (16 expressions), "time attitudes" (7 expressions), and 
the "time wasters" (4 statements) and 27 expressions. 7 of the statements are 
opposite expressions, and added to the average by reversely scoring. The 
statements were evaluated by 5 point likert scale and categories were listed as 
"Always" (5) "Often" (4) "Sometimes" (3) "Rarely" (2) and "No" (1). The 
questionnaire was applied to the students face to face. The population of the 
study is 1st, 2nd, 3rd and 4th grade students in health management department 
of a state university in Ankara. It has tried to reach to all undergraduate students; 
but a total of 272 (74.5%) students were reached. In order to reveal the 
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descriptive characteristics and time management skills of the students 
participated in the research, descriptive statistics (frequency, standard deviation, 
mean, min and max values) were used. In order to analyze the relationship 
between time management dimensions, Pearsonôs Correlation analysis was 
made. In order to determine the differences between descriptive characteristics 
and time management, t-test and ANOVA (One-Way Variant Analysis) were 
applied. The level of significance was taken as p<0,05. The SPSS package 
program was used to analyze the data. 
 
As a result, 61.8% of the students are female, 27.6% of them are 1st-grader, the 
grade point average of 41.9% of them is between 2.51 and 2.99 and 43.8% of 
them live in state dormitories. The total mean score of the studentsô time 
management was found 83.00±12.05. It can be said that this average is 
moderate. Time planning average from the sub-dimensions of the scale was 
found to be 47.55 ± 10.67; the average time attitude to be 22.48 ± 3.28 and 
average time wasters to be 12.98 ± 2.79. When compared time management 
scores according to sex and grade point average variable, significant differences 
were found. Female students and students with grade point average over 3.00 
have higher time management score. According to the results of correlation 
analysis, it has been determined that there is a statistically significant difference 
and a very weak relationship between health management students' time 
planning and time attitudes and time attitudes and time wasters dimensions. 
Additionally, there are also a significant, poor relation between studentôs average 
grades and their time planning and time wasters skills. 
 
Based on the study results, it is suggested enhancing awareness of health 
management students about time management. Because in the future, these 
students will work management departments of health services, which are 
particularly sensitive to time. In this sense, the preparation of suitable conditions 
to gain awareness in the students and supporting the students are important. 
Taking place of the courses in teaching programs to gain awareness to the 
students, forming projects in which time planning is important, encouraging 
students to team work, giving place to the simulation applications emphasizing 
the importance of time in health services and to raise awareness of students 
about time wasters that have no benefits are advisable. In addition, for the 
studies to be performed thereafter, it can be suggested to reveal the factors 
affecting health management studentsô time management skills, to compare the 
time management skills of the departmental students who have and have not 
time management course in their training programs and to reveal the relationship 
between some variables that are frequently available in the international literature 
such as stress, anxiety and learning and time management skill.  
 
Keywords: time management, time management skill, health management, 
healthcare management education, undergraduate students 
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Abstract 
This study is about the use of international partnerships in the consulting sector 
to enable international trade relations and therefore internationalisation. 
Nowadays it is crucial for a company to think and to operate in a broader scale 
than just within its home countryôs borders. When properly established and 
regulated, partnerships offer the opportunity to enhance profitability (Back et al., 
2014; Buono, 1997). The service sector is gaining importance worldwide and the 
consulting-sector to international trade has been developing partnerships to 
overcome the problems regarding cultural differences and the entry modes of 
internationalisation. The existing literature does not draw a connection between 
the topics of international trade, partnerships and the service industry, which 
means that the current literature does not inform about the availability of 
consultancies establishing border-crossing partnerships with the purpose of 
internationally enlarging the business.  
 
To contribute to existing knowledge, the subject of this study is to find out 
whether partnerships in the service industry can serve as a tool to expand 
internationally. Therefore, the availability and consequently the opportunities for 
partnerships between international business management consultancy firms are 
investigated. The purpose of theses partnerships is to establish an international 
network, which helps to develop international trade relations (Adams & Zanzi, 
2005; Buono, 1997)  
 
To make this work more specific, it is limited on partnerships between 
consultancies of two different countries, Germany and Portugal, substantially 
differ from each other. Being one of the largest importers in the world with a 
dominating service sector, Germany is an interesting country to have a 
partnership with. For Portugal international trade would be an efficient method to 
recover from its crisis (Amorim & Kipping, 1999). 
 
The methodology applied within this research are exploratory interviews and 
qualitative semi-structured interviews. Additionally, propositions were 
implemented in the section of the literature research, to directly connect the 
literature with the investigation. 
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To find out about the availability of Portuguese consultancies to establish a 
partnership with a German consultancy, exploratory interviews with the decision 
makers in internationalisation of two Portuguese consultancies were conducted.  
 
The results of those interviews, strongly supported the assumption suggested by 
the literature, which was that Portuguese companies see opportunities and are 
available for partnerships with German companies since they are attracted by the 
possibility of increasing their network and opportunities on the market of such a 
strong economy. The German market seems especially interesting to them, as 
their customers show high interest into the establishment of trade relations on 
this market, but Portuguese companies lack in networks and relations with 
Germany. As both companies interviewed showed really strong interest into a 
partnership with a German consultancy, the saturation of data was reached. Also 
the size of the Portuguese consultancy market, in comparison to the German 
consultancy market, justified the amount of interviews.  
 
To continue, the focus of this investigation from then onwards was to find out, 
whether the reverse is applicable too and whether there are possibilities for 
Portuguese companies to have a partnership with a German consultancy.  
 
To find out about the motivation of German companies to commit into this kind of 
partnership, fifty-four German consultancy companies were approached with 
qualitative semi-structured interviews. Thirteen companies were available to give 
answers about their attitude towards a Portuguese partner, which corresponds to 
a response rate of 24.07%. Four companies, or 30.78% of the interviewees 
responded positively and were available for a partnership with a Portuguese 
company. The same percentage of companies answered the question, whether 
they would like to establish a Portuguese partner with ñrather notò and five 
companies, which corresponds to a percentage of 38.46%, said that they do not 
need a Portuguese partner. 
 
The factors influencing whether a German company is interested into a 
partnership are its current level of international experience, its experience with 
other countries and international connections of a company. Those factors were 
mentioned by six companies out of thirteen. Another six companies said it is 
important that the business strategy of the companies is compatible. Further six 
companies added, that they are sceptical towards this kind of partnership, as 
they only have little knowledge about the Portuguese market.  
 
Five companies claimed that Portugal is not present on the German market and 
Portuguese companies should attract more attention and present itself on trade 
fairs, in journals, in industry related search engines and use search engine 
marketing to push the popularity of the country. German companies said that 
even Brazil, which is geographically further away is more present on the German 
market than Portugal.  
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Another five companies would be interested in working with Brazil and one 
company with Mozambique. Due to Portugalôs good relationship with its former 
colonies, this could indicate an opportunity for a Portuguese consultancy. 
According to four companies it seems important that the partner speaks English 
when establishing a partnership. Three companies said that the knowledge in 
terms of culture and language should increase within a partnership, and 
according to two companies an increase in knowledge in terms of business, 
mutual benefits and the economic situation of the country are important in a 
partnership.  
 
If German companies refused to work with a Portuguese partner the reason 
therefore was that they already specialize into a certain area/country, there is a 
misfit in their business model concerning the establishment of the partnership, by 
reason of the economic situation of the Portuguese market, by the cause of not 
seeing a possibility to do so, because of negative past experience, or due to the 
lack of knowledge about the Portuguese market.  
 
Mainly, the discovered problem is that German companies lack in knowledge 
about the Portuguese market and are not aware of the existence of Portugal as a 
profitable business partner. One suggestion to improve that would be to better 
market Portugal and be more present on the German market. It is essential that 
Portugal establishes and communicates its own reputation and position, to be 
perceived as an individual country. German companies therefore should get 
informed about the opportunities and the potential of the Portuguese market, like 
the main industries, governmental programs, the close relationship with former 
colonies and that English is widely spoken. 
 
Keywords: internationalisation, business-to-business service, international 
business consultancy firm, opportunities, partnerships, entry barriers, 
internationalisation barriers 
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Abstract 
The purpose of this research is to discuss how strategic management accounting 
can support business model (BM) servitization in tackling cost barriers regarding 
products and/or technologies which because of their production costs do not 
provide satisfying profits for the manufacturers. The empirical domain of this 
research is the dynamic and complex electric mobility scenario. The focus is on 
the Range of Electric SOlutions for L-Category VEhicles (RESOLVE) project (by 
under Horizon 2020 European Green Vehicles initiative - GV5 2014 - Grant 
Agreement nr. 653511 - http://www.resolve-project.eu), which is funded by the 
European Community and innovation program. It is well known that the 
congestion in European cities, caused by the demand and usage of motor 
vehicles of the growing urban populations, produces noise and emission levels 
that pollute the urban environment and negatively affect the quality of life and 
health of local populations. Electric light vehicles (ELVs) may represent a solution 
to these problems. There are many actors involved within this dynamic and 
complex setting (electric vehicle makers and their suppliers, municipalities, 
energy companies, final users) and several marketing and technological aspects 
are still unclear. Four main factors prevent the diffusion of ELVs: cost (and 
consequently the price for end-users), energy efficiency, attractiveness, and 
willingness to use (Weiller, Shang, Neely and Shi, 2015). To foster a wide 
diffusion of ELVs, the RESOLVE project aims to develop a range of cost-
effective, energy efficient and comfortable ELVs that will primarily attract car 
drivers to switch to ELVs for daily urban commutes. The project has thus been 
developing components and systems that meet the very low cost requirements 
for ELVs market segment. At the same time, the project plans to deliver an 
exciting and attractive vehicle driving experience by proposing new concepts 
(tilting & narrow track), while keeping the vehicle energy consumption at a very 
low level. These factors could induce internal combustion engine car drivers to 
switch to ELVs for their daily urban mobility needs. This is particularly true, if 
ELVs manage to be a cost-effective solution not only in terms of the purchase 
cost but also in terms of the total cost of ownership (TCO) ï including the cost of 
purchase, energy and maintenance costs, resale and government subsidies. 
These new concepts will be exhibited in two fully electric tilting four wheeler 
demonstrators (L2e and L6e) although many new features will also be applicable 
to the complete range of ELVs (including powered-two wheelers). One of the 
most important constraint that has delayed the wide diffusion of e-vehicles is the 
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high cost of the battery system because it makes the development and 
production of e-vehicles not economically convenient. Furthermore, the battery 
system involves a high degree of technological uncertainty (Kley, Lerch and 
Dallinger, 2011). However, no significant technological improvements are 
foreseen in the near future to make it economically sustainable for manufacturers 
and end-users. The RESOLVE project is thus developing an innovative electrified 
powertrain and it will tackle cost reductions by: a modular and scalable design of 
the components (i.e. battery pack and inverter); functional integration for 
drivetrain electronics, which includes an inverter, DC/DC-converter, battery 
charger and vehicle management unit; and finally using existing low-cost 
devices. However, a further way of boosting demand could be to tackle the cost 
issues by identifying alternative business models (BMs) for the widespread 
diffusion of RESOLVEôs vehicle concept. In the literature a shared definition of 
ñbusiness modelò (Zott, Amit and Massa, 2011) is still lacking. The research 
refers to Osterwalder's ontology (2004), which lists and connects the nine typical 
components of a BM (capability, partnership, value configuration, value 
proposition, channel, relationship, customer, cost and revenue). Changes to 
existing BMs can make the difference between successfully commercialized 
innovations and those that are not economically sustainable (Chesbrough and 
Rosenbloom, 2002; Teece, 2010; Weiller et al. 2015). BM innovation can be 
valuable way of moderating and modulating the influence of cost drivers on the 
product and service production cost (Bernstein Research, 2011; Giannetti, Risso 
and Cinquini, 2016). In the electric vehicle sector, very diverse BMs are emerging 
to respond to the major barriers to electric vehicle adoption, such as limited 
driving range, limited availability of charging infrastructure, long recharging times, 
and high costs (Khoo and Gallagher, 2012; Weiller et al., 2015; Hall, Moultak and 
Lutsey, 2017). Each BM is characterized by one or more different elements, such 
as value proposition, target customers and distribution channels, customers and 
supplier relationships, ways of performing ñkey activitiesò and using ñkey 
resourcesò, cost structure and revenue streams. Specifically, alternative BMs 
could be differentiated by elements such as: i) direct selling; ii) pay per use; iii) 
vehicle leasing; iv) battery leasing. The design of alternative BMs could also have 
a significant impact both on the purchase cost and on TCO for the end users. 
Formulas other than direct selling could provide a competitive TCO for ELVs 
compared to conventional internal combustion engine vehicles. Customers could 
thus save money through lower acquisition and usage costs. These formulas 
need to be taken into account jointly with product development strategies, since 
they contribute in determining both actual costs and possible levers for cost 
reduction. In this wide range of BMs alternatives, one possible innovation could 
be to add services or to revise the BM according to a service dominant logic 
(Baines, Lightfoot and Benedettini, 2009; Giannetti et al., 2016; Weiller et al., 
2015; Tenucci and Supino, 2017). Weiller et al. (2015), for instance, analyze four 
cases: Build Your Dreams (BYD), Wanxiang, Tesla and Autolibô. Each case 
exploits different BMs: BYD is characterised by electric vehicle (EV) sales + fast 
charging; Wanxiang by EV leasing and sales + battery swapping; Tesla by High-
end EV sales + fast charging; Autolibô by EV car sharing. Each BM is examined 
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by a framework including 11 criteria. The first five criteria look at how the BM 
addresses the barriers to electric vehicle adoption from a consumer perspective. 
The remaining criteria are related to value creation and capture from the supply 
side. Within the latter group of criteria, the servitization of BM is considered as 
one way of creating and capturing value from the business. Hall et al. (2017) 
pinpointed the significance of a service approach within the e-vehicle domain by 
studying ten new e-mobility BMs that can link three important sectors i.e. the 
automotive industry, energy systems and transport infrastructure. Each BM 
archetype is analysed to highlight implications for users, regulations, technology, 
and city systems. For the purpose of this research it is important to recall that 
according to Hall et al. (2017), some BM archetypes seem to have the greatest 
capacity to fulfill the BM innovation needs across the three industries. Without 
going into detail, these promising BMs are characterized by an important 
integrated service approach to mobility. To sum up, it seems that services play a 
significant role in overcoming barriers to e-vehicle diffusion. However, the 
magnitude of value creation of different BMs is not clear (Weiller et al., 2015; Hall 
et al., 2017), and consequently whether these BMs are economically sustainable. 
The research aims to examine the BM servitization of ELVs through the cost 
driver analysis approach developed within the strategic management accounting 
(SMA) field. The topic of cost driver analysis is widely treated in the SMA 
literature (Shank and Govindarajan, 1991); however, it does not consider BM as 
a subject of investigation and servitization as a way to manage cost and value 
drivers (Banker and Johnston, 2007). In some contexts, selecting relevant cost 
drivers and managing their impacts on production costs is not a problem, since 
there are clear possible solutions. However, within other contexts (i.e. ELVs), it 
may be difficult to select relevant cost drivers and to manage their impacts 
because, for instance, of the complex relationships among cost drivers and 
entities (i.e. different organizations as in the electric vehicle domain) involved in 
the provision of products/services to the final consumer (Banker and Johnston, 
2007). In this setting, cost driver analysis can help in identifying the main cost 
drivers of specific BMs and in modeling their impact on costs through the 
servitization of the BM. This approach leads to a better understanding of both the 
strategic positioning of private companies involved in a specific BM and whether 
the BM is economically sustainable. Giannetti et al. (2016) proposed the analysis 
of cost drivers by adopting a service-dominant logic perspective (Vargo and 
Lusch, 2004), and applying it to ñBetter Placeò case study, another well-known 
case history within the electric mobility scenario. However, this framework should 
be tested considering different contexts and cases. In this research, the 
framework proposed by Giannetti et al (2016) is adopted in a new context i.e. the 
RESOLVE project. The research uses an exploratory approach and investigates 
the RESOLVE project through the case study method (Yin, 2003; Eisenhardt and 
Graebner, 2007). The originality of this research lies in the context investigated 
(RESOLVE project) and the cost driver analysis applied regarding the 
servitization of BM. The expected outputs include: 1) insights for designing 
suitable BMs in order to boost the diffusion of vehicles developed by the 
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RESOLVE project; and 2) a refinement of the cost driver analysis within a 
servitized BM context. 
 
Keywords: business model (BM), servitization, strategic management 
accounting (SMA), electric light vehicles (ELVs), RESOLVE project. 
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Abstract 
In recent years, research on consumer experience in hospitality and tourism 
have gained considerable attention. Several studies investigated the impact of 
tourist experience on behavioral intentions (e.g., Bigné, Andreu & Gnoth, 2005; 
Hosany & Witham, 2010; Ali, Amin & Cobanoglu, 2016). Although this 
relationship is now quite apparent, the specific role of gender in understanding 
tourist experience remains unclear. Gender has always attracted both 
researchers and marketers since it is an important determinant of consumer 
behavior. Therefore, the present study argues that gender plays an important 
role in tourist experience perceptions. However, no empirical study in hospitality 
and tourism has yet examined how gender affects the relationship between 
consumer experience and behavioral outcomes (e.g., satisfaction, revisit 
intention, word-of-mouth recommendation, etc.). To fill this gap, the present study 
aims to investigate the moderating effect of gender on the relationship between 
resort hotel experiences and tourist loyalty. The rationale behind investigating 
guest experiences at resort hotels is that holiday vacations are consumed 
primarily for hedonic purposes and resort hotels provide services that are rich in 
terms of experiential attributes.  
 
This study applied a survey research design. A self-administered questionnaire 
was developed based on the extant hospitality and tourism research. The resort 
hotel experience was captured by adapting the 16-item tourist experience scale 
developed by Oh, Fiore and Jeoung (2007). The scale consists of four 
dimensions (i.e., education, esthetics, entertainment, and escapism) which taps 
the four realms of consumer experiences proposed by Pine and Gilmore (1999). 
Tourist loyalty was measured by three behavioral intentions (i.e., intention to 
return, intention to recommend, and willingness to pay more) that are frequently 
used in previous research. All items were measured on a five-point Likert type 
scale ranging from (1) strongly disagree to (5) strongly agree. To provide 
additional background on the respondents, demographic (e.g., gender, age, 
nationality, level of education, household income, and marital status) and travel-
related questions (e.g., previous visit, length of stay, purpose of travel, party size, 
travel companions, and information sources used in holiday decision making) 
were also asked. Using initial survey draft, a pilot study was undertaken with a 
sample of 40 resort hotel guests in order to ensure that the wording, format and 
sequencing of questions were appropriate.  
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The target population of this study comprised guests staying at five-star resort 
hotels in Antalya province of Turkey. Antalya is one of the top tourism 
destinations in the Mediterranean region hosting more than 11 million 
international tourists per year (Turkish Ministry of Culture and Tourism, 2016). 
The study included only the five-star resort hotels with the argument that the 
higher the star rating of a hotel, the greater the amount of experiential attributes 
provided. To increase the diversity of resort hotels in the sampling frame, the 
maximum number of respondents from each property was intentionally limited to 
20 guests. A convenience sampling method was used in the research process. 
The questionnaires were distributed to the guests immediately after the check-
out, while they were waiting for the airport transfer. Respondents were 
approached randomly rather than approaching all available guests in a 
systematic way. The data were collected in the months of May and June 2017. 
Out of 542 questionnaires collected, 22 questionnaires were unusable due to 
excessive missing data and two questionnaires included outliers. Thus, a total of 
518 questionnaires were used to analyze the data.  
 
A measurement model consisting of four-dimensional resort hotel experience 
scale (education, esthetics, entertainment, escapism) and one-dimensional 
loyalty scale was estimated using confirmatory factor analysis in order to 
establish convergent and discriminant validity of the constructs. An examination 
of the model indicated a good fit (ɢ2/df<3, RMSEA<5, CFI, GFI, and NFI > 0.95). 
Convergent validity was assessed by examining the average variance extracted 
(AVE) for each construct. All AVE estimates exceed the recommended 0.50 
threshold level (Hair et al., 2005). Thus, the convergent validity of the constructs 
was confirmed. Following Fornell and Larckerôs (1981) suggestion, the 
discriminant validity of the constructs were tested by comparing AVE estimates 
with the squared correlations between pairs of constructs. All squared 
correlations between any pairs of constructs were less than the AVEs, indicating 
that discriminant validity was achieved. Additionally, the composite reliabilities 
were all above 0.80; showing evidence of strong internal consistency for each 
dimension of the resort hotel experience scale as well as the loyalty scale. The 
potential problem of common method bias (CMB) was tested using both 
Harman's single-factor and unmeasured latent method factor (Podsakoff, 
MacKenzie, Lee, & Podsakoff, 2003) approaches. The results indicated that 
common method variance does not appear to be present.  
 
The structural model was tested using multiple group analysis. Respondents 
were divided into two groups based on their gender ï female (n=262) and male 
(n=256). Before testing the moderation effects, Hair et al. (2005) suggest that 
metric invariance should be examined. Thus, a partial metric invariance model 
was employed and supported (p>0.05). Additionally, a series of chi-square tests 
was applied in order to investigate whether or not there were any significant 
relationships between female and male respondents in terms of demographic 
and travel-related profiles. No significant differences were found between the two 
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groups. In other words, both female and male respondents were found to be 
similar in terms of demographic and travel-related profiles. 
 
The results of the moderation test indicated that the effects of escapism and 
entertainment on loyalty are significantly different according to guestsô gender. 
More specifically, the impact of escapism on loyalty was found to be stronger for 
female guests (p<0.05), whereas the impact of entertainment on loyalty was 
found to be stronger for male guests (p<0.05). No other moderation effects were 
found between education and esthetics dimensions, and loyalty (p>0.05). In other 
words, the effects of education and esthetics on loyalty were similar for both 
female and male guests.  
 
The results of the present study make important theoretical and practical 
contributions. From a theoretical standpoint, this study contributes to the extant 
research on consumer experience in hospitality and tourism by finding empirical 
evidence regarding the moderating role of gender on the relationship between 
tourist experience and behavioral intentions. From a practical standpoint, the 
findings of the study are important, as they indicate that the impact of experience 
on loyalty can vary systematically based on touristôs gender. In this study, 
escapist experiences at resort hotels proved to be a more important factor for 
female guests in developing positive behavioral intentions, while entertainment 
experiences were found to be more important for male guests. Thus, it is crucial 
for resort hotel operators and tourism marketers to take these gender differences 
into account when developing the experiential attributes of their products to 
increase customer loyalty.  
 
Keywords: tourist experience, experience economy, loyalty, gender 
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Abstract 
The 21st century consumer of a service delivery has access now, more than ever 
before, to a shorter delivery service timeline; a faster paced environment and at 
times a service delivery, which is less reliant on human contact. Consumers, 
exercising a vast amount of autonomy in deciding on how their service delivery 
might be managed and controlled, can decide quite rapidly as to whether they 
will opt in or out of a service delivery. As service delivery expectations increase, 
the hospitality industry is also experiencing many additional internal and external 
pressures and ñwowing" the guest is becoming increasing difficult. As consumer 
desirables and expectations change, as well as the global hospitality industry 
changing, the question now needs to be asked: what does the hospitality 
consumer now expect from the service delivery? This paper will endevor to 
answer just that. The paper will be specific to hospitality consumers in Sheffield, 
South Yorkshire, United Kingdom.  
 
Keywords: service delivery, customer, expectations, hospitality, Sheffield  
 
Introduction 
For the 21st century consumer of a service delivery a mirage of change is 
occouring. These changes - financial change; political change, economic change, 
technological change and societal change bring with them excitement, unrest, 
expectations and at times unfavourable outcomes. Currently the global financial 
market continues to borrow hand over fist, adding nearly $60 trillion since 2007 in 
the process of pushing the world debt load to $200 trillion, or nearly three times 
the size of the entire global economy. Economically the global world has been hit 
with many changes particularly the manner in which consumers are now allowed 
to ñengageò with service delivery - long lines and crowded shopping malls are 
almost a thing of the past and with the popularity of e-commerce, consumers can 
once again avail of products and services in a completely different manner to 
consumers of the past. Consumers are now used to operating, engaging with 
and experiencing the ñnowò culture. Immediate access and immediate outcomes 
epitomises the "now" culture. Societal changes have also brought about changes 
where the service delivery is engaged with; consumers have now access to 
employees who are being sought out on the basis of their soft skills; an element 
of a caring, hospitable personality is overriding the necessity for hard skills. 
 
These imminent changes dramatically impact customer expectations and as 
rapid change and growth occurs; extortionate pressures are experienced from 
service providers to provide and deliver on time every time. The service delivery 
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timeline is now shorter and more condensed than ever before; creating friction 
between the customer and the delivery of service. This story is well lived out in 
the hospitality industry. The industry is catering for and delivering a service to a 
society who are well-travelled, well educated and confident as consumers of a 
service delivery. They are not afraid to complain, they are not afraid to remain 
and they are not afraid to change if and when their expectations of a service 
delivery are not met if not, exceeded. In the 21st century and specific to the 
hospitality industry it is now not enough to just meet the guests expectations; the 
educated, the confidents and the travellers are quick to say no and want more for 
their engaging with the service delivery. It is thus of vital importance to the 
hospitality industry to do their utmost to understand and provide for what it is that 
the 21st century hospitality customer wants and needs from the service delivery.  
 
Service Delivery and the Hospitality Industry 
The essence of a service delivery is very much associated with the employees: 
ñeverything a service organisation does for its customers is first perceived by its 
employeesò (Groonroos, 2000, p. 331). If employees do not understand the 
wants of the customers and how the service offering can fulfil these wants, they 
will not be effective in their interaction with the customers. Additionally, it is 
fundamental that organisations understands what the service delivery entails and 
how this should be managed. The service delivery can occour at two different 
levels - there are those who adopt an expertise-based strategy, by controlling the 
delivery process and expecting clients to adapt to their needs and style. 
Additionally and in contrast to the former, there are those who essentially 
become partners with their clients and collaborate in solving the clientôs complex 
problems. Service delivery involves items such as: service quality and customer 
satisfaction, which can occur at multiple levels in an organization, for example, 
satisfaction with the contact person, satisfaction with the core service and 
satisfaction with the organization and its offerings as a whole (Shemwell, 2001). 
Given the importance of the cutomer in deciding what a servcie deliver should 
entail, Gummesson (1991) notes how the customer can help the organization 
organize around the customer. He notes that the customer seeks a seamless 
service delivery experience and the organization must find a way to provide it 
through the organizing strategy. A focus on understanding what the customer 
wants from a service delivery is of great importance. This can be achieved 
through feedback as well as a greater understanding of the sector where the 
service delivery occurs and for the context of this paper - the hospitality industry.  
 
Hospitality in Context 
The Oxford English Dictionary (2002) defines hospitality as the ófriendly and 
generous reception of guests or strangersô, while the Chambers English 
Dictionary (2001) defines it as, óentertaining strangers and guests kindly and 
without reward: showing kindness: generous: bountifulô. Many definitions exist as 
well as opinions but one thing is for sure - it is about people engaging with people 
- which is different to the concept of serving people. It is not difficult in the 21st 
century to experience hospitality yet not engage with the human interaction. For 
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example, a customer can overnight in a hotel without engaging with a human 
during the experience. On the other hand, Heal (1984) cited Wheler that 
ñhospitality is an excellent Christian Practiceò. In addition to this the institution of 
a Gentleman insists, ñgood housekeeping is a thing in all Gentleman requiredò 
and the fact that the traditional link between gentility and generosity must be well 
maintained. American heritage dictionary (2001) defines the hospitality as 
ñsomeone with whom one has shared duties of hospitalityò.  
 
Methodology  
The primary purpose of this exploratory study is to examine what are the 21st 
century customers expecting from a service delivery, specific to small 
businesses. A five-point scale ranking from 1 (very important) to 5 (least 
important) was used to gather data. In order to manage the logistics of obtaining 
responses from diverse group, 4 independent cafés in city of Sheffield in United 
Kingdom were identified for conducting the survey. These cafes were selected 
based on their area (mainly in city centre) and also being independent 
organisations (small businesses). The data collection occoured over a two week 
timeframe. 100 questionnaires were distributed of which 35 were deemed 
appropriate for the sample.  
 
Responses (n=35 currently) were coded and analysed using SPSS software 
(version 22.0 for windows). Mean and standard division scores were obtained to 
identify the highest factors based on customers opinion.  
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Abstract 
It is a common promotion way for hotel to offer discount rooms during the off-
season. This paper studies the problems for optimal hotel room allocations with 
original price and multistage discount price. The two models of the optimal 
allocation for first-grade and second-grade discount hotel rooms are established 
respectively. It is assumed that the customers can reserve rooms at a discount 
before a certain deadline, meanwhile, they are allowed to cancel their 
reservations for some reasons. The expected total revenue function of hotel 
rooms is established under a certain cancellation rate and the optimal solution of 
the first-grade discount model is derived. Finally, under various parameters, the 
numerical analyses of the first-grade and second-grade discount models are 
given to demonstrate the validity of this model. It is shown that with the raise of 
volatility and elasticity of the market demand, optimal allocation amount of the 
discount rooms increases gradually. While with the raise of market demand, the 
optimal allocation amount of the discount rooms gradually decrease. When the 
cancellation rate of original rooms and the discount rooms have the synchronous 
change, the cancellation rate has little effect on the allocation proportion of hotel 
rooms. Based on the results, hotel managers can dynamically adjust hotel rooms 
allocation strategies. 
 
Keywords: hotel, discount, expected revenue, allocation strategy, revenue 
management 
 
Introduction 
Revenue management research which originates airline industry has made great 
achievement in different industries (Chiang, Chen and Xu, 2006; Anderson and 
Xie, 2010; Gönsch, Koch and Steinhardt, 2014; Erdem, Erdem and Jiang et al., 
2016). Revenue management (RM) which is called yield management in the 
early days is an essential instrument for matching supply and demand by dividing 
customers into different segments based on their purchase intentions and 
allocating capacity to the different segments in a way that maximizes a particular 
firmôs revenues. Kimes(1989) defines RM as the application of information 
systems and pricing strategies to allocate the right capacity to the right customer 
at the right price at the right time. The application features of revenue 
management are as follows: the storage of perishable goods, limited capacity, 
demand uncertainty, advance bookings, high fixed costs and low variable cost. 
The perishable goods, which include air seats, hotel rooms, car rental, golf 
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courses, casino and gambling facilities, and so on, are the main application 
objects of revenue management. 
 
Capacity management is one of the most important methods of revenue 
management, and capacity management of the perishable goods has attracted 
many scholars attention (Savin, Cohen, and Gans et al., 2005; Feng and Xiao, 
2006; Kocabēyēkoĵlu, Popescu, and Stefanescu, 2013; Ovchinnikov, Boulu 
Reshef and Pfeifer, 2014). Because flexibility of the perishable goods capacity is 
limited, the optimization allocation of perishable goods is very important in 
practice. For example, Chew, Lee and Liu (2009) developed a discrete time 
dynamic programming model to obtain the optimal prices and the optimal 
inventory allocations for the product with a two period lifetime to maximize the 
expected revenue. 
 
RM is widely used in hotel industry, and it has been shown to provide revenue 
gains of 4 to 5 percent (Weatherford, 1995). Overbooking and capacity 
management have caught the interest of many scholars in hotel revenue 
management (Karaesmen and van Ryzin, 2004; Pullman and Rodgers, 2010; 
Steinhardt and Gönsch, 2012). When there is sufficient market demand, 
overbooking should be considered, otherwise, hotel rooms should be at a 
discount (Lee, 2016). Overbooking is based on the assumption that some of the 
customers that have booked rooms will not appear for check-in (so called ñno 
showò), others will cancel or amend their bookings last minute, while third will 
prematurely break their stay in the hotel, due to illness, personal reasons, traffic, 
bad weather, force majeure or other reasons (Chen, 2016; Antonio, Almeida and 
Nunes, 2017). In order to protect itself from losses, the hotel confirms more 
rooms than its available capacity with the expectation that the number of 
overbooked rooms will match the number of no shows, last minute cancellations 
and amendments (Noone and Lee, 2011; Ivanov and Zhechev, 2012; Fasone 
and Faldetta, 2013). 
 
Capacity management of hotel rooms is similar to capacity management of air 
seats. Optimal distribution and optimal control are the main content of capacity 
management of air seats, which has a certain reference to capacity management 
of hotel rooms (Zhao, 2001; Feng, 2001; Feng and Xiao, 2006). Feng (2001) 
considers an airline seat inventory control problem with multiple origins, one hub, 
and one destination. This study presents a stochastic control model and 
develops optimal control rules. Zhao (2001) studies a two-class dynamic seat 
allocation model, which has two distinctive features. The model explains why 
airlines close discount fares as the departure time approaches and shows a 
close relationship between the optimal policy and the policies suggested by the 
existing static models. 
 
Hotel rooms are common perishable goods, and allocation of hotel rooms has 
been the focus of academic discussion (Jerath, Netessine, and Veeraraghavan, 
2010; Chen and Lin, 2013; Heo, Lee and Mattila et al., 2013). Ladany(1976) 
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studies allocation problem of different types of hotel rooms to maximize the 
expected contribution to profit per rental day. Steinhardt and Gönsch(2012) 
improve the traditional decomposition model and construct two dynamic 
programming model in order to research capacity management. 
 
Demand season changes have great influence to hotel revenue management 
decisions. In the off-season, discount pricing should be applied to maximize total 
expected return in hotel revenue management (Tang and Jang, 2010). Discount 
pricing is commonly used in hotel dynamic pricing, and optimal allocation of 
discount rooms is an important content of hotel room capacity management 
(Pan, 2007; Levin, Nediak, and Bazhanov, 2014). Koidea and Ishii (2005) study 
the optimal allocation and overbooking of discount rooms without numerical 
analysis, and they only analyze the optimal allocation strategy without 
cancellation and overbooking. In practice, customers can reserve hotel rooms at 
discount price for some time, and are allowed to cancel the reservation after 
booking for some reasons (Romero Morales and Wang, 2010). Profit 
maximization is the purpose of hotel revenue management, so the expected 
return model is commonly used in the field (Kimes, 1989; Feng and Xiao, 2000; 
Topaloglu, Birbil, and Frenk et al., 2012). This paper studies the problems for 
optimal hotel room allocations with original price and multistage discount price. 
The two models of the optimal allocation for first-grade and second-grade 
discount hotel rooms are established respectively. It is assumed that the 
customers can reserve rooms at a discount before a certain deadline, 
meanwhile, they are allowed to cancel their reservations for some reasons. The 
expected total revenue function of hotel rooms is established under a certain 
cancellation rate and the optimal solution of the first-grade discount model is 
derived. Finally, under various parameters, the numerical analyses of the first-
grade and second-grade discount model are given to demonstrate the validity of 
the model. It is shown that with the raise of volatility and elasticity of the market 
demand, optimal allocation amount of the discount rooms increases gradually. 
While with the raise of market demand, the optimal allocation amount of the 
discount rooms gradually decrease. When the cancellation rate of original rooms 
and the discount rooms have the synchronous change, the cancellation rate has 
little effect on the allocation proportion of hotel rooms. 
 
The paper is structured as follows: Section 2 provides the two models of the 
optimal allocation for first-grade and second-grade discount rooms. In Section 3, 
the optimal solution of the first-grade discount model is given. In Section 4, the 
computational results from the numerical analyses of the first-grade and second-
grade discount models are discussed, and the optimal allocation strategies and 
the value of corresponding expected total revenue function are given to 
demonstrate the validity of this model. At last, the paper concludes with a 
summary of the key results. 
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Modeling 
 

Assumptions 

Connecting with the practical situation, this paper considers that the customers 
can reserve rooms at a discount in a certain period. To study the optimal 
allocation problems for discount hotel rooms, the assumptions are given as 
follows:  
Assumption 1: The accepted booking time for hotels is divided into a total of 3 
periods,

2 1 0
, ,T T T , which can be expressed as 

j
T , where 2,1, 0j = . And the 

beginning of the period 
j

T  is also the start time of level j discount. Only the level

j
T discount rooms and normal rooms can be sold in the period of 

j
T . 

Assumption 2: Under the level of j discount, the unsold rooms can only be 

converted into normal room sale, where 2,1j = ; 

Notations and Definitions 

Better to understand the model and solve process, the mathematical notations 
and their meanings are given as follows: 

2,1, 0j =     Second-grade discount rooms, first-grade discount rooms and 

normal rooms, respectively; 

j
R          The price for level j  discount rooms, where 2,1j = ; 

0
R          Full price; 

,b a         Discount coefficient; b  is for second-grade discount,a  is for first-

grade discount respectively where 
2 0

R b R= ³
1 0

R a R= ³ ; 

j
y          Number of rooms allocated for j  discount rooms, where 2,1j = ; 

0
y          Number of rooms allocated for normal rooms; 

*

j
y          Optimal number of rooms allocated for j  discount rooms, where

2,1j = ; 
*

0
y          Optimal number of rooms allocated for normal rooms; 

j
D          Random variable for the demands of rooms in booking j  discount 

rooms, where 2,1j = ; 

0
D          Random variable for the demands of rooms in booking normal 

rooms; 

j
P           Cancellation ratio for booking j  discount rooms, where 2,1j = ; 

0
P           Cancellation ratio for booking normal rooms; 

j
x          Random variable for the number of sales for j  discount rooms, 

where 2,1j = ; 

0
x           Random variable for the number of sales for normal rooms; 

( ) , ( )
j j j j

f D F D   Probability density function and probability distribution function 

under; level j  discount rooms for
j

D , where 2,1j = ; 
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0 0 0 0
( ) , ( )f D F D   Probability density function and probability distribution function 

under normal price for
0

D ; 

1
W      Expected total revenue for the first-grade discount rooms; 

2
W  Expected total revenue for the second-grade discount rooms; 

( )E x      Expected value of x ; 

[ ]x      Rounding x  

 

Model Building 

 

Allocation Model for One-grade Discount 

Typically, reservation demand expressed as 
j

D  for hotel rooms are random 

variables, whose exact value is unknown, where 1, 0j = . So, the paper canôt 

determine accurate value of the reservation demand for hotel rooms 
j

D  and 

allocation number of hotel rooms
j

y . Hotel room sale is also a random variable 

expressed as
j

x , which is determined jointly by the number of
j

y  and
j

D . When 
j

D  

is lower than 
j

y , because of a lack of market demand, the distribution of the 

hotel rooms is relative surplus and 
j

x  is decided by 
j

D .Conversely, when 
j

D  is 

higher than 
j

y , the market demand is bigger and 
j

y  can be assigned to all sales, 

so 
j

x is determined by 
j

y . In the actual situation, after booking rooms customers 

are allowed to cancel the reservation for some reasons. So the cancellation rate 
is taken into account in the discount model for hotel rooms. Next, based on the 
above two assumptions, the formula of 

j
x  is built. 

 
The accepted booking time is divided into two periods, 

1 0
,T T . At period

1
T , the hotel 

can sell discount rooms and full-price rooms, and the sale of discount rooms has 
a priority. In this period, only when the discount rooms are all sold out, can full-
price rooms start to sell. In addition, if the discount rooms are not sold out during 
this period, the rest of which will be transferred into full-price rooms to be sold at 
period

0
T . At period

0
T , the rooms can be only sold at full price, and sales of the 

full-price rooms consist of two parts, one is 
0

y  allocated from the initial period
0

T , 

the other is the unsold discount rooms from period
1

T . In addition, the start of 
j

T  is 

the beginning of discount j  period and the end of 
1

T is just the beginning of the 

period
0

T , where 1, 0j = ; 

 
Based on the above description, the mathematical expression of random variable 
for the sale number of discount rooms 

1
x  is constructed. 

 

{ }( )1 1 1 1

1 1 1 1

1 1 1 1

(1 ) ,
mi n , 1

(1 ) ,

D p i f D y
x D y p

y p i f D y

ë - <î
= = -ì

- ²îí
               (1) 
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In order to clearly express the random variable 
0

x for normal rooms, the paper 

introduces 0-1 variableb. 

 

1 1

1 1

1,

0,

i f D y

i f D y
b

ë <î
=ì

²îí

                              (2)

 
 
Based on the above description, the mathematical expression of random variable 
for the sale number of normal rooms 

0
x  is constructed. 

 

( )

( ) ( )
0 0 0 0 1 1 1 1 1

0

0 1 1 1 1 1 0 0 0 1 1 1 1 1

(1 ) , 1̂ ̃ (1 )

[ 1̂ ̃ (1 ) ] (1 ) ,ȀȀȀȀ 1̂ ̃ (1 )

D p i f D y y D p y p
x

y y D p y p p i f D y y D p y p

b b

b b b b

ë - < + - - + -î
=ì

+ - - + - - ² + - - + -îí

    

( )0 0 1 1 1 1 1 0
mi n{ , 1̂ ̃ (1 ) } (1 )D y y D p y p pb b= + - - + - -           (3) 

 
The two random variables for the sales of full-price rooms and discount rooms 
have been constructed. In the model, the paper introduces the allocation amount 
of discount rooms 

1
y and full-price rooms

0
y , and the value of them determines 

the total revenue of the hotel rooms. To get the optimal allocation amount, the 
paper builds a total expected revenue function of hotel rooms. 
 
The total expected revenue function for hotel rooms depends on the sale number 
and price of hotel rooms. Since the sale volume of hotel rooms is random, the 
expectation of which needs to be calculated. In the above model, the random 
variables for the number of discount and full-price rooms are expressed as

1
x  and

0
x , respectively, so the mathematical expectation of them represents the sale 

number of discount and full-price rooms.  
 
The sale number of discount rooms

1
( )E x is as follows: 

 
1

11 1 1 1 10
̂ ̃ (1 ) ( ( ) )

y

D
E x p y F D d= - -ñ                     (4) 

 
The sale number of full-price rooms

1 0
( )E x is as follows: 

 
1 1 1

0 1

(1 )

1 0 0 1 1 1 1 0 00 0
̂ ̃ (1 ) ( ) ( (1 ) ( ) )

y Y D p

D D
E x p f D Y D p F D d d

- -

= - - - -ñ ñ  

1 1 1

00 1 1 1 1 1 0 00
(1 ) (1 ( ) ) ( ( ) )

Y y y p

D
p F y Y y y p F D d

- +

+ - - ³ - + -ñ      (5) 

 
In conclusion, when the hotel rooms are only divided into two type of rooms, 
which are discount rooms and full- price rooms, the total expected revenue 
function of hotel rooms is expressed as follows:  
 

1

1 1 0 1 0 0
0

( ) ( ) ( )
i i

i

W E x R E x aR E x R
=

= = +ä
               

     (6) 
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Then, the problem is transferred into the following mathematical model: 
 

1 1 1 1

1 0 1

1 1

0

( 1 )

0 1 1 1 1 0 0 1 1 1 1 0 00 0 0

(1 )

0 0 1 1 1 1 0 00

(1 ) ( ( ) ) (1 ) ( ) ( (1 ) ( ) )
max

(1 ) (1 ( ) ) ( (1 ) ( ) )

y y Y D p

D D D

Y y p

D

aR p y F D d R p f D Y D p F D d d

R p F y Y y p F D d

- -

- -

ë û- - + - - - -
î î
ì ü
î î+ - - ³ - - -
í ý

ñ ñ ñ

ñ

1 0

0
. .

1, 0

j

j

y y Y

y Y
s t

y Z

j

ë + =
î
¢ ¢î

ì
Íî

î
=í

                               (7) 

 
The above mathematical model reflects the optimal allocation problem when 
there are only the discount rooms and full-price rooms. In this model, because 
the total number of hotel rooms is fixed, the model is a univariate function, the 
paper just need to calculate the optimal solution of the mathematical model, 

namely the optimal allocation strategy can be got. ́

̋
y  is defined as the optimal 

solution of the model, and the random variable for reservation demand of 
discount and full-price rooms is 

j
D , whose distribution function can be obtained 

by statistical knowledge. And the discount rate is set to be discount a , the 
cancellation rate of discount and full-price rooms are

1 0
,p p , respectively, which 

can be obtained from the actual statistical data of hotels. Then the paper makes 
*

1
y and *

0
y the optimal allocation amount of discount and full-price rooms 

respectively, and the optimal allocation strategy of hotel rooms is as follows: 

{ }* '

1 1

* *

0 1

mi n [ 0. 5 ] ,y y Y

y Y y

ë = +î
ì

= -îí

                            (8) 

 

Allocation Model for Two-grade Discount 
Similar to the one-grade discount room allocation model, the random variable for 
hotel room sale is 

j
x , whose value is determined jointly by the number of 

j
y  and 

j
D , where 2,1, 0j = .The accepted booking time is divided into three periods, 

2 1 0
, ,T T T . At period 

2
T  and

1
T , the hotel can sell discount rooms and full-price rooms, 

and sale of discount rooms has a priority. In this period, only when the discount 
rooms are all sold out, can full-price rooms start to sell. In addition, if discount 
rooms are not sold out during the period of time 

2
T  and

1
T , the rest, which will be 

transferred into full-price rooms, will be sold at period
0

T . At period
0

T , the rooms 

can be only sold at full price, and sales of the full-price rooms consist of two 
parts, one is 

0
y  allocated from the initial period

0
T , the other is the unsold discount 

rooms from period 
2

T and
1

T . In addition, the start of 
j

T  is the beginning of discount 

j  period and the end of 
j

T is just the beginning of the period
- 1j

T , where 2,1j = ; In 

this section, the cancellation rate is also taken into account. Based on the above 
two description, the formula of 

j
x  is built. 
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The random variable for the sale number of the second-grade discount rooms 
2

x  

is constructed. 
 

{ }( )2 2 2 2

2 2 2 2

2 2 2 2

(1 ) ,
mi n , 1

(1 ) ,

D p i f D y
x D y p

y p i f D y

ë - <î
= = -ì

- ²îí               (9) 
 
The random variable for the sale number of the first-grade discount rooms 

1
x  is 

constructed. 
 

{ }( )1 1 1 1

1 1 1 1

1 1 1 1

(1 ) ,
mi n , 1

(1 ) ,

D p i f D y
x D y p

y p i f D y

ë - <î
= = -ì

- ²îí                (10) 
 
In order to clearly express the random variable 

0
x for normal rooms, the paper 

introduces 0-1 variable
j
a . 

1,
1, 2

0,

j j

j

j j

D y
a j

D y

ë <î
= =ì

²îí                              (11) 
 
The expression of random variable for the sale number of normal rooms 

0
x  is 

constructed. 
 

( ) ( ) ( ) ( )0 0 1 1 1 1 1 1 1 2 2 2 2 2 2 2
(1 ) 1 (1 ) 1 ,i f D y y D p y p y D p y pa a a a< + - - + - + - - + - 

0 0 0
(1 )x D p= -          (12) 

 

( ) ( ) ( ) ( )0 0 1 1 1 1 1 1 1 2 2 2 2 2 2 2
(1 ) 1 (1 ) 1 ̆i f D y y D p y p y D p y pa a a a² + - - + - + - - + -   

( ) ( ) ( ) ( )0 0 1 1 1 1 1 1 1 2 2 2 2 2 2 2 0
[ (1 ) 1 (1 ) 1 ] (1 )x y y D p y p y D p y p pa a a a= + - - + - + - - + - - 

           (13) 

0
x  is expressed as follows: 

 

( ) ( ) ( ) ( ){ }0 0 0 1 1 1 1 1 1 1 2 2 2 2 2 2 2 0
mi n , (1 ) 1 (1 ) 1 (1 )x D y y D p y p y D p y p pa a a a= + - - + - + - - + - -

 (14) 
 
The paper constructs three random variables for the sales of first-grade, second-
grade discount and full-price rooms. In the model, the paper introduces the 
allocation amount of discount rooms

2
y , 

1
y and full-price rooms

0
y , but the value of 

them determines the total revenue of the hotel rooms. To get the optimal 
allocation amount, the paper builds a total expected revenue function of hotel 
rooms. In the above model, the random variables for the number of first-grade, 
second-grade discount and full-price rooms are expressed as

2
x , 

1
x  and

0
x , 

respectively, so the expectation of them represents the sale number of first-
grade, second-grade discount and full-price rooms.  
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The expectation of 
2

x and 
1

x  is expressed as 
2

̂ ̃E x  and
1

̂ ̃E x : 

2

2 2 2 2 2 20
( ) ( ( ) ) (1 )

y

E x y F D dD p= - -ñ                       (15) 

 
1

1 1 1 1 1 10
( ) ( ( ) ) (1 )

y

E x y F D dD p= - -ñ                       (16) 

 
Because the unsold rooms of the second-grade and the first-grade discount 
rooms have been transferred into full-price rooms, the mathematical expectation 
of 

0
x  is

2 0
( )E x : 

 

( )
( )

2

2 1 0
1

2 1̂ ̃

2 0 2 2 2 1 1 1 0 0 0 0 00 0 01

( ) ( ) ( ) ( 1̂ ̃ ( ) ) (1 )
j j j

j

y y y y D p

j j j
j

E x f D dD f D dD y y D p F D dD p=

+ - -ä

=

= ³ + - - - -äñ ñ ñ

( )
( )2 0 2 2 2(1 )

2 2 2 1 1 0 2 2 2 0 0 0 00 0
( ) (1 ( ) ) ( (1 ) ( ) ) (1 )

y y y D p

f D dD F y y y D p F D dD p
+ - -

+ - ³ + - - - -ñ ñ

( )
( )1 0 1 1 1(1 )

2 2 1 1 1 0 1 1 1 0 0 0 00 0
(1 ( ) ) ( ) ( (1 ) ( ) ) (1 )

y y y D p

F y f D dD y y D p F D dD p
+ - -

+ - ³ + - - - -ñ ñ
0

2 2 1 1 0 0 0 0 00
(1 ( ) ) (1 ( ) ) ( ( ) ) (1 )

y

F y F y y F D dD p+ - - ³ - -ñ               (17) 

 
Considering the second-grade, the total expected revenue function of hotel 
rooms is obtained as follows:  
 

2

2 2 0 1 0 2 0 0
0

( ) ( ) ( ) ( )
i i

i

W E x R E x bR E x aR E x R
=

= = + +ä                (18) 

 
In conclusion, the problem is transferred into the following mathematical model: 
 

{ }2 0 1 0 2 0 0
max ( ) ( ) ( )E x bR E x aR E x R+ +  

2 1 0

0
. .

2, 1, 0

j

j

y y y Y

y Y
s t

y Z

j

ë + + =
î

¢ ¢î
ì

Íî
î

=í

                           (19) 

 
The above mathematical model reflects the optimal allocation problem when 
there are two types of discount rooms and full-price rooms. In this model, 
because the total number of hotel rooms is fixed, the model is a binary function, 
the paper just need to calculate the optimal solution of the mathematical model to 

get the optimal allocation strategy. ' '

2
y  and ' '

1
y  are defined as the optimal solutions 

of the model, and the second-grade discount rate is set to be discount b , 
similarly discount a is set for first-grade discount. The random variable for 
reservation demand of discount and full-price rooms is

j
D , whose distribution 

function can be obtained by statistical knowledge. And the cancellation rate of 
second-grade, first-grade discount and full-price rooms are

2 1 0
, ,p p p , respectively, 

which can be obtained from the actual statistical data of hotels. Then the paper 
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makes * *

2
y , * *

1
y and * *

0
y the optimal allocation amount of discount and full-price 

rooms respectively, then the optimal allocation strategy of hotel rooms is as 
follows: 
 

{ }

{ }

* * ' '

2 2

* * ' '

1 1

* * * * * *

0 2 1

mi n ̆

mi n ,

y Y y

y Y y

y Y y y

ë =
î
î

=ì
î

= - -î
í

             (20) 

 

Optimal Solution Analysis of One-grade Discount Model 

Now the paper analyzes the optimal solution of one grade discount room 
allocation model. In general, this paper considers the probability density function 
and distribution function is differentiable (Koide and Ishii, 2005). Based on the 
existence of cancellation rate, the paper takes the first derivative of 

1
̂ ̃E x  , which 

is as follows̔ 

 

1

1 1 1

1

̂ ̃
1̂ - ̃(1 ( ))

dE x
p F y

y
= -                      (21) 

 
Meanwhile, considering the existence of cancellation rate, the paper takes 
the first derivative of

1 0
( )E x  , which is as follows  

 

1 0

1 0 1 1 0 1 1 1

1

̂ ̃
1̂ - (̃1 - ̃(1 ( )) ( ( ) 1)

dE x
p p F y F Y y y p

y
= - - + -  (22) 

 
Then the paper takes the first derivative of expected total revenue for one-grade 
discount rooms, which is as follows:  
 

1 1 1 0( ) ( )

1 0

1 1 1

W E x E x
d d d

R R
y y y
= +

 

0 1 1 0 0 1 1 1 0 1
(1 ( ) ) (̂ 1 - ̃ ( ) 1 )̂ 1 - ̃R F y p F Y y y p p a p= - - + - + +    (23) 

 

If 1

1

0
W

d

y
= , 

 
 

1 1 0 0 1 1 1 0 1
(1 ( ) ) ( (1 ) ( ) 1 ) (1 ) 0F y p F Y y y p p a p- - - + - + + - =         (24)

  
Consider 

1
1 ( x) 0F- > , and in the actual situation, it is a small probability event 

that all customers cancel all rooms on the same day after booking, so the paper 
considers the cancellation rate 1, 1, 0

j
p j< = , namely, 1 0, 1, 0

j
p j- > =  , and 

1
1 ( x) 0F- >   
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0 0 1 1 1 0
1̂ - ̃ ( ) 1 0p F Y y y p p a- + - + + =                (25) 

 

(1). If 
0

1a p² - ̆ 

 

0 0 1 1 1 0
(1 ) ( ) 1 0p F Y y y p p a- - + - + + >                 (26) 

 
So  
 

1

1

0
W

d

y
>           (27) 

 
This shows that when 

0
1a p² -  , that is to say, the room discount rate is not 

lower than
0

1 p-  , the total revenue
1

W will increase along with the raise of 

allocation amount of the hotel rooms. So in order to realize the maximization of 
the hotel room revenues, all roomsô amount Y  should be allocated to discount a  
rooms, not to full-price rooms. The optimal allocation strategy for hotel rooms is: 
 

*

1

*

0
0

y Y

y

ë =î
ì

=îí
                           (28) 

 

(2). If 
0

1a p< - ̆ 

Solve the equation: 
 

0 0 1 1 1 0
(1 ) ( ) 1 0p F Y y y p p a- - + - + + =      (29) 

 

The paper denotes that *

1
y  and *

0
y are the optimal allocation amount of discount a  

rooms and full-price rooms respectively, considering * [ 0, ] , 1, 0
j

y Y jÍ = , and
* *

0 1
y y Y+ = , the optimal allocation strategy for hotel rooms at this time is: 

 

1

0

* 0

1

1

* *

0 1

(1 )
1

mi n{ ,( 0. 5 ) }
1

a
Y F

p
y Y
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y Y y
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-
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Numerical analysis 

 

Numerical Analysis of One-grade Discount Allocation Model 

Under a variety of different parameters, numerical analyses are applied to study 
the optimal allocation of discount and full-price hotel rooms and to test the 
effectiveness in this section. 

 

Some basic assumptions are given, the random variables for the demands of 
discount and full-price rooms are normally distributed (Ivanov, 2012), the 

distribution functions are 2 2

0 0 0 1 1 1
( ) ( , ) , ( ) ( , )F x N F x Nm s m s~ ~ , respectively. The hotel 

has a total of 152 rooms, namely 152Y = . And other parameters
0 1 0 1 0 1
, , , , ,p p m m s s 

and a  are given in numerical analysis. 
 
In order to study the effectiveness of the model, the paper conducts the 
numerical analysis and studies the optimal allocation quantity of discount rooms 
from the viewpoints of standard deviation, mean value and the discount rate. 
With other parameters being the same, combining with the expected total 
revenue function 

1 1
( )W y  as well as the map of its derived function, the paper gives 

multiple standard deviation, mean value, and discount rate respectively, and 
analyzes the validity of the model to solve the optimal allocation quantity for 
discount rooms. 
 

  
a. different parameters (

0
s ,

1
s ) b. different parameters (

0
m ,

1
m) c. different parameters a 

Figure 1: The Derivative Map of Expected Total Revenue Function for One-grade 
Discount Rooms With Different Parameters 

 

The Numerical Analysis of Different Standard Deviation s 

The paper considers
0 1 0 1

110, 120, 0. 12, 0. 09, 0. 86, 152p p a Ym m= = = = = =, and the 

following five groups of standard deviation are given, namely
0 1

13, 3s s= = ; 

0 1
19, 9s s= = ;

0
25s = ,

1
15s = ;

0 1
31, 21s s= = ;

0 1
40, 30s s= = . The paper solves 

the optimal allocation amount of discount rooms with the five groups of standard 
deviation. Through numerical calculation, the solution of the corresponding 
optimal allocation amount of discount rooms are respectively 75, 88, 101, 114, 
134, and the optimal allocation amount of normal rooms are respectively 77, 64, 
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51, 38, 18. In order to test the validity of the calculation results, Figure 1̂ãhas 

shown the derivative map of the above five groups (
0
s ,

1
s ) corresponding to the 

total revenue function on the derivative of .  

 
Firstly, through observation, the intersection of the derived map of the total 
revenue function and the horizontal axis is the zero point of total revenue 

function, where point  is the maximum value of the total revenue under the 

corresponding parameters which is also the optimal allocation amount of 
discount rooms. Secondly, it is not hard to see that the zero position of 
corresponding parameters in figure 1 (a) coincide basically with the above 
numerical analysis results, which indicates the effectiveness of the model; 
Finally, the paper finds that when other parameters are constant , with the raise 
of standard deviation, the optimal allocation amount of discount rooms gradually 
increase, the reason for which is that when the instability of market demand 
increases, more discount rooms are taken out to grab market share and lock the 
hotel revenue in advance. 
 

The Numerical Analysis of Different Averagem 

The paper considers
0 1 0 1

25, 15, 0. 12, 0. 09, 0. 86, 152p p a Ys s= = = = = =, and it 

solves the optimal allocation amount of discount rooms with the five groups of 

mean value. Namely,
0

80̆m =
1

90̕m =
0 1

90, 100m m= = ̕
0 1

100, 110m m= = ̕

0
110,m =

1
120m = ̕

0 1
120, 130m m= = . Through calculation, the optimal allocation 

amount of discount rooms are respectively 134, 123, 112, 101, 90̆and the 

optimal allocation amount of normal rooms are respectively 18, 29, 40, 51, 62. 
Similarly, in order to test the validity of the calculation results, the paper draws 
the derivative map of the above five groups (

0
m ,

1
m) corresponding to the total 

revenue function on the derivative of , which is shown as Figure1̂b̃. 

 

Firstly, through the observation of Figure1̂b̃, the total revenue 

function firstly increases and then decreases. So under corresponding 

parameters there is  which makes the total revenue of hotel rooms maximum. 

This point is to make derived function of total revenue function equal zero, 

whose abscissa point is the optimal allocation amount of discount rooms; 
Secondly, it is not hard to see that the zero position of corresponding parameters 

in figure 1̂b̃coincide basically with the above numerical analysis results, 

which indicates the effectiveness of the model; Finally, the paper finds that when 
other parameters are constant, with the raise of mean value, the optimal 
allocation amount of discount rooms gradually decreases, and the reason for it is 
that hotel managers have confidence in the hotel's revenue, and fewer discount 
rooms are allocated in order to increase the hotel revenue. 
 
 

1y

1y

1y

1y

1y
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The Numerical Analysis of Different Market Demand Elasticity 

Eight different markets are built under different discount rate a  with common m 

ands, which suggests that the eight different markets have different demand 

elasticity. In actual situation, chain hotels often choose set up many stores in 
many areas where the room demand distribution are of similarity. In addition, 
those areas are located in a large region and have similar distribution of demand 
without discount. However, they often have different market demand elasticity 
considering the regional differences. So the paper explores the sensitivity of 
discount rate corresponding to different market demand elasticity, which is 
conducive to the further study of the optimal allocation strategy for hotel rooms. 
In this section, there are eight markets with different demand elasticity, under the 
different discount rate, and each one just has some common parameters. And 
then the paper analyzes the optimal allocation amount of different market 
demand elasticity. 
 
When discount rate of different markets are respectively 0.9, 0.88, 0.86, 0.85, 

0.8, 0.75, 0.7, 0.66̆ Each market has the following common characteristics, 

0 1
110, 120m m= = , 

0 1
25, 15s s= = , 

0 1
0. 12, 0. 09p p= = , 152Y = . Then the optimal 

allocation amount of discount rooms is calculated separately, and the 
corresponding results of model are as follows 84, 80, 76, 75, 68, 63, 59, 56, and 
the corresponding optimal allocation amount of normal rooms are 68, 72, 76, 77, 
84, 89, 93, 96. To test the validity of the calculation results, the paper draws the 

derivative map of the total revenue function on the derivative of for the above 

eight markets with different demand elasticity, which is shown as Figure 1̂c̃. 

Through observation, the derivative function of the total revenue function of 
different parameters has an intersection point with horizontal axis, which shows 
that there is extreme value for the total revenue function, and the abscissa 
corresponding to the extreme value is the optimal allocation amount of discount 
rooms; In addition, the intersection position of derivative functions of the total 
revenue function of eight markets with different demand elasticity corresponding 

to different parameters with horizontal axis in figure 1̂c̃coincides basically 

with the above numerical analysis results, which indicates the effectiveness of 
the model from the prospect of discount rate. Finally, it shows that with the raise 
of market demand elasticity, the hotels should allocate more discount rooms to 
obtain more revenue. 
 
Table 1: The Optimal Allocation Amount of Hotel Rooms Under Different 
Parameters 
 (

0
s ,

1
s ) 

*
0y  *

1y   (
0
m ,

1
m) 

*
0y  *

1y   (a ) *
0y  *

1y   (a ) *
0y  *

1y  

1 (13, 3) 77 75 1 (80, 90) 18 134 1 0.9 68 84 6 0.75 89 63 
2 (19, 9) 64 88 2 (90, 100) 29 123 2 0.88 72 80 7 0.7 93 59 
3 (25, 15) 51 101 3 (100, 110) 40 112 3 0.86 76 76 8 0.66 96 56 
4 (31, 21) 38 114 4 (110, 100) 51 101 4 0.85 77 75     
5 (40, 30) 18 134 5 (120, 130) 62 90 5 0.8 84 68     

Note: Other parameter values refer to the above numerical analysis. 

1y
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Numerical Analysis of Two-grade Discount Allocation Model 

This section will apply numerical analysis to study the optimum allocation 
problems with second-grade discount (discount b), first-grade discount (discount 
a) and full- price hotel rooms. Under a variety of different parameters, the paper 
tests the effectiveness of the model, and calculates the optimal solution. Similarly 
with the analysis of one-grade model, firstly some basic assumptions are given, 
the random variables for the demands of second-grade discount (discount b), 
first-grade discount (discount a) and full-price rooms are normally distributed, and 

the distribution functions are 2

2 2 2
( ) ( , )F x N m s~ , 2

1 1 1
( ) ( , )F x N m s~ , 2

0 0 0
( ) ( , )F x N m s~ , 

respectively. The hotel has a total of 152 rooms, namely 152Y = , and other 
parameters

0 1 2 0 1 2 0 1 2
, , , , , , , , , ,p p p b am m m s s swill be given in numerical analysis. 

 
In order to study the effectiveness of the model, the paper conducts the 
numerical analysis and studies the optimal allocation amount and the 
corresponding expected total revenue of discount rooms from the viewpoints of 
standard deviation, mean value, the discount rate and cancellation rate. With 
other parameters being the same, multiple standard deviation, mean value, 
discount rate and cancellation rate are given respectively, and the paper solves 
the model to get the optimal allocation strategy. 
 

 

a. 0=13, 1=3, 2=2          b. 0=150, 1=200, 2=260 

 
c. a=0.95,b=0.85           d. P0=0.08,P1=0.05,P2=0.03 
Figure 2: The First-grade and Second-grade Discount Rooms Allocations and the 
Corresponding Expected Revenue Function Value Under Different Parameters 
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The Numerical Analysis of Different Standard Deviation s 

Assuming
0 1 2

110, 120, 130m m m= = = ,
0 1 2

0. 20, 0. 13, 0. 10p p p= = = , 0. 86a = , 0. 7b = ,

152Y = , 
0

500R = , the paper solves the optimal allocation amount of discount 

rooms and total expected revenue function value on the following four groups of 
standard deviation respectively, 

0 1 2
13, 3, 2s s s= = =;

0 1 2
19, 9, 5s s s= = =; 

0 1 2
25, 15, 10s s s= = = ;

0
31,s =

1 2
21, 15s s= = . Through numerical calculation and 

selection, the paper gets the corresponding optimal allocation quantity and 
expected revenue function value under different standard deviation, as is shown 

in table 2, in order to observe the results intuitively. Figure 2 a gives the 

standard deviation respectively 
0 1 2

13, 3, 2s s s= = = and the total expected 

revenue function value corresponding to all kinds of possible combinations 
between the second-grade discount (discount b) and first-grade discount 
(discount a) hotel rooms. By observing table 2, the paper can get three 
conclusions: firstly, when the expectation of the market demand of hotel rooms is 
smaller, the total number of hotel rooms is more, so the hotel can obtain more 
profits through discounts, and more sales of discount rooms should be 
encouraged; Secondly, if other parameters are constant, with the raise of 
standard deviation, the first-grade discount roomsô allocation amount increases 
gradually, while second-grade discount roomsô allocation amount decreases, the 
reason for which is that when the market demand instability of hotel rooms is 
bigger, the hotel should consider to discount to seek a more optimal decision; 
Finally, in the case of other parameters constant, with the raise of market 
demand standard deviation of the hotel rooms, the expected total revenue 
decreases, the reason for which is that the greater the demand instability of 
market is, the greater the impact of the expected total earnings is. 
 
The Numerical Analysis of Different Mean Valuem 

The paper assumes
0 1 2

31, 21, 15s s s= = = ,
0 1 2

0. 20, 0. 13, 0. 10p p p= = = , 0. 86,a =  

0. 7b = , 152Y = , 
0

500R = ̆and solve the optimal allocation amount of discount 

rooms and total expected revenue function value on the following ten groups of 

mean value respectively, 
0

80m = ,
1 2

90, 100m m= = ̕
0 1 2

90, 100, 110m m m= = = ̕

0 1 2
90, 140, 230m m m= = = ̕

0
100m = ,

1 1
110, 120m m= = ̕

0 1 2
110, 120, 130m m m= = = ; 

0 1 2
120, 160, 200m m m= = = ̕

0
140m = ,

1 2
160, 180m m= = ̕

0 1 2
145, 180, 300m m m= = = ̕

0 1 2
150, 200, 260m m m= = = ̕

0
160m = ,

1 2
180, 200m m= = . Through numerical 

calculation and selection, the paper gets the corresponding optimal allocation 
and expected revenue function value under different mean value, as is shown in 

table 3, in order to observe the results intuitively. Figure2̂b̃gives the mean 

value 
0

150m = ,
1 2

200, 260m m= = respectively and the total expected revenue 

function value corresponding to all kinds of possible combinations between the 
second-grade discount (discount b) and first-grade discount (discount a) hotel 
rooms. By observing table 3, the paper can get that when the market demand is 
inadequate, the hotel should allocate more discount rooms. While the market 



Global Conference on Services Management (GLOSERV 2017) 

ISSN: 2372-5885 90 

demand is adequate, less discount rooms should be allocated. Different market 
demand determines different discount room allocation proportion. 
 
The Numerical Analysis of Different Discount Rates ,a b  

The paper assumes 
0 1 2

110, 120, 130m m m= = = ,
0 1 2

31, 21, 15s s s= = = , 152Y = , 

0
500R = , 

0 1 2
0. 20, 0. 13, 0. 10p p p= = = , and solve the optimal allocation amount of 

discount rooms and total expected revenue function value on the following four 
groups of discount rates respectively, 0. 98a = , 0. 90b = , 0. 95a = , 0. 85b = , 

0. 88a = , 0. 75b = , 0. 86a = , 0. 70b = . Through numerical calculation and selection, 
the paper gets the corresponding optimal allocation and expected revenue 
function value under different discount rates, as is shown in table 4, in order to 

observe the results intuitively. Figure2̂c̃gives the discount rates 0. 95a = ,

0. 85b = ̆respectively and get the total expected revenue function value 

corresponding to all kinds of possible combinations between the second-grade 
discount (discount b) and first-grade discount (discount a) hotel rooms. By 
observing table4, the paper can get two conclusions: firstly, when the market 
demand is inadequate, the expected revenue got from the normal rooms (0, 152) 

is far smaller than one of discount rooms, which can refer to figure 2̂c̃. 

Therefore, the hotel can gain more benefits through discounting; secondly, if 
other parameters are constant, as discount rate becomes bigger, the first-grade 
discount roomsô allocation amount increases gradually, while second-grade 
discount roomsô allocation amount decreases. 
 
The Numerical Analysis of Different Cancellation Rates p  

The paper assumes
0 1 2

110, 120, 130m m m= = = ,
0 1 2

31, 21, 15s s s= = = , 0. 86a = , 

0. 7b = , 152Y = ,
0

500R = ̆and solve the optimal allocation amount of discount 

rooms and total expected revenue function value on the following four groups of 
cancellation rates respectively 

0
0. 05p = ,

1 2
0. 03, 0. 01p p= = ;

0 1
0. 08, 0. 05,p p= =

 

2
0. 03p = ;

0 1
0. 12, 0. 09p p= = ,

2
0. 06p = ;

0 1 2
0. 20, 0. 13, 0. 10p p p= = = .Through 

numerical calculation and selection, the paper gets the corresponding optimal 
allocation and expected revenue function value under different cancellation rates, 

as is shown in table 5, in order to observe the results intuitively. Figure2̂d̃
gives the cancellation rates 

0 1 2
0. 08, 0. 05, 0. 03p p p= = =  respectively, and gets 

the total expected revenue function value corresponding to all kinds of possible 
combinations between the second-grade discount (discount b) and first-grade 
discount (discount a) hotel rooms. By observing table 5, the paper can get that 
with the raise of cancellation rate, the expected total revenue decreases 
gradually. In addition, when the cancellation rate of original rooms and the 
discount rooms have the synchronous change, the cancellation rate has little 
effect on the allocation proportion of hotel rooms. 
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Table 2: Optimal Allocation and Expected Revenue Function Value Under 
Different Standard Deviations 

 
0 1 2

( , , )s s s 
**

0y  **
1y  **

2y  
2W  

1 (13, 3,2) 0 125 27 19408 
2 (19, 9,5) 0 131 21 14227 
3 (25, 15,10) 0 135 17 13242 
4 (31, 21,15) 0 139 13 12824 

Note: Other parametersô values refer to the above numerical analysis 
 
Table 3: Optimal Allocation and Expected Revenue Function Value Under 
Different Mean Values 
 

0 1 2
( , , )m m m 

**
0y  **

1y  **
2y  

2W  

1 (80, 90,100) 0 111 41 13729 
2 (90, 100,110) 0 121 31 13430 
3 (90, 140,230) 0 152 0 12367 
4 (100, 110,120) 0 130 22 13111 
5 (110, 120,130) 0 139 13 12824 
6 (120, 160,200) 0 152 0 11901 
7 (140, 160,180) 0 152 0 11902 
8 (145, 180,300) 98 54 0 11810 
9 (150, 200,260) 103 49 0 11836 
10 (160, 180,200) 113 39 0 11888 

Note: Other parametersô values refer to the above numerical analysis. 
 
Table 4: Optimal Allocation and Expected Revenue Function Value Under 
Different Discount Rates 
 ( , )a b  

**
0y  **

1y  **
2y  

2W  

1 (0.86,0.70) 0 139 13 12824 
2 (0.88,0.75) 0 137 15 13091 
3 (0.95,0.85) 0 135 17 13949 
4 (0.98,0.90) 0 133 19 14335 

Note: Other parametersô values refer to the above numerical analysis. 
 
Table 5: Optimal Allocation and Expected Revenue Function Value Under 
Different Cancellation Rates 
 

0 1 2
( , , )p p p  

**
0y  **

1y  **
2y  

2W  

1 (0.05,0.03,0.01) 0 139 13 13469 
2 (0.08,0.05,0.03) 0 139 13 13366 
3 (0.12,0.09,0.06) 0 140 12 13197 
4 (0.20,0.13,0.10) 0 139 13 12824 

Note: Other parametersô values refer to the above numerical analysis. 
 
Conclusion 
The results of this paper have certain reference significance for hotel managers. 
In the off-season or less developed areas, hotels have to discount rooms for 
maximum revenue. The paper studies the optimal allocation problems with 
multistage discount rooms considering the inadequate market demand. Some 
meaningful results are obtained, which provides suggestions for hotel managers. 
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The paper finds that with the raise of volatility and elasticity of the market 
demand, optimal allocation amount of the discount rooms increases gradually. 
For example, in the season of high market demand volatility, hotel managers can 
allocate more discount rooms to maximize hotel revenue. While with the raise of 
market demand, the optimal allocation amount of discount rooms gradually 
decreases. This study also shows that when the cancellation rate of original 
rooms and discount rooms have the synchronous change, the cancellation rate 
has little effect on the allocation proportion of hotel rooms. Based on the result, 
hotel managers can dynamically adjust hotel room allocation strategies by 
observing the cancellation rates of original rooms and discount rooms. 
 
The further research will be taken from the following several aspects: 
1. It still needs to be discussed that the unsold discount rooms should be 
transferred into original sales or into other grades of discount sales step by step 
in multistage discount sales. 
2. It is very important for hotel managers to consider that customers may stay for 
more than one night.  
3. Many kinds of hotel rooms and hotel chain need further to be investigated in 
multistage discount sale. 
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1. Considering cancellation rates, 
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2. Considering cancellation rates, when there are only discount and full-price 
rooms, 

1 0
̂ ̃E x , the expectation of the random variable for sale number of full-price 
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3. Considering cancellation rates, when there are second-grade discount, first-
grade discount and full-price rooms, 

2 0
̂ ̃E x , the expectation of the random 

variable for sale number of full-price rooms 
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4. Considering cancellation rates, when there are only discount and full-price 
rooms, the first derivative expressions of 

1 0
̂ ̃E x is proved as follows:  

 

1 1

0

(1 )
1 0

1 1 1 1 0 0 00
1

( )
( ) ( (1 ) ( ) )̂ 1 - ̃

Y y p

D

dE x
f y Y y p F D d p

y

- -

= - - -ñ  

     1 1 1

01 1 1 1 1 0 0 00
( ) ( ( ) )̂ 1 - ̃

Y y y p

D
f y Y y y p F D d p

- +

- - + -ñ  

1 1 0 1 1 1 1 0
(1 ( ) ) ( ( ) 1̂) 1 - ) (1 - ̃F y F Y y y p p p+ - - + -     

1 1 0 1 1 1 1 0
(1 ( ) ) ( ( ) 1̂) 1 - ) (1 - ̃F y F Y y y p p p= - - + -       (35) 

 
 

5. Considering cancellation rates, when there are only discount and full-price 
rooms, the first derivative expressions of the total expected revenue of hotel 
rooms is proved as follows: 
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Abstract 
Due to increased popularity in culture tourism in Iran, more tourists are venturing 
in order to visiting different cities and ethnic groups.Iran has been chracterised by 
great ethnic diversity, with over 75 differentuages and dialects identified. The 
major ethnic groups are Persians, Azeris, Kurds, Arabs, Turkmens and Baluchis 
(Cited in Sheikhi, 2015). While this increased interest is welcome and has many 
benefits such as greater awareness and economic gains for the ethnic groups. 
This influx of interest is also bringing a new type of tourist to culture tourism in 
Iran. As more tourists visit ethnic groupôs community, the range of experiences 
they expect to have is widening. Ethnic groupôs community need to adopt a new 
management framework that will accommodate the growing range of 
experiences desired by the tourists while also helping preserve the authentic 
ethnic tourism services of against tourism pressures to ensure years of continued 
enjoyment. 
 
This study is set in the context of Iranôs Baluchistan and aimed to investigate how 
Baluchistanôs ethnic and cultural uniqueness might be preserved and, indeed, 
integrated with deliberately planned introduction and development of ethnic 
hospitality and tourism. In the light of this information, the research focuses on 
opportunities given by ethnic diversity in multi-ethnic societies. 
 
The results of the research were gathered through fieldwork as the major 
methodological frame and during the fieldwork, different specific methods were 
used to collect empirical data: questionnaires, interviews and participant 
observation. Moreover, visual data in the form of photography was collected 
throughout all the stages of the fieldwork. 
 
Keywords: ethnic tourism and hospitality, authenticity, culture, Iran. 
 
Introduction  
The impact of toruism worlwide is that it increases deep contcat between 
members of different cultures. These can have significant importance on local 
culture and economic, as well as political and social, aspects of life (Esman, 
1984; Jafari. 1990; Van den Berghe, 1992), especially in multiethnic societies 
such as Iran.  
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Iranôs Baluchistan, officially known as a major part of the province of Sistan & 
Baluchistan, which is one of the thirty-one provinces of Iran. It is in the southeast 
of the country, bordering Pakistan and Afghanistan and its capital is Zahedan 
(Figure 2). The province is the largest in Iran, with an area of 181,785 km 
(Afrakhteh, 2006; Spooner, 1967). The province is comprised of two sections, 
Sistan in the north and Baluchistan in the south. The name of Baluchistan in 
Persian language means, ñLand of the Baluchò (Afrakhteh, 2006; Ebrahimzadeh 
& Sahraei, 2012). 
 
About Baluchistan and Baluchi Hospitality  
In recent years, Iranôs Baluchistan was the first region in Southearance, but in 
general, little research has been conducted there. Indeed, little research has 
been done to make ethnic peoplesô voices heard in drawing the attention of the 
various authorities and main stakeholders to importance of the ethnic peoplesô 
active praticipation, both in tourism development plans and projects that may 
crucially affect their lives and environments. 
 
Baluchis today have their own separate cultural identity (Taheri, 2013) and one of 
their most important attaractions-from a tourism point of view-is their music and 
dance, which have made this ethnic group highlighted in Iran and elsewhere. 
Further, the wedding customs, clothes, language, handicrafts and lifestyles and 
among the attaractions. The Baluchis are known for their hospitality; they gladly 
welcome guests with open arms, and they enjoy entertaining tourists: an 
important asset in trying to develop tourism in the region (Ebrahimzadeh and 
Sahraei, 2012).  
 
These cultural resources offer the potential for the development of the region as 
an attractive tourism destination. The numbers of euphoria is : local enthusiasm 
for tourism, curiosity, strangers welcomed, mutual feeling of satisfaction fro both 
hosts and guests (Doxey, 1975). Baluchis can provide many local services, like 
as guest-hous accomodation, traditional hospitality, local tour guidance, authentic 
hommade foods, locally made souvenirs, traditional clothes, and traditional 
music, among others. These feature are more evident in Iranôs Baluchistan than 
in other ethnic groups in Iran (Ebrahimzadeh and Sahraei, 2012).Many of 
multiethnic societies derive a unique tourism product from the presence of its 
multiethnic population and contribute to their rich heritage and culture; in this 
respect, tourism is the largest peacetime movement of the history of mankind 
because it facilitates the contact between diverse people and cultures that make 
mutual understanding possible (Jafari, Pizam and Przeclawski, 1990).  
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Abstract 
The purpose of this research is to report on and discuss linkages between the 
experience economy, service management, and service design. We do this by 
applying hospitality approaches in a healthcare setting within the frameworks of 
Pine & Gilmoreôs (1999) experience economy theory. We reflect on patientsô 
service experiences through Chase and Dasuôs (2014) psychological experience 
lens, an extension of Pine & Gilmore (1999), and offer service recommendations 
consistent with Johnston and Kongôs (2011) service design framework. The 
hospitality and tourism industry is a considerable force in the service sector, 
generating $1.6 trillion in economic output in the U.S. in 2015 (U.S. Census, 
2015), with the most envied firms anticipating and exceeding customer needs 
(Kinni, 2011) as a means of competitive advantage. Professionals and students-
in-training in the field embody the art of hospitality, endeavoring to create 
customer experiences by exploiting service firmsô unique opportunity of 
simultaneous production and consumption. Six teams of graduating hospitality 
and tourism management (HTM) seniors, from a Midwestern university capstone 
course, were invited to participate in service quality improvement teams from a 
mid-sized university-affiliated hospital. Hospital units, and the student teams 
assigned to each unitôs team, were tasked with designing patient satisfaction-
enhancing initiatives to address areas in which patient satisfaction was 
challenged as revealed by the Hospital Consumer Assessment of Healthcare 
Providers and Systems (HCAHPS) results. Based on HTM student team 
interviews with service quality teams within the hospital and completed survey 
results with healthcare patients across the US, student teams offered 
approaches to hospital service quality teams, with the aim of increasing patient 
satisfaction. The areas in which patients struggled from a service experience 
perspective were consistent with those articulated in Chase and Dasuôs (2014) 
experience psychology framework. In particular, patients were challenged with 
either emotional management or control anxieties. Chase & Dasu (2014) suggest 
the failure of either leads to a lack of trust. Subsequently, recommendations 
offered by HTM student teams were incorporated under Johnston and Kongôs 
(2011) service design framework principles. 

 
Keywords: service design, service innovation, service encounters, 
consumer/patient satisfaction, experience psychology, Pine & Gilmore 
experience economy theory, HCAPHS  
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Abstract 
Perhaps very few people know that Total Quality Management, which became a 
part of agenda in the last quarter of the 20th century, was applied by Turks under 
the name of Ahi Order in the 13th century. The purpose of this research is to 
compare the concepts that have the philosophy of giving the highest quality 
service by qualified people and to determine whether the practices of the 
accommodation enterprises overlap with these two philosophies. Customer-
focused businesses are now closely involved with the concept of quality. 
Businesses are aware that their performance, customer satisfaction and 
profitability may increase if they allow for quality applications. Production and 
sale of quality products can maintain the commercial presence of the enterprises 
and protect the consumers. The philosophy of Ahi Order in the 13th century and 
the philosophy of Total Quality Management in the 21st century is based on the 
preservation of the consumers, the continuity of the presence of the enterprises 
and the prosperity of the society. Ahi Order had a customer focused marketing 
philosophy and they have importance to the quality. The significance of Ahi 
Order, which was considered equivalent with Artisan and Commerce Chamber 
today, is proven by the membership of various Sultans during the Ottoman 
period. This study aims to emphasize that many factors in Ahi Order constitute 
significant parts of Total Quality Management concept that we are implementing 
and focusing on the fact that if a society protects the own values, it will become 
more appealing and productive. Turkish businesses could have had the values of 
Ahi order, perhaps today they would be spoken at least as much as Japanese 
businesses. For this purpose, a detailed literature review was implemented. 
Furthermore, questionnaires were applied to middle and senior managers of 11 
hotels in 4 and 5-star hotels around Sultanahmet, Istanbul to test their 
applications on the pre-determined Ahi Order, Total Quality Management and 
Customer Orientation scales. Factors related to the survey participants and the 
hotel location and their relation to each other were tested by Mann Whitney U 
and Kruskal Wallis analyzes, and it was understood that there was a significant 
relationship between the factors. According to the result of correlation analysis, it 
was found that there is a positive relationship between Ahi Order with Total 
Quality Management, Ahi Order with Customer Focused Marketing and 
Customer Focused Marketing with Total Quality Management. 
 
Keywords: ahi, quality, marketing  
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Introduction 
Service organizations today face a more transparent world, in which customers 
have easy access to information, including other customersô online reviews. 
Through social media and independent rating websites, customers experiencing 
poor service quality have the ability to spread negative publicity, resulting in 
unexpected crisis moments for service providers (Sparks & Browning, 2011; 
Schivinski & Dabrowski, 2016). Where previously an unhappy customer might 
simply not return in future, today one unhappy customer can influence many 
others by sharing their negative experience online. For example, many hotels 
find themselves having to respond to criticism on websites like Tripadvisor or 
Expedia, resulting in additional cost and potential lost business. 
 
In this paper, we argue that due to this transparency, parts of the service sector 
starts to show similarities to sectors traditionally associated with high reliability 
organizations (HROs), where small moments of crisis can quickly escalate. We 
explore how service organizations function today in a transparent and insecure 
world that leads to unexpected events. Interviewing top and middle managers in 
eight Danish service companies, we investigate their perceptions of service 
quality as it is conceived, organized and carried out today. We identify six themes 
related to good contemporary service, as perceived by these managers. We then 
compare elements from these themes to the High Reliability Organization (HRO), 
as defined by Weick and Sutcliffe (2007). HROs have been studied over the past 
20 years in contexts such as air traffic control, electric utility grid management, 
emergency services, and the operation of navy aircraft carrier. Such 
organizations are characterized by an ability to deal with risk and failure, and to 
remain in operation, i.e. be resilient to crisis moments.  
 
Our findings show a trend towards a new service paradigm in service 
organization, which we find resembles the HRO, but in a service context. We 
name this new service organization the High Reliability Service Organization 
(HRSO). The HRSO has adopted an outside-in perspective of viewing the 
customerôs situation from the customerôs point of view as a basis for decision-
making. This has led to changes of organization concentrating processes around 
the service employee who is the chief asset of the HRSO. We discuss these 
trends and the potential of the HRSO perspective in general, and point to 
opportunities for further research in this area. 
 
Service Theory and the High Reliability Organization 
Multiple recent studies have argued that service theories have not been updated 
adequately to take account of recent social and market changes (Brant, 2016; 
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Jones, 2016; Pernice 2016). This section of the full paper will highlight the most 
essential parts of service understanding in a general sense. It includes a 
presentation of how service theory historically has developed and furthermore 
how service quality is considered in connection with this. The historical part helps 
to understand why businesses may be challenged by the ongoing development 
that has been in the demands of their outside world and the perception of service 
quality show that it is not compatible with the prerequisites the customers have 
today. The overall aim is to argue that a new service paradigm starting to exist.  
 
The challenge of delivering and measuring service has been a controversial 
element for theorists over time (Grönroos, 1984; Parasuraman et al., 1985; 
Fitzgerald, 1988; Bowen & Halloway, 2002; Kang, 2006). Simplified, the problem 
can be considered as the fact that the right level of service will result in a quality 
that gives value to the customer. If the quality is real and good, it will bring a 
satisfaction, which is essential in the customerôs optic (Kang, 2006). The problem 
with todayôs service theory is that the starting point and inspiration for studies has 
remained stable. There have been no revolutionary changes in the literature that 
cannot be related to one of the first articles of Parasuraman et al. (1985; 1988). 
The understanding of service therefore originates in the same conservative 
optics that service can be understood through ñgapsò, as discrepancies or 
misunderstandings in certain areas of the delivery process that can be 
measured. Another problem is the way service organizations have organized 
themselves and how the delivery of a service has been conceptualized. Previous 
theories, with Levitt (1972, 1976) as an inspiration, have led to the fact that 
service organizations have structured themselves based on efficiency 
enhancement. The service organization in this view is mechanistically structured, 
offering a high degree of standardization, with occasional pre-defined 
personalization touches. 
 
High reliability organizations (HROs) hold a special ability to handle unexpected 
events and avoid crises by, for example, reducing the amount and size of errors 
to a minimum (Weick & Sutcliffe, 2007). One of the key features of the HRO is 
the concept of resilience, which covers the ability of the organization to maintain 
or return to its original form or position after an impact, error, or accident. 
Furthermore, they possess the ability to capture dangerous trends and signals at 
a very early stage, or even to expect a given situation to occur before it has done 
so, so that they are ready to either handle it or make sure that it cannot occur at 
all (Roberts & Bea, 2001). This is seen for example in emergency rooms, where 
staff develop a high sensitivity to emerging crises. Overall, HROs are concerned 
with the uncertainty on a holistic level, and therefore the entire organization is 
included in this search as well as attention. (Weick & Sutcliffe, 2007) 
 
HRO theory has been empirically limited to very particular sectors that do not 
deal with the customer service encounter as the main production unit. Nor are 
they subject to the same transparency or digitalization pressure as service 
organizations today. Yet their ability to cope with the unexpected is relevant 
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when it is considered in the context of transparent service organizations based 
on the situations that exist today. As there is no description of HROs in this 
service context and the service theory has not been concerned with a modern 
understanding of the customer meeting and the company's surroundings, it is 
difficult to say whether the High Reliability Service Organization concept is 
warranted, a question we will explore in this paper.  
 
Method 
This paper intends to investigate the perception of service anno 2016 in a 
strategic and processual perspective, as well as understanding whether there are 
trends that can be transferred to the HRO theory. An inductive and exploratory 
approach was chosen for the collection of semi-structured interview. This 
approach enabled us to listen to managers' perceptions of how they think and 
believe that service is delivered today, and will be in the future, and in detail, 
explain the considerations and choices behind. We conducted 16 interviews 
distributed among 8 Danish service organizations. In each organization we have 
spoken with one top- and one middle manager. Firstly we did a transcription of 
each interview and then a reading. The analysis included two phases; an 
inductive thematic content analysis, which presents results in the form of six 
themes, and then a deductive analysis that searches for the emergence of HRO 
concepts or elements.  
 
Results 
Based on the results we found that it is possible to see tendencies for a new 
service paradigm. On the basis of the present theory of service, the first and 
overall major finding is that there have been fundamental changes in the 
understanding and performance of service. Service is no longer thought and 
organized from an inside-out perspective. The outside world and the customer 
are no longer something organizations try to understand and analyze, basing the 
service design and offering based on what they "see". Instead, service is not a 
single act, but something more holistic. Therefore, service organizations' 
strategic decisions and actions are based more directly on specific customer 
expectations and demands. This has been possible through a new set of external 
and in-depth perspectives, when service organizations are able to absorb and 
utilize the inputs they get from customers and turn it into own benefit. By working 
systematically, searching for, and opening up for input from their outside world, 
organizations can thereby purposefully design frameworks and guidelines that fit 
and meet external expectations (Seddon, 2007; Hagen, 2013; Ulrich et al., 2013; 
Day, 2014). 
 
The most pressing change, which at the same time is one of the biggest 
uncertainties, is the customersô individuality. These acknowledgments have led to 
major changes in their strategy, organization, leadership, and culture. It could 
subsequently be found that 6 emerging themes show and elaborate this 
movement. They each concern either an acknowledgment or part of the change 
that has been necessary to counter the limitations of recognition. 
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Theme 1: External Relations and the Customer Have Changed the 
Perception of Good Service 
Theme 1 shows that, due to the new view of the customer, service organizations 
are organizing themselves with much greater flexibility concerning the frontline 
employee and the services they offer. It has become possible to detect diversity 
on the customer side, and when this happens, the organization can make a form 
of de-coupling from the current services, and form new ones to meet the needs 
of the customer. This also shows that service organizations have taken a wider 
view of the customer. Finally, the leaders tell that it is no longer a cost to focus on 
the frontline but an investment in customer satisfaction. This contrasts to the 
traditional mechanistic service structure. 
 
Theme 2: Challenge of Digitalization 
Digitalization is an uncertain factor for the service organizations. They have 
acknowledged that they must try to understand the digital space because 
customers' expectations and attitudes change simultaneously with new digital 
opportunities and trends. It is an interesting issue that service organizations are 
facing an external influence, and are forced to work innovatively in a long-term 
perspective, which affects the process of the customer meeting at the same time. 
 
In a theoretical perspective, we do not exactly know how HROs manage to 
succeed having a two-way focus, although it is known that they have processes 
that are understood as ambidextrous, which means the organization has the 
ability to work with a short and long term focus at the same time. 
 
Theme 3: The Frontline Employee is the Most Important Asset of the 
Service Company 
The frontline's way of working is a major change away from the conservative 
view of service and the mechanistic approach. Providing a standardized service 
is no longer in focus and a necessity as the service organizations has become 
aware of the individual demands and needs of the customers. There is a 
particular awareness that the customer today must be met by a human being, 
and not an "institution" or a ñbrandò. Personal empathy and personalized service 
delivery creates a great value in the meeting with the customer, but for the 
organization the movement away from routine standardization, towards non-
routine personalization creates uncertainty for managers. The internal economic 
performance management approach is being replaced with a more holistic 
customer focus, which requires that the frontline employee to a greater extent 
balances between two sets of skills: empathy and technical. This balancing can 
be understood from the HRO context from the phrase "having the bubble" 
(Weick, Sutcliffe & Obstfeld, 1999) and an element of personal resilience (Mallak, 
1998). As a result of the new requirements, employees must be able to review 
and handle multiple challenges at the same time. This means that they to a much 
greater extent have a positive approach to possible challenges in the customer 
meeting and therefore make use of the opportunities they have at hand.  
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Theme 4: From Standardization to a Set of Guiding Principles 
Among our interviewees there is a broad recognition that the standardized linear 
approach of the past is incompatible with the situation that service organizations 
should be able to handle and be part of today. The link to the HRO theory can be 
understood as organizations being capable of creating flexibility, decoupling, and 
focusing on the frontline and the actual meeting with the customer. 
 
Theme 5: A Mantra and a Holistic Optic 
With a mantra, which is also seen in HROs, the organization creates a more 
simple way to understand where it has its strategic focus. The culture is more 
holistic, which means that organizational choices and focus points work when 
everyone is in common agreement about the goal. A great deal of understanding 
and being able to do this requires trust in the organization. It is essential to trust 
each other at all levels, in all processes, in order to focus fully on oneôs own 
tasks. This is a significant change from the old thought, where it was the top 
management that dictated, and the frontline who automatically executed without 
any reflection on actions. 
 
Theme 6: Knowledge Sharing and Education 
Knowledge sharing and education are two factors that are essential for both 
service organizations, as well as the HRO. Education takes place in a relatively 
structured and systematic way, whilst knowledge sharing is more undefined and 
undeclared. It is important that knowledge is shared throughout the organization 
and it must be done quickly. How this actually works is difficult to define and we 
see this as one of the main weaknesses in theory, despite the fact that it is vital 
for both types of organizations. 
 
Discussion 
It is recognized today that service value creation involves not just the value 
generated by the service in use, but also the co-creation of value in the service 
interaction (Grönroos & Voima, 2013). Service consumption is no longer the real 
benefit, but everything around it that creates perceived value. This adds new 
demands on the organization, but is it a new paradigm? This paper deals with 
service in a context where the idea of the high reliability organization is 
applicable to services, and where the customer meeting has become something 
distinctly different, as all standardization has disappeared, and the frontline 
employee must solve the situation on the spot. The idea of service in the HRSO 
perspective is to our knowledge entirely new. We found that the managers we 
interviewed describe their understanding of modern service in a way that would 
suggest the emergence of this HRSO, which remains to be defined in more 
detail. We will finish the full paper by suggesting a range of research questions 
that could lay the foundation for a thorough definition and description of the 
HRSO, paving the way for a new potential service paradigm. 
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Abstract 
There are two official ways in which poverty is measured in Colombia: the 
Multidimensional Poverty Index (IPM) that evaluates five different dimensions in 
which Colombian homes may be in a state of deprivation; and the monetary 
income, which evaluates the acquisition capacity of homes related to a basic 
shopping basket. According to the National Statistics Department, in 2016, the 
IPM showed that 17.8% of the population of Colombia was poor. Additionally, the 
monetary income indicated that 28% of Colombians were monetary poor with 
8.5% of them living under extreme poverty conditions (DANE, 2017). Even 
though both indexes have seen reductions over the last ten years, the figures still 
show that many Colombians still require assistance both from government and 
non-government organizations in order to cope with their situation. 
 
Specifically, this research has focused on the Caribbean Region of Colombia, in 
which the situation if worse than that of the national average. In 2016, 26.4% of 
the inhabitants of the Region were living in conditions of poverty. This is the 
second poorest Region of the country, only exceeded by the Pacific Region with 
a 33.2% (DANE, 2017). Taking these circumstances into account, this project 
has focused on how public services aimed at people living under these 
conditions could be enhanced in order to meet their requirements and be efficient 
and effective from the provider´s perspective. 
 
Owing to the situation described above, the Colombian National government 
through its local administrations provide services in order to care for its 
inhabitants necessities, and a special effort has been made into those aimed at 
people living under deprived conditions. However, delivering public services to 
underprivileged areas poses a challenge for national and local administrators. 
The aim of this on-going research is to identify those specific challenges and to 
propose a method by which the first part of the service design process could be 
improved in order to conceptualize, develop and evaluate services within the 
public sector in Colombia. 
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In the first part of the process, the researchers focused on mapping public 
services experiences worldwide to analyse the cases of success and/or failure 
reported by the literature and to identify the similarities and differences in the 
Colombian case. In particular, the objective was to identify cases with a service 
design approach, owing to the predominant interest of the researchers in this 
area. The field of service design developed as an answer to the change of focus 
of organizations that had evolved from "industrial design, which was defined by 
aesthetic and technical skill applied to mass production" (Lovlie, 2009: 38); to 
service design, in which the end user becomes the centre from which solutions 
are generated (Zwiers, 2009). Because of this, service design as a discipline has 
provided governments with tools that have helped them enhance the experience 
of their users and the engagement of providers. The mapping of cases provided 
guidance on how to address this issue in Colombia, where it could be argued 
there is a particular challenge caused by the circumstances mentioned above.  
 
The literature regarding the relationship between design and the public sector 
showed results from academics and practitioners alike. In particular, the literature 
review revealed researchers interested in how designers can facilitate processes 
within the public sector. For instance, Akesson and Edvardsson (2008) analysed 
how employees perceived the effect of design on an e-government service. 
Bradwell and Marr (2008) and Hyde and Davies (2008) suggested that co-design 
and co-production respectively have a high impact on how public services are 
designed and produced. Regarding this issue Parker and Heapy (2006: p.80) 
suggest, "éOnly if they are applied systematically will service design principles 
have the potential to transform public services as we know them". This supposes 
a commitment with a design culture, but also a system that will encompass all of 
design´s principles including a proper evaluation of outcomes. The analysis of 
cases from public services of countries different than Colombia revealed the 
challenges found in diverse contexts and pinpointed the issues that could be 
addressed when approaching the Colombian case.  
 
The first experiences reported by government agencies, directly or through 
intermediaries, demonstrated the utility of involving users in the conceptualization 
process of the service, in order to acknowledge their attitudes and expectations 
towards the service itself. In addition, as the concept of service design has 
evolved to a systems approach, governments have been able to better 
understand the implications of conceptualizing, implementing and evaluating 
public services. Mager and Sung (2011: p.1) included in their definition that 
ñéservices are systems that involve many different influential factors, so service 
design takes a holistic approach in order to get an understanding of the system 
and the different actors within itò. The reported cases of success show how the 
involvement of all actors in the service system is relevant to re-conceive public 
services. With the participation of users, government and providers and through 
a series of iterative processes, a continuous improvement is obtained which is 
not only reflected in the satisfaction of usersô expectations, but also in the 
perception of efficiency and efficacy from the providers and government´s 
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perspectives. The literature also suggests that these changes need to be 
implemented in an incremental way, especially when dealing with complex 
contexts (Di Russo, 2015), such as the one in the Caribbean Region of 
Colombia.  
 
As a result, the researchers have focused on the analysis of local experiences 
and how they relate to those in other parts of the world. The first outcome that 
arose from this analysis is the complexity of the context due to the vulnerability of 
users and their lack of involvement with other actors of the system. The level of 
vulnerability of the poorest areas of the country inhibits the interaction and 
communication with other actors within the service system. Therefore new ideas 
created by the users arise within the communities, which sometimes believe that 
they truly satisfy not only their functional needs, but also their social needs. The 
second outcome was that these initiatives create new means of collaboration 
among members of the community and frequently become permanent solutions 
for the users´ needs. The challenge arises owing to the lack of knowledge by the 
government of these types of initiatives, its inability to identify them, and the 
repeated efforts made to provide solutions from its own perspective. The 
experience of cases worldwide, has demonstrated the effectiveness of assuming 
a government design focus that enables the development of public services, 
which are desirable for users and efficient for providers (Tischner and Verkuijl, 
2006).  
 
The third outcome was that in a complex context such as the Colombian one, 
there are still issues of trust on the part of taxpayers in relation to government´s 
initiatives. Even though local governments are obliged to publish the results of 
the various projects that are implemented and the amount of resources allocated 
to each; these reports do not evaluate long-term results. Evidence suggests that 
the evaluation of public services is only made during government terms, which 
constrains the implementation of projects over longer periods of time. This, as 
opposed to successful cases worldwide found in the literature, represents the 
main challenge that the public service system in Colombia may need to 
overcome. Finally it is relevant to mention that the research is still in the data 
collection and analysis stage. The project has now focused on one particular 
case study, in order to further analyse the issues that have already been 
identified and to address the challenges mentioned above. Additional findings will 
be presented in the conference. 
 
Keywords: public, service design, service system, actors 
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Abstract 
Individual workers play an important role in delivering products and services in 
Catering industry. Their personal performance, thus, is the critical points to the 
organizational performance. Worker who has professional knowledge is a 
guarantee for delivering high quality service to customers. Professional 
knowledge can not only learned or trained via official education or training 
program, but many of them have to transfer in practice, which is so called 
learning by doing. The purpose of this study is to explore the effects of 
knowledge sharing, including team-level and individual-level knowledge sharing, 
on individual service performance in catering industry and also investigate the 
moderating effect of employees perceived organizational service quality climate. 
A matched questionnaire survey was used in this study. A total of 105 valid 
responses from 12 restaurant groups were employed in the following Hierarchical 
Linear Modeling analysis. The statistical results indicating that (1) team-level 
knowledge sharing has significant positive influence on individual-level 
knowledge sharing; (2) individual-level knowledge sharing has significant positive 
impact on individual service performance; (3) team-level knowledge sharing has 
significant positive effect on individual service performance; (4) individual-level 
knowledge sharing mediates the relationship between team-level knowledge 
sharing and individual service performance; and (5) the organizational service 
quality climate moderates the relationship between individual-level knowledge 
sharing and individual service performance. Further discussion was made to 
enrich the academic literature and contribute to the practices. 
 
Keywords: knowledge sharing, team, individual, service quality climate 
 
Introduction 
Knowledge sharing has been receiving prevailing attention by academic 
literatures of diversify disciplines over the past decades (e.g., see Agosto, 
Copeland, & Zach, 2013; Choi, Lee, & Yoo, 2010; Sharp 2003; Kepczyk 2000; 
Vera-Muñoz, Ho, & Chow, 2006). One of the important findings is that knowledge 
is an asset which value is increased when it is shared (Takeuchi, 2001). This 
reveals a developed recognition that sharing knowledge among employees is the 
main intangible source of sustained competitive advantage and corporate value. 
Along with this logic, the ability to share and to learn, as well as utilize and apply, 
what employees have learned could be a major factor influencing individual and 
organizational performance.  
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Knowledge is divided into two categories: explicit and tacit. Explicit knowledge 
can be gladly articulated, codified, accessed, verbalized, and stored in certain 
media. It can be transmitted via formal and/or systematic language and is 
therefore easily acquired, transferred, and shared (Nonaka & Takeuchi, 1995). In 
contrast, tacit knowledge is sometimes referred to as know-how (Brown & 
Duguid, 1998) and refers to intuitive, which is deeply rooted in employeesô 
actions, operational procedures, daily routines, organizational commitment, 
individual or groupô ideas and values, personal emotions and employeesô 
involvement in a specific context (Nonaka, 1994). Because of this, tacit 
knowledge is often context dependent and personal in nature, which is, therefore, 
hard to articulate in formal language and is usually specific to or inherent in an 
individual (Nonaka & Takeuchi, 1995).  
 
Guthrie (2001) and Stovel & Bontis (2002) indicate that employees are the major 
contributors to overall organizational effectiveness. Therefore, Knowledge 
Sharing is a crucial activity for organizations because it enables them to identify, 
promote and spread best practice while improving productivity (Hansen, 2002). 
Knowledge sharing is obtained a lot of attention (e.g., see Agosto, Copeland, & 
Zach, 2013; Chen, Chen, & Kinshuk, 2009; Choi, Lee, & Yoo, 2010; Davison, Ou, 
& Martinsons, 2013; Hwang, 2008; Rodríguez Bolívar, 2015; Tee & Karney, 
2010), however, knowledge sharing within organization is never been an easy 
work and is often limited (Nonaka & Takeuchi, 1995).  
 
The benefits of knowledge Sharing including: endorses better learning by 
individuals (Collison & Cook, 2004), provides an essential mechanism to achieve 
better decision making (Tschannen-Moran, 2001), and lead to project 
effectiveness (Eisenhardt & Tabrizi, 1995). Moreover, it can also lead to 
enhanced absorptive capacity, productivity, performance and other capabilities, 
and create sustained competitive advantage (Cohen & Levinthal, 1990; Dyer & 
Nobeoka, 2000; Haas & Hansen, 2007). Knowledge sharing among employees 
and within and across teams allows organizations to exploit and capitalize on its 
knowledge-based resources (Cabrera & Cabrera, 2002; Davenport & Prusak, 
1998).  
 
Traditionally the tourism industry has been viewed as both service- and product-
based. Most enterprises in this industry have been gradually adopted many of 
the products involved in the knowledge economy (Cooper, Prideaux, & Ruhanen, 
2003). Kahle (2002) argues that tourism and catering industry today is a 
knowledge-based industry. The reason is primarily because of the recent 
developments in information processing and the production, transfer and sharing 
of knowledge, which have had implications for its processes and relationships. 
Therefore, the management of service and customer knowledge should be 
shared and promoted among managers and employees within a service 
organization (Yiu & Law, 2014). 
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The study and practice of knowledge management have grown rapidly in the 
most industries, with the exception of restaurant, travel, and tourism industries 
(Cooper, 2006; Grizelj, 2003; Hjalager, 2002; LeszczyŒski & ZieliŒski, 2015; 
Jetter & Chen, 2012). Even though restaurant and tourism is developing into a 
highly knowledge-based industry as a result of recent advances in information 
and communications technology that allows for the extensive use of the transfer 
and sharing, reuse and storage, and production of knowledge. There are few 
studies on capturing, sharing, and transferring individual knowledge to transform 
it into an asset which can enhance organizational performance in the tourism and 
hospitality literature (Yiu & Law, 2014).  
 
A number of prior studies have revealed that knowledge sharing helps 
organizations promote best practice, reduce redundant learning efforts, facilitate 
creation and reuse of knowledge at both individual and organizational levels and 
enhance effectiveness (Calantone, Cavusgil, & Zhao, 2002; Druskat & Kayes 
2000; Hansen, 2002; McDermott & OôDell, 2001; Payne, 2008; Scarbrough, 
2003). In this study, we will focus on individual performance instead of team 
performance, as it is likely that the performance of individual team members will 
also benefit from the advice and feedback from their team members (Moye & 
Langfred 2004; Pearsall & Ellis 2006; Tindale et al. 1991).  
 
Furthermore, individual's behavior is easy to be affected by the team and 
organization they stayed at (Kenny & Judd, 1996). Considering that employeesô 
performance will be influenced by environmental variables, we also explored 
whether or not organizational service climate moderates the relationship between 
individual level knowledge sharing and individual performance.  
 
We develop a multi-level model that describes how team- and individual-level 
knowledge sharing contributes to individual performance, which in turn 
moderates by organizational service quality climate. The conceptual model upon 
which this study is demonstrated in Fig. 1.  
 
The current study adds to our existing knowledge of knowledge sharing in 
service industry in three ways. First, we extend the service and knowledge 
management literature by examining the influence of team-level and individual-
level knowledge sharing on individual service performance. Second, we test a 
multi-level mediation framework for understanding whether the influence of team-
level knowledge sharing on individual-level knowledge sharing improves 
individual service performance. Third, utilizing a moderated analysis, we 
investigate the conditions of organizational service quality climates to more fully 
understand the value of individual-level knowledge sharing in conjunction with 
organizational service quality climate on individual service performance. 
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Abstract 
The concept of servitization provides major benefits both for the applying 
company and the profiting customer. Consequently, many companies are 
heading for this direction tempted by expectations, but possibly even not aware 
of some inherent challenges. Since there are some issues even threatening the 
existence of companies, and some other rather easy to overcome, it is by all 
means necessary to consider and deal with this matter. Hence, this paper 
provides an insight into pitfalls in servitization named ñservice paradoxò and 
addresses corresponding managerial issues. To operationalize the challenges of 
servitization, this paper suggests a separation among internal back-end 
challenges and customer-facing front-end issues, which represents the applied 
framework for their examination. Besides, the matter of appropriate pricing and 
the inherent shift of risks towards supplier are discussed. Finally, the last part 
concludes the analysis outputs and gives suggestions for the future strategies in 
the enterprise servitization. 
 
Essentially, the task of servitization is a task of implementing a new business 
model and strategy, which actually is a complex and comprehensive process 
(Bascavusoglu-Moreau and Tether, 2010; Claes and Martinez, 2010; Davies et 
al., 2006; Oliva and Kallenberg, 2003; Weeks and Plessis, 2011). Accordingly, 
Morgan et al. (2008) found that a vast number of expensive, well-intended 
strategies, finally failed in the execution phase, which actually represents a 
significant waste of resources that could have been used more profitably 
elsewhere. The omnipresent rapid change of business environments, which 
definitely represents a tremendous challenge, characterizes by all means the 
strategic management process whilst implementing the derived strategies (Brax, 
2005; Morgan et al., 2008). Consequently, about 90 % of companies fail to 
execute their scheduled strategies (Weeks and Plessis, 2011). In fact, two 
decided issues occur rather frequently manifested on the one hand side by the 
lack of executiveôs knowledge concerning a systematic approach in order to 
identify and implement the right arrays of actions. On the other hand side, an 
unmeant overestimation of own capabilities to deal with the inherent changes 
and challenges of servitization finally results in a lack of implementing the 
strategy (Morgan et al., 2008). 
 
Another management issue arises from diverging business approaches taken by 
a goods manufacturer and a service provider. Hence, manufacturers aim to 
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benefit from economies of scale, which therefore demands for standardization of 
production. Service providers in contrast have to customize their products to 
meet customer needs entirely to maximize their satisfaction (Mellet, 2008). 
Accordingly manufacturer and service provider are striving for different goals, 
which consequently also affect the design of service that is characterized by its 
diverging nature considering the straight product and fuzzy service (Brax, 2005; 
Weeks and Plessis, 2011). In fact, the decision on a service-oriented strategy 
implicates necessary adaptations concerning organizational structures and 
processes (Baines et al., 2009; Davies et al., 2006; Oliva and Kallenberg, 2003; 
Vandermerwe and Rada, 1988). 
 
Actually, the barriers and issues hindering the appropriate implementation and 
execution of servitization are characterized by versatile origins. Several 
academic authors elaborated this topic, ultimately revealing related results. 
Accordingly, the extensive literature review of Niemi and Buren (2012) finally 
identified five characteristics consisting of organizational culture, pricing, risk 
absorption, complicated customer demand and close cooperation. Additionally, 
several other researchers retrieved characteristics of servitization challenges by 
conducting case studies or interviews. Consequently, there are also 
classifications of challenges regarding servitization manifested by marketing-, 
production-, delivery-, product-design-, communication- and relationship 
challenges (Brax, 2005) as well as embedded product-service culture, delivery of 
integrated offering, internal processes and capabilities, strategic alignment and 
supplier relationships (Martinez et al., 2010). 
 
In fact, regarding certain points there is accordance, however still diverging in 
total. In order to provide a common framework for the subsequent section dealing 
with challenges, a new classification is suggested to consolidate the related 
findings. Consequently, the barriers and challenges are separated according to 
their appearance manifested by front-end and back-end activities. This 
arrangement stems from the research of Davies et al., (2006), who derived a 
basic organizational structure for servitizing companies consisting of front-end 
customer-facing units and back-end units separated into product- and service-
units. The overarching strategic centre finally coordinates all these collaborating 
units. Table 1 illustrates the corresponding allocation of barriers among front-end 
and back-end activities. 
 
Table 1 reveals two confusions originating from the primary classification 
regarding the topic of relationships and delivery, since these terms are classified 
in diverging categories. According to Brax (2005), the relationship challenge 
draws on a lack of credibility between customer and service provider, whereas 
Martinez et al. (2010) identified challenges regarding the relationship between 
the company and its supplier. Finally Brax (2005) engaged on the delivery 
challenge concerning internal organizational and structural issues, whilst 
Martinez et al. (2010) considered challenges regarding diverging service/value 
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offering perceptions. Consequently, these comparisons affirm the suggested 
classification, which finally serves as framework in the subsequent discussion. 
 
Table 1: Various Approaches on Challenges in The Context of Front-end and 
Back-end Activities 
Approach Front-End Activities Back-End Activities 

Niemi and Buren 
(2012)  

Pricing 
Risk Absorption 
Complicated Customer Demand 

Organizational Culture 
Close Cooperation 

Brax (2005) Marketing Challenge 
Product-Design Challenge 
Communication Challenge 
Relationship Challenge 

Production Challenge 
Delivery Challenge 

Martinez et al. 
(2010) 

Delivery of integrated offering 
Strategic Alignment 

Embedded P-S Culture 
Internal Processes & 
Capabilities 
Supplier Relationships 

 
Besides the vast advantages arising from the application of an adequate 
servitization strategy, certain challenges and drawbacks may occur, which by all 
means have to be taken into consideration and measures are to be applied to 
diminish undesired effects. Moving along the transition line between the both 
extremes of a pure manufacturer and a pure service provider offers various 
opportunities to benefit from higher profit margins on services. Though, many 
companies fail to take advantage of these opportunities, and therefore are 
struggling with the so-called ñservice paradoxò, since the added services do not 
contribute to total revenues. 
 
One of the most distinctive challenges concerning servitizition constitutes in 
managerial issues, since the complex and comprehensive implementation of a 
new strategy is a challenging managerial task in any case. Complexity is even 
intensified by diverging beliefs of goods manufacturers and service providers. 
Hence, manufacturers try to benefit from economies of scale, which demands for 
standardization of production processes and products per se. Whereas service 
providers, in contrast, have to customize their products to meet customer needs 
and maintain a certain level of customersô satisfaction with the product. Therefore 
this paper suggests a separation among internal back-end challenges and 
customer-facing front-end issues in order to bring servitization into use.  
 
Keywords: servitization, management, pitfalls 
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Abstract 
This study provides a comprehensive model of impulse purchasing which 
integrates environmental factors, psychological factors, personal characteristics, 
and situational factors in the shopping environment of the Chinese Lunar New 
Year Festival. Questionnaires were collected from three popular metropolitan 
shopping venues. Seven hundred and fifty questionnaires were distributed to 
consumers who made at least one purchase in the selected shopping venues. 
The results of structural equation modeling indicate that positive affect has 
positive relationships with available time, available money, interaction with sales 
personnel, and environmental stimuli; negative affect has negative relationships 
with available time and environmental stimuli; available money positively affects 
impulse purchase tendency; impulse purchase has positive relationships with 
available money, positive affect, impulse purchase tendency, and perceived 
crowdedness; and there is a negative relationship between negative affect and 
impulse purchase. 
 
Keywords: Impulse purchase, individual affect, situational variables, individual 
characteristics, environmental variables 
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Abstract 
Companies have to create competitive advantages to successfully compete. 
They must find ways to keep their products and services relevant for their 
customers and they must do so in an often hostile competitive environment. 
Organizational learning (OL) may provide a tool to keep companies close to their 
marketsô needs in the long run, not just by offering better products and services, 
but also by finding ways to do so in a more effective manner. OL may provide a 
company the capacity to adapt and improve its products or services and, in a 
service environment, it may help to continually provide the service experience 
needed to satisfy its customers. As DeGeus (1988) and Stata (1989) stated: ñOL 
may be the only sustainable advantageò (cited in Crossan & Berdrow (2003, p. 
24)).  
 
Argote (2012) mentions that most researchers agree that OL may be defined as 
a change in the organizational knowledge that occurs as a function of 
experience. Pérez López, Montes Peón, and Vazquez Ordás (2005) go a step 
further and define OL as ña dynamic process of creation, acquisition, and 
integration of knowledge aimed at the development of resources and capabilities 
that contribute to better organizational performanceò (p. 228). OL can be 
considered a capability, a complex capability which is difficult to imitate, replicate, 
and transfer (Day, 1994; Pérez López et al., 2005).  
 
Any insights on how a company may improve its learning capability would be 
helpful. Since acquiring a complex capability is no easy task, being able to 
dissect organizational learning by examining its core processes may help 
managers to understand it and develop it. Furthermore, services companies in 
particular have caught the attention of different academic fields. Services firms, 
compared to manufacturing and primary activities, have increased their 
participation in developed countriesô economies. The uniqueness of their 
operations, provide a new and complementary background for the OL research 
field. Understanding how organizational learning processes (OLPs) are different 
for services companies may provide new insights to help develop such an 
important capability in services companies. It may also provide non-services 
firms with insights into differences in OLPs that may help them develop services-
like processes that enhance their OL.  
 
This research, which is currently being carried out and whose findings will be 
presented at the GLOSERV conference in October, will examine the different 
steps of the OLPs, link those sub-processes to the firmsô performance, and 
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examine how those processes and relations may differ for services firms. 
Research within Mexican companies provides a new and interesting 
development for the OL literature. As Latin Americaôs second largest economy, 
with a population of 127 million (Bank, 2017), and a major trading partner of the 
USA, Mexico represents a relevant country to analyze. According to Mexicoôs 
National Statistics and Geography Institute (INEGI,2015), in the last economic 
census, the services sector represented 42.5% of the economy and employed 
49.5% of the formally employed population (INEGI, 2015).  
 
The initial research question in this study is as follows:  
Are organizational learning processes (OLPs), and their component sub-
processes, more relevant for performance in services companies than in 
manufacturing companies?  
 
According to Argote (2012), experience does not automatically drive 
performance; instead, it is the variance in organizational learning observed in 
different companies which does. How the heterogeneity of services, where the 
cumulative experience of repeating a task is not as strong as in manufacturing 
firms, affects the OLPs and their influence on the firmôs performance, deserves 
further research. The differences in the link between OL and performance for 
both services firms and manufacturing firms is lacking in empirical research. 
Even the sub-processes forming the OLP lack empirical investigation, as 
mentioned by Wang and Ellinger (2011). 
 
Studies on this link between sub-processes may provide a case for enhanced 
OLPs for services that could be tied to the specific opportunities provided by the 
services industry. They may also provide a sustainable competitive advantage to 
manufacturing businesses that have embedded service-enhanced OLPs by 
developing the service component of their product-service bundle. An enhanced 
continuous learning capability, found in firms that have OLPs that score highly on 
a measurement scale, may provide firms the ability to adapt to dynamic markets 
by acquiring those OLPs that provide the correct flow of cumulative experience, 
innovation, and strategy implementation (Santos-Vijande, López-Sánchez, & 
Trespalacios, 2012).  
 
Based on the literature review, this study seeks to examine discrete aspects of 
the differences in OLPs between services and manufacturing firms:  

¶ Is there a difference between services firms and manufacturing firms in 
managersô perceptions of OLPs?  

¶ Is there a difference between services firms and manufacturing firms in 
the sub-processes (intuition, interpretation, integration, and 
institutionalization) that take place at different organizational levels 
(individual, group, and organizational)? 

¶ Is there a difference in the feed-forward and feedback learning flows 
between services firms and manufacturing firms?  



Global Conference on Services Management (GLOSERV 2017) 

ISSN: 2372-5885 124 

¶ Are managersô perceptions of the relationship between OLPs and 
organizational performance stronger in services firms than in 
manufacturing firms? 

 
Data Collection  
To answer the research questions and test the hypotheses, a quantitative 
research method is proposed. The sample will be drawn from the 33,579 alumni 
of IPADE, the leading business school in Mexico. The IPADE alumni pool 
represents mostly small- and medium-sized Mexican firms, widely spread around 
the country. These firms are deemed representative of legally established 
Mexican firms and provide a large sample that will contribute to the statistical 
significance of this research.  
 
Methodology 
The OLP construct will be assessed using the Strategic Learning Assessment 
Map (SLAM), proposed and developed by Bontis et al.(2002). The SLAM survey 
contains five theoretical constructs that include three learning levels (individual, 
group, organization) and two learning flows that consist of the 4-I framework 
developed by Crossan, Lane, and White (1999), including the feed-forward and 
feedback loops that they propose. ANOVA analysis will be used to test for 
statistically significant differences between the manufacturing and services firms 
in the respondentôs perceptions of the use of four sub-processes and the feed-
forward loop. Finally, to test for the relationship between OLPs and performance, 
a structural equation model using partial least squares is proposed.  
 
Keywords: organizational learning processes, services, manufacturing, 4I 
Framework, mexican firms 
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Abstract 
Airport services remain important due to the ever increasing traveling trends and 
increase in airline industry with both its number of fleet operators as well as 
expansion in the airport transport solution management companies. Airports 
have started attracting the travelers as well as airline operators with highly 
effective marketing strategies. However, there had been a very little research 
work done in Airport brand management through Digital Media. Therefore, this 
paper discusses the role of digital media marketing for airport brand 
management. The research arguments were developed through extensive 
literature review to presents a holistic and systemic perspective on the topic. 
Relevant literature published 2010 onwards was reviewed from the service 
branding, social media marketing, aviation and tourism marketing research 
disciplines. The methodology employed in this study can be related to ñintegrated 
literature reviewò presented by Torraco (2016). A systematic conceptual model 
was developed to integrate existing research in the area and highlight future 
research directions. 
 
Keywords: services management; airport branding; digital marketing; social 
media; tourism management 
 
Introduction  
Aviation industry is a service-oriented industry. Despite of the highly volatile 
nature of the aviation industry (Koopmans & Lieshout, 2016), it is one of the 
fastest growing industries in the world.Global airline profitability has increased 
over the last five years (Lopes, Ferraz, & Rodrigues, 2016). Airport 
commercialization worldwide started in the 1970s and this eventually lead to 
airport privatization in the 1990s (Castro & Lohmann, 2014) which increased 
competition(Jones & Dunse, 2015)by diluting monopolies (Halpern & Graham, 
2013) and governmental control on costs (Jones & Dunse, 2015, p. 581). Airports 
are no longer public entities but have developed as commercial enterprises 
(Jones & Dunse, 2015). The number of commercially oriented airports is 
increasing rapidly worldwide (Halpern & Regmi, 2011). Due to rapid globalization 
and increase in the number of travelers, airports are transforming themselves 
into commercial entities. For this, they have turned their attention towards 
effectively implementing marketing and branding strategies following the 
footsteps of major business corporations (Castro & Lohmann, 2014).  




