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Track: Smart Tourism Travel, Hospitality  & Cutting Edge Technologies 

 

The Rise of the Robot: The Impact of robotics, artificial intelligence, and automated services on the Irish tourism & 

hospitality industry. 

Bonner, N. Institute of Technology Sligo.  

Hanrahan, J. Institute of Technology Sligo. 

 

Abstract 

This emergent research is at early stages and explores the use of robotics, artificial intelligence and automated services 

(RAIAS) currently being applied in the tourism and hospitality industry, and how the continued use and development 

of such technologies will impact on tourism in Ireland. RAIAS has the potential to provide a wealth of opportunities to 

both the tourism and hospitality sectors by improving product delivery, ensuring consistency and by transferring 

processes to the customer (Ivanov, Webster, & Berezina, 2017). Although there has been technological strides in the 

development of RAIAS in recent years, there has been very little focus on how these developments will affect high 

contact service industries such as tourism and hospitality in Ireland. Collier (1983) argued that following the industrial 

revolution, technological advances will impose on the services industry providing vast opportunities for service 

automation (Collier, 1983; Ivanov, Webster, & Berezina, 2017). Early examples of the adoption of automation includes 

but is not limited to automatic teller machines (ATMs), conveyors, vending machines and self-service check-out. These 

advancements in information and communication technology are said to have led to increased customer experience 

and service efficiency (Law, Buhalis, & Cobanoglu, 2014). Other technologies that may affect service automation 

includes self-driving vehicles, 3D printing and robotics, all but to name a few (Ivanov, Webster, & Berezina, 2017). 

 

Robots have long played a role in science fiction, but one question has gained traction in recent years; how does this 

science fiction phenomenon concern tourism and hospitality industry and academics? Emerging robotic applications in 

tourism and hospitality include a robot staffed hotel in Japan (See Hen-Na Hotel http://www.h-n-h.jp/en/ ), robotic 

waiters primarily in the South-East and industrial robots that can clean and make drinks (Belk, 2016; Collins, 2015; Pan 

et al., 2015; & van Doorn et al., 2017). In 2016, Wynn Hotel in Las Vegas released that Amazon’s Echo voice-controlled 

speaker will be introduced in all of its bedrooms (Ivanov, Webster, & Berezina, 2017). Chen & Hu (2013) described 

robots to be “intelligent physical devices” (Chen & Hu, 2013) with a certain degree of autonomy, mobility and sensory 

capabilities that allow them to perform intended tasks (Murphy, Hofacker, & Gretzel, 2017; Tan, Mohan, & Watanabe, 

2016; Ivanov, Webster, & Berezina, 2017). For the purpose of this paper the author will apply Murphy, Hofacker, & 

Gretzel’s (2017) definition of robots to be a “relatively autonomous physical device capable of motion and performing 

a service” (Murphy, Hofacker, & Gretzel, 2017). It has been argued that revolutionary change occurs rapidly and may 

lead to consequences that can be extremely difficult to predict. Because of this, the most popular option is often to 

assist the people affected, and to deal with the consequences by implementing whatever alterations are needed to 

stave off the immediate crisis (short term), ensure survival (medium term) and attempt to regroup and prosper (long 

term) (McCabe, 2010). The research will consist of qualitative interviews to identify the willingness of Irish tourism & 

hospitality providers to adopt such technologies into their tourist experience. To conclude, the researcher hopes to 

also shed light on an area of tourism research that is significantly understudied. It should evaluate the readiness of the 

tourism and hospitality industry to adopt robotics, automated services and artificial intelligence and discuss the future 

that RAIAS has in Ireland. 

 

Keywords: Robotics, Robots, Artificial Intelligence, Automated Services, Tourism Industry, Hospitality Industry. 
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The Growth of Smart Tourism and the Arrival of Climate Change; Is This A Dichotomy? 

McGovern, E. Sacred Heart University 

 

Abstract 

Smart tourism is a new term referring to the use of technology applications, such as geo-fencing data, virtual reality, 

and the Internet of Things (IoT) among others, to facilitate the transition towards a more intelligent and sustainable 

tourist offering that meets the continuous needs of local stakeholders and visiting tourists. Aligned with the 

development of technology applications is the rapid surge in tourism numbers recorded in recent years from around 

the world. But this growth in the global movement of tourists has come at what cost to the climate? In recent years, 

despite significant efforts by different countries to reduce the growth in CO2 emissions, they have continued to grow 

unabated causing serious concern among the scientific community. This paper examines the involvement of the 

tourism industry in contributing to climbing levels of CO2 emissions and undertakes an analysis of whether smart 

tourism can significantly reduce these levels in achieving the 17 Sustainable Development Goals (SDGs), set out as part 

of the wider UN 2030 Agenda for Sustainable Development. 

 

Keywords: tourism, sustainability, carbon emissions, climate change 

 

 

  



 

         Page 5 of 56 

 

 
14th Annual Tourism and Hospitality Research in Ireland Conference 2018 

The Potential Role of Smart Mobile Technology in Mitigating Ireland’s Tourism Biosecurity Risk. 

Melly, D. Institute of Technology Sligo. 

Hanrahan, J. Institute of Technology Sligo 

 

Abstract 

Biosecurity breaches have the potential to cause severe consequences to both human and environmental health. 

Biosecurity can be linked to tourism through tourist’s ability to vector pathogens on clothes, hands and luggage. This 

has the potential to increase the spread of infectious diseases across the globe which has been witnessed in instances 

such as the SARS (Sever Acute Repertory Syndrome) outbreak of 2003 in Hong Kong. From an environmental 

perspective, tourists may also contribute to the introductions of invasive species from outside of their natural habitat 

otherwise known as biological invasions and contribute to ecosystem damage and cost millions in eradication and 

control measures. Recent trends in Irish tourism point toward an increased level of biosecurity risk entering the country 

at points of entry (airports, seaports) and increasing levels of participation in outdoor recreational activities (fishing, 

kayaking). The communication of biosecurity information to tourists could potentially be an efficient way of reducing 

the risk to both human and environmental health. 

 

The aim of this paper is to assess the presence of biosecurity communication in national organisations in Ireland 

through the presence of strategies in place by using a content analysis approach. There will also be an assessment to 

identify any form of smart communication technology being utilised. Results will then be discussed based on 

international literature and examples and the potential of smart technology use in Ireland’s biosecurity will be 

identified. 

 

Keywords: Tourism Biosecurity, Biosecurity in Ireland, Smart Tourism, Smart Communication Technology. 
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Exploring the Event Ecosystem in Pursuit of Value. An Empirical Investigation of Event Experience Co-Creation Impact 

Through Social Media. 

 

Bustard J. Ulster University, Northern Ireland. 

Bolan, P Ulster University, Northern Ireland. 

Devine A..  Ulster University, Northern Ireland. 

Hutchison K.  Ulster University, Northern Ireland. 

 

Research Purpose: The use of smartphone applications as an information touch-point provided by event teams for 

event fans has become commonplace in many larger events throughout the industry (Inversini et al., 2016). The 

purpose of these apps is generally as a more focused mobile support to event goers and a means for them of connecting 

to the event more directly. These apps generally offer information across the event phases (Campos et al., 2015), for 

social integration around the event in both digital and physical realms (Hudson & Hudson, 2013) and with growing 

significance, for more real-time integration in terms of on-site experience (Buhalis & Foerste, 2014; Luxford & 

Dickinson, 2015; Koo et al., 2016). Mindful of the escalation of AI as a means of integration real-time co-creation in 

events and tourism more generally through chatbots (Hill et al., 2015), this paper analyses co-creation as a smart 

tourism event opportunity by assessing the impact of serving event fans real-time and integrated experiences 

leveraging more open and interoperable ICTs (Buhalis & Amaranganna, 2013; Gretzel et al., 2015). 

 

Design/Methodology/Approach: Data was collected from two events over a 2-year period, following the completion of 

the events each year. Both events use smartphone apps. One event app was improved through survey feedback from 

event participants and the other event engaged fans in five “secret Facebook Focus Groups” to co-create better 

outcomes of the event app experience. A quantitative analysis of a number of single item measures was taken via a 2-

year cross sectional survey in order to assess the impact of co-creation on fan satisfaction (Geus et al., 2013), experience 

enhancement (Luxford & Dickinson, 2015), willingness to pay (Andersson & Ambrecht, 2014) and overall perspective 

on its use.  

 

Findings: The findings reveal through statistical analysis that the co-creation, through co-evaluation, co-ideation, co-

design and co-experimentation improve event app experience outcomes with statistical significance across measures 

of satisfaction, enhanced experience, willingness to pay and in users describing the app more positively. 

 

Contribution: Co-creation of this element of the event experience has shown to have significantly impacted experience 

outcomes. In an era of further integration and interoperability of event ICTs and social media, it is clear that the stage 

is set for a growth in AI driven experience encounters which seek to improve the experience journey at all stages. The 

integration of Artificial Intelligence to the service experience of consumers is a significant and escalating phenomenon. 

Our findings highlight the great potential of creating and curating an open dialogue with fan bases and propose the 

potential of AI as a means of engaging with fans as lead users to bring more novelty, memorability and satisfaction to 

event goers in varying contexts of digital and physical engagement 

 

Keywords: Event Experience, Co-creation, Mobile Applications, Smart Events, Smart Tourism 



 

         Page 7 of 56 

 

 
14th Annual Tourism and Hospitality Research in Ireland Conference 2018 

Data is Digital and Digital is Data: Towards a Definition of Data Driven Digital Marketing in Tourism 

 

Hayes, O. Waterford Institute of Technology 

Lynch, P.  Waterford Institute of Technology 

 

Abstract 

Lawrence P. Summers, former Harvard University president once said “Data may be to the 21st century economy what 

oil was to the 20th, a hugely valuable asset essential to economic life”.  Data driven practices can exert a tremendous 

influence over individuals’ everyday life particularly given the ease of access and the proliferation of mobile devices 

and connectivity mechanisms. Indeed, data driven marketing technologies are helping tourism businesses engage, 

experience and communicate with people, events and brands in new ways. For tourism businesses, the continuing 

growth and entrenchment of digital media represents significant marketing opportunities. Data-driven practices in 

tourism business is no longer a choice in today’s competitive and social landscapes; indeed, the business case for data 

driven marketing in tourism is well documented; 

• Platform to attract, hold and connect with customers, shape their perceptions, communicate product/service 

offerings/recommendations 

• Drive website traffic: build lead lists, bring in new clients, or close more sales  

Broadcast news, deliver timely and targeted promotions 

• Brand and credibility enhancement through user generated endorsements  

Real-time and responsive customer service 

 

Data driven practises have come into the forefront since the commercial launch of the WWW in 1995. Marketing 

models developed since the 60s in terms of data and it’s use in marketing have not been discarded wholly as 

digitalisation becomes more widespread, and in fact have been recycled to shape how we use data today in marketing. 

( M. Wedel & P.K. Kannam, 2016) An example of this is the modern CRM system which uses direct marketing processes 

pioneered by the likes of Bob and Kate Kestinbum, database marketers hailed with mainstreaming electronic, customer 

databases in the early 1990s and combine these with more up to date processes e.g. social listening, real time analytics 

and tracking etc.  

 

Since the early 2000s, technological advances including automation have greatly reduced the variable costs of data 

collection, in particular online and in the digital environment but this has also meant that grossly large amounts of data 

are now being collected. (M. Wedel & P.K. Kannam, 2016) The spread of mobile and non-fixed networks, the increased 

digitalisation of once analogue processes e.g. doctors records, revenue payments etc. and the decreased cost of access 

to internet services mean that data is now being collected from multiple sources and various devices. In Ireland, home 

internet access is now at 89% of which 7 out of 10 users admit to accessing the internet daily. (CSO, 2017). Globally, 

the OECD have recognised falling internet prices as one of the prevalent reasons for increased internet spread (OECD, 

2015) and The Internet Society predict current user figures at over 3.5 billion today, growing nearly 900% from 400 

million in 2000 (The Internet Society, 2017). 

 

Combining traditional data sources with today’s real-time and constant data streams brings the levels of data collected 

daily to an astronomical rate. 2015’s OECD Data-Driven Innovation states that over 2.4 exabytes of data is collected 

everyday which is equalivant to 167000 times the amount of information currently housed in the US Library of Congress 

(OECD, 2015).While marketing academics and indeed data scientists have been working to find viable techniques to 
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create value from this “data jungle”, theories and frameworks for deriving value and workable data from the “Big Data 

Revolution” are still in their infancy and for the most part, do not provide sufficient solutions to smaller to medium 

enterprises who may be lacking the resources available to more cash-ready businesses. With this spread of digital 

advances comes a new challenge for businesses and indeed marketers who push to enhance sales and maintain a 

presence in the world of marketing noise: Accurately and correctly using the torrid of information available today to 

create succinct, data-driven and value creating marketing plans. This however, is not a task undertaken likely as 

literature including that from researchers K.D.A Carillo (2015), M.Reinhold & S. Reinhold (2014) and K.Hutchinson et al. 

(2014) suggesting a skills and resource shortage when it comes to utilising and maintaining data to use in decision 

making in the marketing world. To overcome data derived obstacles, marketers must strategically use this big data to 

their advantage, creating value driven and intuitive campaigns to capture their audience’s attention while maintaining 

relationships that are verged to become symbiotic. There also must be a drive to educate marketers in data-driven 

processes as the industry takes a sharp turn towards this realm. 

 

However, despite the infancy of data driven marketing in tourism, the label ‘data-driven marketing has nevertheless 

been used in the literature, with a blend of interpretations and conceptualisations – resulting in significant ambiguity 

and confusion as to what constitutes data driven marketing. This has meant that tourism firms are seriously challenged 

as to understanding how they can utilise data driven practices. Indeed, it remains a central dilemma for most small 

tourism firms due to no small part to the confusion within the literature. Hence, utilising an extensive literature review, 

the purpose of this research is to disentangle data-driven marketing and develop an operational definition 

conceptualization of the concept which will advance the literature and bring the study of data driven marketing to the 

forefront of tourism research. From a practical perspective the research will also provide a very useful tool for small 

tourism firms seeking to understand, and subsequently increase their level of data driven practices within their 

business. Indeed, this research will further clarify the data driven marketing concept for tourism stakeholders, including 

tourism practitioners, educators, and, researchers. 

 

Keywords: Tourism, Data Driven Marketing, Defining and Conceptualisation 
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Track: Place and Destination Management 

 

Culinary Cork: Branding Cork as a Food Tourism Destination - A Collective Approach 

Fitzgibbon, C. Cork Institute of Technology 

Wright, A. Cork Institute of Technology 

 

Abstract 

Food acts as an important factor in forming the identity of global tourism destinations and, furthermore, it can be an 

immensely influential attraction offering a unique experience for culinary tourists. Outstanding models exist where 

destinations brand themselves through food to leverage the tourism product offering. This specific and differentiating 

feature can act as a strategic tactic to develop regional tourism. Interestingly, not all destinations use food tourism as 

a deliberate branding approach. The Cork region in the south of Ireland is currently one such destination. While this 

region has an excellent food offering, food is not promoted as a primary tourism activity in the region’s overall 

destination branding by the key tourism stakeholders. 

 

This research specifically explores the feasibility of branding Cork as a food tourism destination using a collective 

approach, involving the regional food tourism stakeholders, due to its effectiveness in communicating a destination’s 

unique identity by differentiating it from other destinations. An extensive review of the existing literature revealed a 

clear set of gauges relating to each of the factors affecting food tourism branding for Cork. This study applied a post-

positivistic qualitative research approach to collect substantive and relevant data from twelve stakeholders in the Cork 

region. The main findings of this study indicate that food can certainly be marketed to assist Cork in attracting the much 

sought-after culinary curious tourist cohort, who specifically desire a unique food experience1. Destinations in other 

regions worldwide have developed a food culture identity by branding their cuisine and creating a food travel 

philosophy. Food brands, culture, branding as a strategy and stakeholder collaboration, were identified in this study as 

main influential factors for a fruitful food tourism branding proposition for destination Cork. 

Evidence from this study reveals that Cork currently has no collective, co-ordinated, food tourism proposition 

encompassing the full region. This study can recommend that with a more collective and joined-up thinking response 

with appropriate destination branding initiatives, a robust food tourism brand can be created for this region. 

 

Keywords: Culinary Curious Tourist, Destination Cork, Food Tourism, Culture, Experiential Tourism 
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Facebook and Twitter Success in the North American Sector: A Retrospective View of the Irish Destination Marketer’s 

Digital Marketing Strategies 

Barcoe C. Institute of Technology Tallaght. 

Whelan G. Institute of Technology Tallaght. 

 

Abstract 

Social media(SM) has been used effectively by Tourism Ireland (TI) to capitalise on the cultural links between Ireland 

and North America giving rise to positive responses from potential and existing visitors. This is part of TI’s central 

alignment strategy to exploit SM platforms to enhance Ireland’s image online. A literature review revealed a need for 

investigation into the ways in which SM platform/channels such as Facebook and Twitter are used by TI to engage with 

its target North American market. It was found, the destination marketing organisation (DMO) is conducting detailed 

analysis of SM data in order to identify the different ways in which segments of the target market (customers) engaged 

and responded to various postings. The analysis was used by the DMO to generate content based on identified areas 

and topics of interest. The content instigated conversations which mined and further analysed provided the basis for 

visual content aimed at the appropriate segment of the online audience. This in turn stimulated further postings of 

content from individuals who were interacting on social media in the pre, during and post trip phases of their Irish 

holiday. Thus, the DMO modified and improved the content of the product offering based on a continuous (or ongoing) 

process of feedback from various segments of their market. By utilising the network of contacts freely available through 

social media platforms, TI is realising the potential of a technologically enabled market strategy to promote the Irish 

brand in a cost effective and innovate manner. 

 

Keywords: Irish, DMO, Content, Analysis, North American, Target, Market, Facebook, Twitter 
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Exploring the Role of Irish Local Authorities in Tourism Development: A Case Study of Cork County Council 

M. Cork Institute of Technology 

Hickey, B. Cork Institute of Technology 

Linehan, M. Cork Institute of Technology 

 

Abstract 

In an Irish context, the government's engagement in tourism and its role in developing the sector is acknowledged 

across most Irish government publications. However, despite efforts made to highlight the major role of the 

government in tourism, the number of studies that seek to understand how Irish local governments are engaging in 

tourism is limited. In an attempt to fill this knowledge gap, this paper brings a new contribution to the current relevant 

literature by exploring the role of the government in developing tourism within a local Irish context. Using a case-study 

approach, the particular entity under investigation is Cork County Council. The research aims to provide an understating 

of how the local authority engages in tourism, by examining its functions and responsibilities in relation to tourism 

development. The findings reveal that the function and role of Cork County Council is evolving, showcasing current 

challenges, strategies, and collaborations for tourism development. The paper further proposes a new conceptual 

framework on the role of Cork County Council in tourism development. This conceptual framework illustrates five main 

functional areas and draws attention to local government's engagement in tourism development in areas such as: 

product development, economic and community development, marketing and promotion, planning and policy and 

sustainable tourism. From an Irish context, the conceptual framework represents a new contribution to an under-

investigated subject and extends the current understanding of the role of local government in tourism development. 

 

Keywords: Cork County Council; Irish local authorities; local tourism development. 
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Tourists as destination marketers; the motivations to create and publish tourism destination content online. 

Dunne, Z. Institute of Technology Sligo 

Hanrahan, J. Institute of Technology Sligo 

 

Abstract 

This research generates baseline findings on tourism destination content creators and their motivations. The diversity 

of stakeholders involved in tourism marketing communications is increasing rapidly with visitors themselves playing a 

prominent role by creating and sharing content via social media platforms and blogs. The Organisation for Economic 

Cooperation and Development (OECD 2007), defines user created content (UCC) as content that is made publicly 

available over the Internet; which requires a certain amount of creative effort; and which is created outside of 

professional routines and practices. In the context of this research, this represents tourists who write blogs, and upload 

self-created videos and images online. 

 

The emergence of new platform tourism services and the so called sharing-economy, is a priority for the UNTWO 

(2017). However there is very little academic literature relating to the motivations behind content creation in the 

context of tourism destinations. The growth of social media allows people to create and share electronic content 

globally (Cox et al., 2009; Munar, 2012). The factors that motivate tourists to generate content have received less 

attention in tourism literature (Bronner and de Hoog, 2011; Yoo and Gretzel, 2011; Munar and Jacobsen, 2014). 

Moreover, studies focusing on the creative element of content generated by consumers of tourism products have been 

few. There is a gap in knowledge specific to content creators and their motivations. The research bridges this gap by 

examining tourism destination content such as images, blogs, and video content. Furthermore, the spectrum of pay 

associated with tourism content creation warrants further investigation. 

 

Keywords: Netnography, user created content (UCC), Content Creators, Motivation. 
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Investigating the Use of Social Media Channels When Capitalising on Ireland’s Appearance in US TV and Movies: A 

Digital Marketing Study 

Barcoe C. Institute of Technology Tallaght. 

Whelan G. Institute of Technology Tallaght. 

Barcoe, D. Medray Ireland. 

 

Abstract 

The purpose of this paper is to investigate the impact that US TV and Movies have had on Irish tourism. This study 

examines how a destination marketing organisation (DMO) can use social media channels to capitalise upon the 

opportunities created by film tourism as it pertains to North American TV and Movie productions. The findings are 

based on a combination of two qualitative methods, in depth interviews with 20 industry professionals and a 

Netnographic analysis of social media activity between Tourism Ireland and the North American audience on Facebook 

and Twitter. The qualitative data was analysed in order to provide insights into the effectiveness of using North 

American pop culture as part of a digital marketing strategy when creating awareness of Ireland as a brand in the US 

and Canada. This study addresses a gap in the literature in relation to the use of social media when attracting the North 

American holidaymaker to Ireland. The findings from this investigation will extend an under researched body of 

literature pertaining to Ireland as a destination and the successful digital marketing campaigns that have achieved 

exponential growth in this sector over the past five years. The empirical evidence presented also illustrates how the 

innovative use of social media has assisted the DMO engage with the North American holidaymaker as part of an 

effective digital marketing strategy. This paper will be of value to academics and industry practitioners interested in 

film-induced tourism and indeed tourism in general, as well as students. 

 

Keywords: Digital, Marketing, Strategy, Tourism, North American Holidaymaker, Destination Marketing, US, TV, 

Movies. 
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Track: Smart Management, Innovation and Practices 

 

Enabling strategy-focused technology innovation for regional tourism - the case of the Waterford greenway 

Kearney, A. Waterford Institute of Technology 

Harrington, D Waterford Institute of Technology 

 

Abstract 

Tourism contributes over eight billion euro in G.D.P. to the Irish economy, and supports over two hundred thousand in 

employment (Department of Transport, 2017). At regional level, often through SME activity, the tourism industry is the 

major employment and economic output mechanism (Hanrahan, Maguire and Boyd, 2017). Regional employment and 

economic output is further argued to be nuanced through complex inter firm relationships, where economy and 

employment are indicative of sustaining regional identity and social life, as much as contributing to national economic 

statistics (Hall, 2008). Reflecting the nuanced nature both social cohesion and the very nature of business activity are 

sustained in much of regional Europe through the actions of small firms engaged in tourism (McCamley and Gilmore, 

2017; Mottiar, 2016). However, small regional tourism firms face deep and multifaceted competitiveness challenges, 

manifest as: divergence between tourism firms and policy assistance (Quinn, Dunn, McAdam and Patterson, 2014); 

limited human capital in the form of entrepreneurs (Komppula, 2014); inappropriate leadership and governance 

mechanisms co-ordinating stakeholders (Valente, Dredge and Lohmann, 2015; Novelli et al. 2006); limited investment 

(Coles, Dinan and Hutchison, 2014) and challenges in managing technology innovation (Alford and Page, 2015). The 

challenges of managing technology innovation are argued to possess a salience in the contemporary regional small 

tourism context. Pena, Jamilena and Rodriguez Molina (2011) posit that technology innovation assists small regional 

tourism firms in improving market orientation, helping overcome limitations of regional location yet challenging owner/ 

manager entrepreneurial capabilities to strategically leverage firm resources. Den Hertog, Gallouj and Segers (2011) in 

the context of the Dutch hospitality industry argue technology innovation emerges as informal service innovation, the 

management of which is not fully understood and the benefits of which in a service innovation framework are argued 

to be considerable. 

 

The present paper focuses on the Waterford Greenway tourism initiative, and provides an overview to the recent 

strategic development of a government supported Greenway initiative in Waterford. Secondary data is used to assess 

the initial development of the Greenway, and the reported account examines the significance of the Waterford 

Greenway for government tourism policy and competitiveness. Drawing from international research studies and 

evidence, we contemplate future development trajectories for the Waterford Greenway with a focus on the potential 

for strategy-enabled technology innovations for small regional tourism firms associated with the new tourism initiative. 

The current work is therefore exploratory in nature with an aim to develop out a framework to help better understand 

how strategy focused technology innovations might be enabled in a regional tourism context. For the purposes of the 

present paper small regional firms are defined as those regional firms employing between ten and fifty people. 

Strategy-focused technology innovations are defined as technology innovations where the strategic management 

capabilities of owner/ managers contributes to the development of enhanced firm competitiveness. 

 

Keywords: technology innovation, strategy, small regional tourism firm 
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Customer Retention from an Organisational Capability Perspective: Modelling How Organisations Can Influence 

Customers’ Activities in the Online Brand World 

Tan, E. Waterford Institute of Technology 

Foley, A. Waterford Institute of Technology 

Holden, M.T. Waterford Institute of Technology 

Murray, N. Cork Institute of Technology 

 

Abstract 

This study is focused on customer retention, identified in the literature as the ultimate goal of marketing strategy. 

Studies have consistently pointed to the importance of a strong customer brand relationship in developing customer 

retention. The digital age has challenged prior assumptions about the role of the organisation in influencing customer 

engagement with the brand. Digital media facilitate customer articulation of brand values and experiences, thereby 

creating a key peer to peer influence on brand perception. This is particularly evident in tourism and hospitality where 

we see the dramatic importance of review sites such as Trip Advisor and Booking.com which operate as social media, 

as well as the established social networks such as Facebook, Instagram and Twitter. These sites in facilitating User 

Generated Content (UGC) allow consumers to have a major voice on all elements of the brand experience and 

programme and also on the online customer brand relationship. The literature points to the development of affective 

commitment between the customer and brand resulting from social media interactions, which ultimately result in 

customer retention. A key question revolves around the role (if any) of the tourism and hospitality organisation in 

influencing the social media conversation about the brand. There has been scant scholarly attention to this question. 

Therefore, this study will rely on the Resource-based View of the Firm (RBV) perspective which highlights the role of 

valuable and rare resources and capabilities in developing competitive advantage. Using this prism, a number of key 

management capabilities have been identified which may influence consumer brand social media interactions: 

customer-linking, brand management and social media communications. There will be a significant contribution in 

identifying and assessing the role of these capabilities in influencing consumer brand online interactions, in order to 

optimise customer retention. A conceptual framework is presented in the paper which illustrates hypothesised 

relationships between key organisational capabilities and customer brand interaction and customer brand interaction, 

and ultimately customer retention. It is proposed that these hypotheses will be assessed through a survey of consumers 

across multiple sectors. 

 

Keywords: Customer Retention; Organisational Capability; Online Brand Interactions. 
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Smart Assessment of Work Based Learning 

John Carty, J.  Galway-Mayo Institute of Technology 

 

Abstract 

RESEARCH PURPOSE / GAP:There is much support for work based learning (WBL) in higher education (HE), but a major 

issue is difficulty regarding its assessment (Harvey et al, 2002; Busby, 2005). This paper investigates the assessment or 

WBL on Irish tourism and hospitality programmes and looks at the role of industry in the assessment process. The 

purpose of the research is to examine smart assessment of WBL. 

Literature supports WBL in terms of its collaborative activities with employers (Harvey et al, 2002), enhancing the skills 

of students and to prepare them for employment (Harvey & Green, 1993) and giving students’ abilities that exceed 

classroom-based knowledge and technical skills (Freudenberg et al, 2008). Blackwell et al (2001) and Sheridan and 

Lenihan (2011) also talk about broader benefits to the Higher Education Institute (HEI) and workplaces as a result of 

WBL. However, literature also raises a range of concerns around WBL, mostly to do with resource allocation to organise 

and monitor WBL and difficulty in sourcing satisfactory WBL for growing number of students (Sheridan and Lenihan, 

2011). 

 

The theme of Assessment of/for/as Learning was also the focus for 2016-217 for the Irish National Forum for the 

Enhancement of Teaching and Learning in Higher Education (NFETLHE). This shows that the topic of assessment is very 

much on the national agenda in Ireland. As part of this theme, the NFETLHE provide an insight of the context, purposes 

and methods of work-based assessment of/for/as learning (NFETLHE, 2017). Their Forum Insight (NFETLHE, 2017) 

discusses the tripartite partnership in work-based assessment between HEI staff, students and workplace staff as well 

as highlighting other assessment issues. 

Given this background and context, this paper aims to address the following research questions with academics in Irish 

HEIs: 

• RQ1: what forms of assessment of WBL takes place on tourism and hospitality programmes in Irish HEIs? 

• RQ2: what role does industry play in WBL assessment on tourism and hospitality programmes in Irish HEIs? 

• RQ3: what is the future likely to hold for WBL assessment on tourism and hospitality programmes in Irish HEIs? 

 

DESIGN / METHODOLOGY / APPROACH: This research addresses the topic of WBL assessment on the tourism and 

hospitality programmes in Ireland. There is little research conducted from an Irish context and this research is part of 

a larger study with academics involved in WBL, industry providers of WBL and students who have completed WBL as 

part of their tourism or hospitality programmes. To address the research questions for this paper, secondary research 

has been conducted in the form of a literature review relating to assessment of WBL. This is supported by primary 

research consisting of semi-structured interviews with academics involved in WBL on tourism and hospitality 

programmes, across a number of Irish higher education institutes. 

 

FINDINGS AND CONTRIBUTION: The paper will indicate what forms of assessments are currently in place on WBL in the 

tourism and hospitality programmes. The role of industry in assessing WBL will be discussed and the future for WBL 

assessment will also be investigated. The aim of this paper is to generate discussion around the identification of smart 

approaches to assessing WBL and to the role that industry can play in the process. 

 

Keywords: assessment, tourism, hospitality, Ireland, work based learning, work placement, smart assessment. 
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Adventure, leisure and SMART Approaches in Tourism for the Changing Global and Irish Demographic 

Tierney, J. Athlone Institute of Technology). 

 

Abstract 

Ireland’s average age is steadily increasing. Between 2011 and 2016, research showed an increase in the number of 

those aged over 65 by 102,174 to 637,567, or 19.1%. Estimates indicate that this will rise to 1.4m persons, or 22% of 

the population by 2041 (CSO, 2016). The growing ageing demographic presents socioeconomic challenges that must 

be met through timely and realistic contributions from different disciplines. Policy makers, facilitators and providers 

must take cognisance of these changes and manage their business accordingly (The Swedish National Institute of Public 

Health, 2006; WHO, 2012; Department of Health, 2013). Increasingly, the older market represents the largest segment 

of the tourism consumer market (Patterson and Pan, 2007). The changing demographic presents opportunities and 

challenges for tourism, leisure, and outdoor adventure sector. The tourism sector’s proactive engagement with the 

older population will result in socioeconomic benefits. But, is the adventure tourism industry in Ireland placing a 

sufficient emphasis on the ageing demographic? 

 

This research uses a mixed methods approach of questionnaires and semi structured interviews to understand the 

perception among the older cohort of outdoor adventure activity (OAA). It also assesses the levels to which providers 

of OAA specifically target and cater for the older demographic. The normalisation, participation and proactive 

promotion of OAA to the ageing demographic will impact on health of the participant and business of the tourism 

provider. Offering a variety of appropriately designed OAA for the eclectic abilities, interests and requirements of the 

ageing demographic has the potential to increase physical activity (PA) participation, thus developing relationships with 

this growing demographic and contribute to the sustainable, SMART future proofing of the tourism industry. 

Retirement would appear to be an ideal time to engage in increased leisure based PA. Researchers indicate that retirees 

desire leisure based PA that are outdoors, meaningful, stress reducing and provide opportunities to socialise with family 

and friends (Patterson and Pan, 2007; Liechty, Genoe and Marston, 2017). However, while increased activity is the 

intention in retirement, the opposite occurs. Reports suggest that the population aged 50 – 89 are the least physically 

active group throughout Europe (Rechel et al., 2013; Chastin et al., 2015; Stenholm et al., 2016). Health and leisure 

authors call for SMART innovations to reduce sedentary behaviours and promote opportunities for this cohort to 

engage in PA and leisure activities throughout the life course (McDonald et al., 2015). The adventure tourism sector, 

by proactive provision of OAA targeting the ageing demographic, has the potential to provide increased opportunity to 

engage in meaningful, educational, social, and appropriately challenging leisure based PA. Engagement in a variety of 

leisure activities contributes in a number of ways to the transition from working life to retirement by replacing work 

with meaningful activities, promoting value, and offering continuity between post-retirement and retirement (Earl, 

Gerrans and Halim, 2015). Outdoor adventure tourism products deliver on all aspects which are suggested to contribute 

to healthy aging. As a destination for overseas and domestic travelers Ireland has impressive OAA opportunities. OAA 

experiences must be encouraging, safe, inclusive and offer a meaningful supported experience (Boyes, 2013; Kluge, 

2013). The possibility for a network of experienced OAA providers, trained to work with this demographic throughout 

Ireland would drive the OAA business by increasing accessibility and facilitation. Recent research conducted in Ireland 

and Portugal by the author on groups of physically active, community dwelling older adults, n=56, aged 50 to 89, 

showed that the group valued outdoor activity, adventure and the benefits in respect of physical, social and mental 

health. A number of points relevant to the tourism industry were raised. The cohort want adventure, respect and 

appreciate the benefits of being outdoors, and would welcome improved infrastructure and facilitation. Risk was not 

seen as a motivator but challenge was and for this initial study the cohort suggested that they would participate if more 
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suitable OAA is offered. In summary, the market is changing. Preliminary, primary research suggests that the ageing 

population wants to experience adventure, understand and value the benefits of OAA. Eurostat (2016) suggests that 

the cohort make more trips as domestic tourists, travel for health benefits, for longer and travel out of the usual season. 

In addition, older adults are now placing a greater emphasis on activity and leisure tourism (Patterson et al., 2017). But 

is the adventure tourism industry in Ireland meeting this challenge? This presentation will explore the perceptions of 

the ageing demographic and providers of OAA in Ireland to engaging the older population. 

 

Keywords: growing ageing, demographic, changing global and Irish demographic, SMART approaches in tourism, mixed 

methods 
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A Framework for the Design of a Blended Learning Programme in Tourism 

Lynch, P. O’Riordan, C. Foley, A. Harrington, D. Holden, M.T. Kelliher, F, O’Neill, A. Power, C. Shanley, E. = McGrory, N. 

Rock, M. Bowe, P. Walsh, A and Taylor, D. Waterford Institute of Technology 

 

Abstract 

Education providers have a critical role to play in the growth and sustainability of tourism. While large tourism providers 

benefit from executive and ongoing education, the small tourism providers struggle to access third level education due 

to resource poverty and the lack of available tertiary tourism education that is tailored to their resource requirements. 

To increases access to education, it has become a strategic imperative for the Department of Education to increase on-

line education in Ireland and in particular for employed and executive education. Tourism providers are digitally 

orientated and understand the opportunity that blended and online learning can provide them. However, this move 

from the traditional brick and mortar lecturing to blended learning requires strategy and planning on the part of the 

education provider. It is simply not the case - what works in class room will work online. This paper details the 

pedagogical and technological lessons learnt by an education team at Waterford Institute of Technology (WIT) in 

developing and implementing a series of innovative blended learning programmes, customised to meet the 

requirements of the tourism entrepreneur for a sense of involvement, relevance and flexibility. The paper details a 

four-phased process for designing blended learning programmes that will enable educators to better engage tourism 

providers and enhance their learning experience in relevant tourism programmes. 

 

Keywords: tourism education, blended learning, systematic programme design process. 
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Hiding in Plain Sight. A Smarter Approach to Capitalising Upon the Rising Senior Tourism Market. 

Kelly, N. Waterford Institute of Technology 

Power, J Waterford Institute of Technology 

Kelliher, F. Waterford Institute of Technology 

Lynch, P. Waterford Institute of Technology 

 

Abstract 

Aim: The aim of this research paper is to demonstrate the potential of senior tourism as a vehicle for augmenting the 

duration of the tourism micro-firm trading year in Ireland. Tourism as a global industry is resilient, positioning itself as 

Ireland’s fastest growing economic sector. The number of seniors will rise by the end of the current (2000-2100) 

century, making the future older tourist, over the age of fifty-five, a sizeable demographic force within the tourism 

marketplace. Interwoven within this concept is a cultural heritage substrate, upon which Ireland has hewn its 

international reputation and vies for foreign tourists through the magnificence of its landscape (Guiney, 2002). Whilst 

tourism represents a key vehicle for bolstering economic growth, the typical tourism season is constrained, which 

impacts on the sector’s ability to further scale. Senior tourism has the potential to generate niche revenues and to 

extend past the existing high season trading. However, beyond the marketing and segmentation literature, there is 

scant research on the capabilities or adaptiveness potential of micro-tourism operators which populate the landscape 

both nationally and locally. 

 

Contextual Overview: This study combines fluctuating demographics, which have given rise to the growth of the senior 

tourism market, with those micro-tourism firms that are endemic within the business and tourism landscapes. Cultural 

heritage tourism on a global scale is growing in attractiveness, visitor numbers are rising (Gilmore et al., 2007) and 

heritage sites resonate positively with international visitors (Su and Lin, 2014). Four out of every ten trips by Europeans 

are focused upon cultural tourism and this sub sector has been adept at navigating the economic downturn (Council of 

Europe, 2015). The Irish tourism sector has been steadily rebounding from the effects of the fiscal turbulence 

experienced in Ireland from 2008-2010. 2017 was the country’s seventh successive year of growth in attracting 

international tourism numbers to Ireland (Tourism Ireland, 2017). 2017 produced overseas earnings of €5.78 billion, 

attracted 10.65 million visitors and supported in excess of 281,000 jobs, making it a record year for Irish tourism 

(Tourism Ireland, 2017). 

 

Despite this, the tourism sector is undergoing a paradigm shift in the short to medium term. At peak periods, the 

problem of tourism infrastructure congestion is an issue and is most prevalent in larger cities. Capacity constraints are 

constricting future economic growth and trading patterns are biased towards the congested peak season and larger 

cities (Fáilte Ireland, 2014; 2016). Therefore a balanced tourism year is necessary to facilitate planned future growth 

and a means of achieving this is through the vehicle of senior tourism. Extant literature (Le Serre, 2008; Paarup Nielsen, 

2006; Ward, 2014; Borges Tiago et al., 2016; Horneman et al., 2002) indicates that there will be an upward trajectory 

in the growth of an ageing population by the end of the current (2000-2100) century and consequently, the older tourist 

will be a sizeable demographic force within the marketplace (González et al., 2009). There will be a noticeable transition 

towards an older population structure, as falling birth rates and longer life expectancy take effect (Patterson and Pegg, 

2009; Moschis, 2003). Rising lifestyle changes have resulted in current seniors being more travel conscious than 

previous generations and tourism is emerging as one of the largest beneficiaries of this demographic trend (Alén et al., 
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2016). Those businesses at the coalface of the tourism sector must have ‘the right mix of skills’, as called for by the 

Department of Transport Tourism and Sport (2015: p. 6), to capitalise upon the planned rejuvenation of the Irish 

tourism industry over the next decade.  

 

Directing a niche senior tourism tributary away from large conurbations during the high season, offers the possibility 

to revitalise the off-peak economic landscape of rural areas and bolster the business fortunes of tourism micro-firms. 

One method of empowering firms to harness the niche potential of senior tourism and to profit from this alternative 

proposition is to facilitate the development of key adaptive capabilities. Ma et al. (2009: p. 1087) define strategic 

adaptive capability as ‘a firm’s capacity to sense and respond to environmental changes in a relatively quick and flexible 

way’ and that a specific adaptive capability lies within alertness and responsiveness to the business environment. These 

capabilities which are a component of dynamic capabilities (Wang and Ahmed, 2007), enable a firm to assimilate the 

economic influences within the external environment, in turn leading to the identification and maximisation of nascent 

business opportunities (Biedenbach and Müller, 2012). 

 

Research Question: The research question under consideration is:‘How are tourism micro-firm owner/ managers 

adapting to the growing wave of senior tourists?’ The research question will be guided by the following research 

objectives: 

• To gauge the visibility of senior tourists within the mind-set of cultural heritage micro-firm owner/ managers 

• To explore managerial insights into senior tourism engagement 

• To determine how adaptive capabilities may facilitate a senior tourism orientation amongst micro-firm owner/ 

managers 

 

Research Methodology: This research study was guided by an inductive approach, with the unit of analysis being 

focused upon the owner/ manager interaction with higher order capabilities to facilitate potential senior tourism 

engagement. A qualitative research approach was adopted, engaging with 24 tourism micro-firm owner/ managers 

located within the south east of Ireland. One to one semi-structured interviews were conducted, facilitating the 

harvesting of rich data and sample selection was undertaken using both snowball and purposive sampling techniques. 

Interviewees were selected from both the natural and built heritage sectors as well as the traditional and living cultural 

realms. Analysis of the interview transcripts was undertaken using NVivo 11 data management software. 

 

Findings: The primary data was collected by means of 24 face to face semi-structured interviews with the owner/ 

managers of micro-tourism firms in the south east of Ireland. The transcripts were imported into NVivo 11 and coded 

using thematic analysis. The subsequent findings will explore the extent to which owner/ managers adapt to market 

volatility by altering their resource base and strategic focus to create a better fit between the organisation and the 

environment. The function of higher order capabilities within the cultural heritage firms will be observed and the role 

of adaptive capabilities geared towards a senior tourism focus will be studied. 

 

Research Implications: This research aims to demonstrate that the advancing demographic wave of an ageing 

population will present both opportunities and challenges for the tourism sector. The senior tourism sector is an under-

studied phenomenon (Le Serre, 2008; Ward, 2014; Paarup Nielsen, 2006; Alén et al., 2014; Meltem and Tahir, 2014; 

Kim et al., 2015) and more acutely so from an Irish perspective (Ward, 2014). Further compounding this paucity is the 

deficiency of research into the effects of off-peak seasonality within the Irish senior tourism market (Matthews et al., 

2012). The tourism sector has a low propensity for the development of inventive processes and services (Camisón and 
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Monfort-Mir, 2012) and small firms within the industry remain under-researched (Thomas et al., 2011; Kearney et al., 

2013). This research project established a line of best fit between relevant literature pertaining to adaptive dynamic 

capabilities, seasonality of demand, micro-firm managerial frameworks and senior tourism. 

 

Keywords: Tourism micro-firms, Senior tourism, Adaptive capabilities 
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Technological Mediated Applications at Sacred Heritages: Usefulness and Challenges- A Managerial Perspective. 

Enongene, V.  Dublin Institute of Technology 

 

Abstract 

The rapid development of technologies introduces smartness to all organisations and communities (Buhalis, & 

Amaranggana, 2014. P. 553), for which sacred heritages are no exception, as evident in their increasing use of 

technological mediated applications towards enhancing the visitors experience and data generation. This development 

in the use of technological applications, has in part been triggered by the identified changing needs and expectations 

of contemporary sacred site visitors, as well as their importance and role in changing the nature of the consumers 

expectations and the nature of the visitor’s experience. Thus, applying these smart tourism concept in addressing the 

changing needs and expectations of their diverse market segment, inevitably presents operational challenges for these 

missionaries, who might not be conversant with the operational complexities of new technologies. Consequently, the 

lack of necessary capabilities in dealing with this presents a set of new challenges for the custodians of these 

ecclesiastical resources. Therefore, although within the religious and pilgrimage tourism scholarship, extant literature 

acknowledges the use of technological mediated applications as an emerging sacred site visitor experience marketing 

and management tool (Enongene & Griffin, 2016; Prats, Aulet, & Vidal, 2015), Yet, there is no scholarly exploration or 

empirical analysis into its usefulness, as well as the challenges in utilising these technological applications towards 

enriching the visitors experience at sacred sites, and in the religious and pilgrimage tourism scholarship from both the 

consumer and managerial perspectives respectively. This therefore, represents a significant gap in literature the study 

seeks to fill, through an exploration of the phenomenon specifically from a managerial point of view. Crucial given the 

huge investments going into the use of different forms of technology as visitor management tools at these holy places. 

 

Design/ Methodology/ Approach: Therefore, in providing an understanding into the phenomenon, a qualitative 

methodological approach to inquiry was employed. Semi-structured interviews with sacred site managers across a 

diverse category of Irish sacred sites were utilised as primary data collection tool. While observational techniques were 

also employed as data collection instruments.  

 

Findings: Findings generated from the study reveal that onsite technological mediated applications, are seen to be 

falling to provide the anticipated enhanced visitor experience and engagement with the sites. While management 

incapability somewhat in dealing with visitor’s online comments or user-generated content is seen as a deterrent to 

the generation of organic data, that is invaluable in informing visitor experience management decisions and 

subsequently product and service development strategies aimed at meeting the increasingly changing needs and 

expectations of these growing and economically viable market segment. 

 

Research Implications: The research findings have significant implications for sacred site managers and religious and 

pilgrimage tourism scholars, where there is a need for investigations in to sacred site visitor’s perception of the 

usefulness and importance of both the onsite and offsite technological applications in the enhancement of their 

experiences at these sacred resources. 

 

Research Contribution: Give the absence of scholarly investigation or an empirical analysis in to the importance, 

usefulness and challenges in the use of technological mediated applications in the visitor experience management at 

sacred sites, from both the consumer and management perspective respectively, the study thus, provides a unique 

theoretical contribution, as the study is the first attempt at an empirical analysis into the usefulness and challenges in 



 

         Page 24 of 56 

 

 
14th Annual Tourism and Hospitality Research in Ireland Conference 2018 

the use of technological applications in the visitor experience management at sacred sites, and across a diverse 

category of sacred heritages. Thus, the study advances knowledge and understanding of the usefulness and challenges 

involved in utilising technological applications as visitor experience management tools. Thus, the study provides a 

platform and a starting point into a critical analysis of the phenomenon, especially from the consumer perspectives 

 

Keywords: technological applications challenges, sacred sites Ireland, visitor experience management 
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The Power of Storytelling in the Co-Creation of Tourism Experiences. 

Doyle, J. The Hidden Story 

Kelliher, F. Waterford Institute of Technology 

 

Abstract 

Research Purpose/Gap: The emphasis on storytelling in tourism is founded on the premise that superior experiences 

emanate from interactive encounters where tales of people and place are a means to inform, educate and entertain 

tourists. Storytelling has been advocated as a co-creation tool that can act as a catalyst in the co-creation process 

(Mathisen, 2014), described as the specific moment “when tourism consumption and tourism production meet” 

(Andersson, 2007, p.46). However, current research exhibits significant gaps in defining what is meant by the term 

‘storytelling’ and describing how the process of co-creation of experience occurs, the actors involved and the 

influencing dimensions therein (Moscardo, 2010; Olssen, 2013). This dearth of knowledge has implications for tourism 

managers who struggle to design and deliver story based experiences in Historic House Tourist Attractions - HHTA (Cox, 

2015), propelling the need for the current study. Responding to this challenge, this study explores how guides and 

tourists engage to jointly create experiential value through storytelling. 

 

Design/methodology/approach: This Ethnographic Case Study (ECS) facilitates the exploration of how storytelling acts 

as an engagement platform and value enhancing strategic resource that impels the value co-creation journey and 

shapes the tourist’s experiences. Its purpose is to explore experience co-creation between guide and tourist during 

guided tours of the observed HHTA - Huntingdon Castle, Carlow. The aim is to determine the co-creation process and 

performance, the role and function of the people (guide and tourist) involved, how and when they derive value or 

experience pleasure, what elements of the environment or place influence them and garner their perspective on how 

they feel and think during the experience. It seeks to answer the question, ‘How can interpretative storytelling act as 

an engagement platform and value enhancing strategic resource that impels the value co-creation journey and shapes 

the tourist experiences at a HHTA?’ Consumer Oriented Ethnography (COE) is a recommended methodology for 

examining actor interaction in the co-creation of experiences in a Service Dominant Logic (SDL) environment (Arnould 

and Wallendorf, 1994; Baron and Harris, 2010). It places a focus on the consumption practices of the tourist to explore 

meanings and processes in socio-cultural contexts, and therefore directly reflects the fields of inquiry outlined above 

(Arnould and Wallendorf, 1994; Arnould, 1998). The Consumer Oriented Ethnographic techniques employed in this 

study include observations, field notes and interviews to generate data in the form of stories, supported by the 

reflections maintained throughout the study by the researcher. Commencing with an exploratory study the research 

instruments and methodology were piloted and the resultant learning applied to improve the process for the main 

phase of data collection. In total, 22 tours were observed, 8 unstructured interviews with the tour guides and 24 semi 

structured interviews were completed that captured the voices of 58 tourists. Adapting Reissman’s (1993; 2008) 

narrative approach, thematic, structural and interaction analysis are applied in this study to explore six units of analysis 

(process, performance, people, pleasure, place, perspective) to present the findings. Narrative analysis can be applied 

to diverse texts selected and communicated as a sequential story and that provide meaning (Reissman, 1993). Thematic 

analysis focuses on content to uncover similarities and divergences clustered into themes. Structural analysis focuses 

on how the stories are formed and performed in each tour. This information provides a springboard from which 

interactional analysis examines the physical and dialogic interaction between actors (e.g. guide, tourist and others). 

The goal is to identify and understand pleasurable moments by examining the process of people interaction in the 

HHTA tour and isolating the pleasurable moments and exploring the performance of the actors at these crucial points. 

The overriding goal is to develop an operational framework for the Story Enhanced Tourism Experience (SETE). 
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Initial Findings: The authors use a thematic map, extracted from the research findings to guide the exploration of the 

role of the actors, the specific influencing dimensions and the process through which the experience is co-created and 

pleasure derived. The observations and interviews identified the pleasurable moments of co-creation, as expressed in 

extracts and vignettes gleaned from the findings. In exploring experience co-creation between guide and tourist during 

guided tours of the castle, the aim is to determine the co-creation process and performance, the role and function of 

the people (guide and tourist) involved, how and when they derive value or experience pleasure, what elements of the 

environment or place influence them and how they feel and think during the experience. Identifying these units of 

analysis further illuminates the operational framework. It shows the way (process) guides and tourists (people) interact 

with each other in the physical environment (place) to actively engage in the experience (performance) which affects 

tourists emotionally and cognitively (perspective), thus allowing them to derive pleasure from the experience. 

 

Contribution: This study gives prominence to the premise that superior experiences emanate from interactive 

encounters where tales of people and place are a means to inform, educate and entertain tourists. The process is 

theoretically unpacked through the lens of Service Dominant Logic and Consumer Culture Theory. Narrative analysis 

disaggregates the stories and draws out the nuances of the guide/tourist interaction and co-creation. By helping to 

define what is meant by the term ‘storytelling’ and describing how the process of co-creation of experience occurs, the 

actors involved and the influencing dimensions therein (Moscardo, 2010; Olssen, 2013), this study has implications for 

tourism managers who struggle to design and deliver story based experiences in Historic House Tourist Attractions - 

HHTA (Cox, 2015). 

 

Keywords: historic cultural tourism experience, value co-creation, storytelling, consumer oriented ethnography 
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A study of the Literary Tourism Experience at the Yeats Winter School 

McGuckin, M. Institute of Technology, Sligo). 

 

Abstract 

Literary tourism is of increasing importance within the field of cultural and heritage tourism yet remains 

underrepresented in academic literature. The scope of literary tourism is broadening from its niche tourism 

classification as evidenced through the growing popularity of literary festivals and events as well as other related 

cultural events. There are limited studies of motivations and experiences of literary tourists within an Irish context and 

specifically, a gap regarding WB Yeats’s legacy in Sligo from a touristic perspective. The purpose of this study is to 

examine the literary connection between WB Yeats and Sligo and its implications for the region as a tourism destination 

in Ireland. It explains the concepts of literary tourism and the literary place. The research focuses on the importance of 

Yeats’s literary connection and legacy in attracting visitors to Sligo and it provides a profile of the literary tourist that 

includes the literary ‘pilgrim’ or enthusiast visiting Sligo. The study explores characteristics, motivations and literary 

awareness as well as experiences and levels of satisfaction among visitors or literary ‘pilgrims’ attending the Yeats 

Winter School in 2016. 

 

The findings are based on the results of an on-site questionnaire-based survey of visitors to the Yeats Winter School 

held in Sligo between the 31st January and 2nd February 2016. Respondents were chosen via a convenience sampling 

method and 52 questionnaires were completed using a face-to-face interview format. The study found that visitors are 

predominantly female and higher educated. They are motivated to visit Sligo because of its literary events, connections 

with Yeats and the learning experiences offered. Overall respondents are positive about their experiences of Sligo as a 

literary destination and consider Yeats’s legacy to be valuable from a tourism perspective. The outcomes of this study 

indicate a need for a more strategic and collaborative approach to the development and marketing of Sligo as a literary 

destination including a cohesive communications strategy. 

 

Keywords: Literary Tourism, Literary Tourist Motivations and Experiences, WB Yeats and Sligo 
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The Benefits and Challenges of Heritage Tourism for Communities 

Taylor, M Limerick Institute of Technology 

Murphy, C. Limerick Institute of Technology 

 

Abstract 

Research Purpose: “There is no better way to get to know a place than through the eyes of its people” (Fáilte Ireland 

2014). This paper is centered on extending an awareness of how heritage can be used as a catalyst for sustainable 

tourism and community development, using a case-study approach. Rural decline is not just an Irish phenomenon but 

one that is identified throughout the EU and internationally (O’Keeffe 2015). Policies, strategies and funding streams 

have been put in place nationally and at EU level to try and stem the problem and yet it continues. One strategy that 

this research investigates is the role of heritage as a stimulus for economic but also social, cultural and environmental 

development. There is recognition that the communities themselves have to take control of their future, become 

empowered. This paper, therefore, investigates how heritage tourism at a community level can have an impact in terms 

of its benefits and by providing an opportunity for community participation and engagement. The nature of heritage 

has evolved and the input of stakeholders in heritage has changed from being expert led to encouraging input from 

local communities. Sustainable tourism is now encouraged as community is part of the social pillar of sustainable 

development. There is, therefore, an increased awareness and emphasis of community involvement in tourism. In 

heritage tourism the community is not just the resource or product but also the community should be the active 

participants in the tourism planning and management. This can be achieved when the local community are actively 

involved and engaged with heritage tourism. Then heritage tourism has a greater chance of succeeding and being 

sustainable. 

 

Research Design/Methodology/Approach: The research design for this paper will elucidate information on whether 

heritage is perceived as a resource and whether its value is purely seen as economic or whether it’s intrinsic value is 

appreciated. It will also investigate the challenges for communities associated with heritage tourism. There are two 

main philosophical research stances concerned within this paper; positivism and interpretivism/relativism. The 

approaches used are deductive and inductive. This paper is based on an integrated research paradigm with a 

combination of quantitative and qualitative techniques of research. It follows a mixed method approach to capture the 

experiences and perspectives of the participants in community heritage initiatives and to investigate the approaches 

to community heritage tourism by external agencies. A variation of quantitative and qualitative research tools are 

utilised such as questionnaires, interviews and observation to investigate at a micro-scale community heritage 

organisations/projects and agencies/public bodies that support communities in these endeavours. 

 

Findings: The last few years has seen the growth of tourism in Ireland, a large part of which is based on heritage. With 

this unprecedented growth it is important that tourism is managed in a sustainable manner, in particular heritage 

tourism, so that the often vulnerable heritage resources will be protected. This research has found that it is often the 

local community that is best placed to protect and sustainably manage their heritage resources. It is also the local 

community that community heritage tourism impacts on the most but it is not without its challenges. They include lack 

of funding, increased bureaucracy, volunteer burn out and lack of interest from young people which are needed for the 

sustainability of projects into the future. Some of findings such as the need for less onerous bureaucratic control tie in 

with other reports such as O’Keeffe (2015). 

 



 

         Page 29 of 56 

 

 
14th Annual Tourism and Hospitality Research in Ireland Conference 2018 

Contribution: The findings of this research provide a wide-range of information about community heritage 

organisations and initiatives at the micro-level in Ireland. They are of interest to community heritage groups and indeed 

to community groups in general. They are also of significance to the agencies that work with and support community 

groups such as Local Development Groups and Local Authorities and those who support heritage projects such as the 

Heritage Council. The findings give a voice to the community groups themselves that are involved in specific areas such 

as heritage and heritage tourism. There is limited research that gives such a voice to community groups, in particular 

in the heritage sector. 

 

Keywords: Heritage Tourism, Community Tourism, Volunteers, Community Engagement, Challenges
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Local Authority Planning for Event Management in Ireland: Towards a Local Authority Sustainable Planning Tool-kit 

for Event Management. 

Kelly Maguire Institute of Technology, Sligo 

James Hanrahan Institute of Technology, Sligo 

 

Abstract 

Local Authorities have a legal obligation to regulate the process of planning for large-scale public events in Ireland 

under the Planning and Development Regulations 2001-2015. This legislation gives Local Authorities the power to 

license events, ensuring they are planned in a way that is safe and effectively more sustainable. In the current event 

environment, there is a fundamental need for an informed approach to planning for event management by Local 

Authorities. The economic, socio-cultural and environmental impacts often created by event activities accentuate the 

need for effective sustainable planning by Local Authorities. Furthermore, increasingly, events are becoming the 

preferred target for terrorist attacks. This doctoral research facilitates the first national baseline study on Local 

Authority sustainable planning for event management in Ireland. The research centered on a mixed method approach, 

using a content analysis of Local Authority plans and guidelines and interviews with Local Authority event personnel. 

The findings report a dearth of planning for event management by Local Authorities and point to the need for a 

consistent statewide approach to planning for event management in Ireland. The research therefore, produces a 

sustainable planning smart tool-kit that can be adopted and utilised by Local Authorities to aid the process of 

sustainable planning for event management. This smart tool will allow Local Authorities to ensure that potential 

negative impacts of events are minimised while positive impacts are enhanced. This could help to guarantee the future 

long-term sustainability of the national event industry. 

 

Keywords: Local Authorities, Sustainable Planning, Event Management, Tool-kit, Smart Tool Ireland 
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The Importance of Community Engagement for the Development of Sacred Sites. 

Vreny Enongene, V. Dublin Institute of Technology 

Griffin, K. Dublin Institute of Technology 

 

Abstract 

According to the partners of sacred places, there is growing evidence of the centrality of sacred places in community 

life www.sacredplaces.org. Crucial given their regional sustainable economic development potential (Enongene & 

Griffin, 2016). Thus, for both parties to tap in to these potentials, a collaborative approach, that engages all community 

stakeholders is essential in addressing their shared problem and providing practical and effective solutions to issues 

affecting their well-being. Essential given that Community engagement has been acknowledged as a powerful tool in 

the achievement of long-term sustainable outcomes. To buttress this argument, quite recently, there has been a 

growing awareness and recognition among religious and pilgrimage tourism scholars and their stakeholders of the 

importance of community engagement in the development of sacred sites at the international congress on religious 

and pilgrimage tourism, that took place on the 22-23 of November in Fatima in Portugal (UNWTO, 2017). Thus, 

community engagement is being idealised as an invaluable tool towards the sustainable development of sacred sites 

and their communities 

 

Despite this acknowledgement, there is a lacuna of scholarly exploration of the importance of community engagement 

in the development of sacred sites, and more importantly rural-based sacred sites, that have historical suffered due to 

limited visitor numbers or tourism to these regions within the religious and pilgrimage tourism scholarship. Thus, 

representing a significant gap in literature the study seeks to fill, through an exploration of the importance of 

community engagement, in the development of rural-based sacred sites in the west of Ireland. In so doing it explores 

the drivers, usefulness and success of these engagements in the sustainable development and management of these 

sacred sites. 

  

In exploring this phenomenon, semi-structured in-depth interviews with key sacred site custodians and observational 

techniques were employed as primary data collection tools. Findings revealed the empowerment of a multiplicity of 

stakeholder groupings and their ability to play meaningful roles in the decision-making processes; deliberations and 

the implementation of sustainable initiatives, have led to remarkable success in the sustainable development and 

management of some rural-based sacred sites, however, highlighting the optimism with which some sacred site 

custodians view the future successes of the collaborative efforts in place towards the attainment of their long-term 

sustainable outcomes, with regards to the development of the sacred resources, the environment, and the local 

communities in general. 

 

Keywords: rural based-sacred sites, community engagement, collaboration, West Ireland sustainable development 

 

  



 

         Page 32 of 56 

 

 
14th Annual Tourism and Hospitality Research in Ireland Conference 2018 

The Implications of Brexit on the Irish Hospitality and Tourism Industry. 

 

Mark Burnett, M. Athlone Institute of Technology 

Johnston, A. Athlone Institute of Technology 

 

Abstract 

This paper will discuss how the phenomena of volatility, exposure and resilience have shaped the hospitality and 

tourism industry and how the industry in turn has adjusted to cope with these various factors thrust upon it. The impact 

of Brexit on the Irish hospitality industry will be used as a case study in this respect. The key output of the study will be 

to gain new insights into good practice in preparing for an anticipated economic shock of the potential magnitude of 

Brexit. The model will have practical implications in the future should the hospitality industry in Ireland or another 

nation face an economic shock from an exogenous force such as Brexit. 

 

Keywords: Resilience, Volatility, Exposure, Anticipated Shocks, Vulnerability, Scenario Planning, Crisis, Management, 

Preparedness, Communities, Drivers of Change 
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A Proposed Framework for Measuring the Effectiveness of Social Media: Measuring Irish Tourism Performance. 

Barcoe C. Institute of Technology Tallaght. 

Whelan G. Institute of Technology Tallaght. 

 

Abstract 

Over the past five years, visitations of North American holidaymakers to Ireland have grown exponentially owing to the 

online strategies of Tourism Ireland, a Destination Marketer (DMO) with a meagre budget which is extended by their 

understanding of best practices to maximise their monetary allowance. This suggested framework incorporates a range 

of Key Performance Indicators (KPI’s) such as financial, marketing and operational that offer a scale of measurement 

from which the Irish DMO can monitor the success of each promotional campaign when targeting the US & Canada. 

These are presented not as final solutions but rather as suggestions based on empirical evidence obtained from both 

primary and secondary sources. The Study extends the work relative to performance and examines the role of social 

media in the context of promoting Ireland to North America. There are two main themes that are identified and 

analysed in this investigation, these are the approach of the DMO when advocating Ireland as a brand and the benefits 

of digital platforms set against a proposed scale of KPIs, such as destination marketing, brand positioning and identity 

development. The key narrative of this analysis is to focus on the power of social media when capitalising upon 

marketing opportunities, operating on a relatively small budget. The overall conclusions of this research may help 

inform those concerned with the implementing of social media strategies develop clearer models of measurement 

when promoting a destination to North America. The suggestions of this study will benefit small and medium 

enterprises. 

 

Keywords: Ireland, North America, Destination, Marketing, DMO, Performance, Framework, Measurement, 

Qualitative, Methodology. 
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Socio-Cultural Impacts of Volunteer Tourism in Host Communities: A Model from the Literature. 

Tran, T. Dublin Institute of Technology 

Burbach, R. Dublin Institute of Technology 

O'Leary, D Dublin Institute of Technology 

 

Abstract 

Volunteer tourism has grown significantly in recent years. The economic, environmental, and socio-cultural impact on 

host communities can be enormous. Understanding volunteer tourism from a host community’s perspective plays a 

vital role in the future success of a host destination. However, most published research focuses on the perspectives of 

the volunteer tourists, typically on their motivations and/or experiences (Lo and Lee, 2011). Indeed, there is very limited 

research on the impacts of volunteer tourism on host communities especially its socio-cultural impact. Similarly, despite 

an increase in the popularity of volunteer tourism in Vietnam, there is limited literature on volunteer tourism in 

Vietnam. The purpose of this paper is to present a theoretical model of socio-cultural impacts of volunteer tourism on 

host communities. Specifically, the paper will focus on four categories of socio-cultural impacts including social impacts, 

community development, cultural activities, and quality of life. The social impacts are related to the increasing number 

of crimes, migration, vandalism, noise and pollution, community’s resources, progress of work, social services, 

educational effects, and job opportunities. The community development can be seen in terms of the image, the public 

facilities, and the infrastructure improvement. Cultural activities are closely associated with cultural identity and 

cultural exchange. The quality of life includes the social relationship, the neglect of locals’ desires, the recreational 

opportunities, religious practices, and the lifestyle change. Finally, the paper proposes a research agenda related to the 

relationship between volunteer tourism and host communities. 

 

Keywords: Volunteer Tourism, Host Community, Social Impacts, Community Development, Cultural Activities, Quality 

of Life.  

  



 

         Page 35 of 56 

 

 
14th Annual Tourism and Hospitality Research in Ireland Conference 2018 

Track: Rural Tourism and Regional Development 

 

Managing the Environmental Impacts of Tourism at County Level. 

McLoughlin, E. Institute of Technology Sligo 

Duddy, A. Institute of Technology Sligo, 

Duffy, S Letterkenny Institute of Technology 

Hanrahan, J. Institute of Technology Sligo 

 

Abstract 

The tourism industry in Ireland is continuing to thrive, with overseas visitor arrivals topping 8.7 million (Failte Ireland, 

2017). Irelands popularity as a tourist destination could be attributed to its array of tourism products such as the 2,500 

km Wild Atlantic Way (WAW) with the Cliffs of Mohar alone receiving 1,427,166 visitors in 2016. Although the need to 

manage the socio-cultural impacts of tourism in Ireland is widely acknowledged in scholarly literature (Quinn, 2006; 

Healy, Rau and McDonagh, 2012; Hanrahan and McLoughlin, 2015; Hanrahan, McGuire and Boyd, 2016) specific 

indicator data at local level appears to be lacking. Issues such as community impacts, health and safety, gender equality, 

inclusion and accessibility and the protection of local heritage are all highlight as indicators for sustainable tourism. 

However such data has rarely been collection locally on the impact of Irelands flourishing tourism industry creating a 

gap in knowledge. Through the application of the social and cultural indicators of the European Tourism Indicator 

System (ETIS) in three separate destinations along the WAW, this study will bridge this gap. 

 

The three destinations chosen for the pilot study were Counties Donegal. Clare and Sligo, all located along the WAW. 

This comparative study sought to obtain data on all 13 social and cultural indicators that compromise the ETIS. 

Preliminary research was desk-based and investigated the availability of information on the various indicators held by 

a variety of organisations (e.g. CSO, Fáilte Ireland, EPA, EEA and local authorities). In many instances, data was not 

directly from state agencies for specific indicators and involved calculations based on available data; this was facilitated 

through the formulas provided by the ETIS for the calculation of data for a variety of indicators (these can be seen in 

http://ec.europa.eu /DocsRoom/documents/15849). Visitor, resident and enterprise surveys were then undertaken 

using the survey templates provided in the ETIS toolkit. Sample numbers for surveys were determined by the use of a 

standard formula, which used the number of the entire population (of visitors, residents and tourism enterprises in 

each county) and applying a confidence level of 95% . Once sample numbers were calculated random sampling occurred 

until the required number of surveys were conducted. This resulted in a sample of 471 visitors, 470 residents and 325 

tourism enterprises for counties Clare, Donegal and Sligo. Resident and visitor surveys were carried out in several 

‘honey pot’ destinations in each of the three counties and were completed face to face, and all questions were read 

out in full and explained where necessary. In relation to visitor surveys, oversampling in particular regions was avoided 

as was oversampling at specific events. 

 

Sustainable tourism indicator data did vary along the WAW in issues pertaining to the category community and social 

impacts which included tourism penetration rate, number of secondary holiday homes and resident’s satisfaction with 

tourism. While good performance was identified under many indicators relating to community and social impacts, 

policy makers need to continually monitor such issues as the understanding of resident perceptions and responses is 

fundamental to the successful and sustainable development of tourism (Sharpley, 2014; Hanrahan, McGuire and Boyd, 

2016; Šegota, Mihalič and Kuščer, 2016; McLoughlin, 2017). Results pertaining to gender equality did differ, with the 

percentage of women holding the position of general manager varying between the three counties. However, findings 
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do support Singh (2007) and Costa et al (2017) observation that women are actively participating in the tourism 

industry. Furthermore, the third Millennium Development Goal (MDG3) is gender equality and women's 

empowerment. Future research might compare these percentages to other sectors of the Irish economy. Destinations 

have made significant efforts in making tourism accessible for visitors with a disability along the WAW. Besides this 

‘tourism for all’ is noted by Darcy and Dickson (2009) as the primary goal of accessible tourism. 

 

It is clear that the development of tourism does impact on local communities in varying degrees in the selected 

destinations along the WAW. While challenges are often encountered when attempting to implement the sustainable 

management of tourism at local level (Conaghan, Hanrahan and McLoughlin, 2015). The evolving smart tourism 

landscape provides a perfect opportunity to drive sustainability in tourism through data collection and an evidence 

based approach to tourism planning. Which can facilitate Local Authorities in developing future tourism plans, County 

Development Plans and Local Area Plans with a long-term vision and emphasis on sustainable tourism development. 

 

Keywords: Wild Atlantic Way (WAW), Tourism indicators, Social Cultural Impacts, Evidence based planning, European 

Tourism Indicators System, Ireland 
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Social Impacts of Tourism in Clare Donegal and Sligo. 

Emmet McLoughlin, James Hanrahan, Ann Marie Duddy (Institute of Technology Sligo),  

Seán Duffy (Letterkenny Institute of Technology) and  

Seán. T Ruane (Shannon College of Hotel Management). 

 

Abstract 

The tourism industry in Ireland is continuing to thrive, with overseas visitor arrivals topping 8.7 million (Failte Ireland, 

2017). Irelands popularity as a tourist destination could be attributed to its array of tourism products such as the 2,500 

km Wild Atlantic Way (WAW) with the Cliffs of Mohar alone receiving 1,427,166 visitors in 2016. Although the need to 

manage the socio-cultural impacts of tourism in Ireland is widely acknowledged in scholarly literature (Quinn, 2006; 

Healy, Rau and McDonagh, 2012; Hanrahan and McLoughlin, 2015; Hanrahan, McGuire and Boyd, 2016) specific 

indicator data at local level appears to be lacking. Issues such as community impacts, health and safety, gender equality, 

inclusion and accessibility and the protection of local heritage are all highlight as indicators for sustainable tourism. 

However such data has rarely been collection locally on the impact of Irelands flourishing tourism industry creating a 

gap in knowledge. Through the application of the social and cultural indicators of the European Tourism Indicator 

System (ETIS) in three separate destinations along the WAW, this study will bridge this gap.  

 

The three destinations chosen for the pilot study were Counties Donegal. Clare and Sligo, all located along the WAW. 

This comparative study sought to obtain data on all 13 social and cultural indicators that compromise the ETIS. 

Preliminary research was desk-based and investigated the availability of information on the various indicators held by 

a variety of organisations (e.g. CSO, Fáilte Ireland, EPA, EEA and local authorities). In many instances, data was not 

directly from state agencies for specific indicators and involved calculations based on available data; this was facilitated 

through the formulas provided by the ETIS for the calculation of data for a variety of indicators (these can be seen in 

http://ec.europa.eu /DocsRoom/documents/15849). Visitor, resident and enterprise surveys were then undertaken 

using the survey templates provided in the ETIS toolkit. Sample numbers for surveys were determined by the use of a 

standard formula, which used the number of the entire population (of visitors, residents and tourism enterprises in 

each county) and applying a confidence level of 95% . Once sample numbers were calculated random sampling occurred 

until the required number of surveys were conducted. This resulted in a sample of 471 visitors, 470 residents and 325 

tourism enterprises for counties Clare, Donegal and Sligo. Resident and visitor surveys were carried out in several 

‘honey pot’ destinations in each of the three counties and were completed face to face, and all questions were read 

out in full and explained where necessary. In relation to visitor surveys, oversampling in particular regions was avoided 

as was oversampling at specific events. 

 

Sustainable tourism indicator data did vary along the WAW in issues pertaining to the category community and social 

impacts which included tourism penetration rate, number of secondary holiday homes and resident’s satisfaction with 

tourism. While good performance was identified under many indicators relating to community and social impacts, 

policy makers need to continually monitor such issues as the understanding of resident perceptions and responses is 

fundamental to the successful and sustainable development of tourism (Sharpley, 2014; Hanrahan, McGuire and Boyd, 

2016; Šegota, Mihalič and Kuščer, 2016; McLoughlin, 2017). Results pertaining to gender equality did differ, with the 

percentage of women holding the position of general manager varying between the three counties. However, findings 

do support Singh (2007) and Costa et al (2017) observation that women are actively participating in the tourism 

industry. Furthermore, the third Millennium Development Goal (MDG3) is gender equality and women's 

empowerment. Future research might compare these percentages to other sectors of the Irish economy. Destinations 
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have made significant efforts in making tourism accessible for visitors with a disability along the WAW. Besides this 

‘tourism for all’ is noted by Darcy and Dickson (2009) as the primary goal of accessible tourism. 

 

It is clear that the development of tourism does impact on local communities in varying degrees in the selected 

destinations along the WAW. While challenges are often encountered when attempting to implement the sustainable 

management of tourism at local level (Conaghan, Hanrahan and McLoughlin, 2015). The evolving smart tourism 

landscape provides a perfect opportunity to drive sustainability in tourism through data collection and an evidence 

based approach to tourism planning. Which can facilitate Local Authorities in developing future tourism plans, County 

Development Plans and Local Area Plans with a long-term vision and emphasis on sustainable tourism development. 

 

Keywords: Wild Atlantic Way (WAW), Tourism indicators, Social Cultural Impacts, Evidence based planning, European 

Tourism Indicators System, Ireland 
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Identification of Challenges and Opportunities for Rural-Urban Destination Branding Collaboration along the Wild 

Atlantic Way (WAW). 

Higgins, A. Institute of Technology Sligo 

McGuinn, C. Institute of Technology Sligo 

 

Abstract 

The aim of this paper is to identify the challenges and opportunities for urban and rural destination branding 

collaboration along the Wild Atlantic Way (WAW). In recent years, a new trend has emerged where local destinations 

have become more independent and less reliant on government bodies to undertake the branding of the destination. 

Before the national tourism development authority of Ireland, Fáilte Ireland, created the Wild Atlantic Way urban and 

rural destinations brands existed along the west coast of Ireland. This research investigates the development of these 

urban and rural destination brands alongside regional and national brands such as the Wild Atlantic Way. Brief insight 

will be provided from initial empirical research. This will involve a series of In-depth interviews with key stakeholders 

involved in destination branding in urban and rural destinations along the Wild Atlantic Way. 

It is expected that the outcome of this paper will be the identification of potential key challenges and opportunities of 

collaborative destination branding in urban and rural destinations. 

 

Keywords: destination branding, stakeholder collaboration, urban/rural destination branding, regional branding, Wild 

Atlantic Way 
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Comparative Analysis of Economic Indicators Along the WAW (Wild Atlantic Way). 

Emmet McLoughlin, James Hanrahan, Ann Marie Duddy (Institute of Technology Sligo),  

Kate O Connell and Finian O’Driscoll (Shannon College of Hotel Management). 

 

Abstract 

Tourism’s contribution to Irish GDP in 2016 rose by 5.4% to €4.7 billion, and is expected to grow by 3.4% per year to 

€6.6 billion by the year 2026 (WTTC, 2017). As well as its direct economic impact, tourism has many significant indirect 

and induced impacts such as employment and use of local goods and services (Cooper et al, 2008; Lejárraga and 

Walkenhorst, 2010; Hanrahan and McLoughlin, 2015). This positions tourism as an important economic sector 

providing significant opportunities on the periphery of Europe for local enterprises and communities along the WAW. 

However, while the symbolic relationship between tourism and foreign exchange earnings, generation of income, 

employment and regional and local development are acknowledged (Mason, 2016). Cooper et al (2008) warns that 

such contributions can cause inflation, opportunity costs, and over dependence on tourism as an industry. For Local 

Authorities to sustain this growth and protect the long-term sustainability of the tourism product, they need to adopt 

an evidence based approach to tourism planning. Thus, the monitoring and management of these impacts are of critical 

importance for future sustainability of Irish tourism. These indicators can be measured and benchmarked by Local 

Authorities through the use of the European Tourism Indicator System (ETIS). This comparative study contributes to 

new knowledge by presenting the results from the application of all ten economic value indicators of the ETIS across 

three different destinations along WAW. 

  

This comparative study sought to obtain data on all 13 economic indicators that compromise the ETIS. The three 

destinations chosen for the pilot study were Counties Donegal. Clare and Sligo, all located along the WAW. Surveys 

were carried out in several ‘honey pot’ destinations in each of the three counties. Preliminary research was desk-based 

and investigated the availability of information on the various indicators held by a variety of organisations. In many 

instances, data was not directly available from state agencies for a specific indicator but involved calculations based on 

available data; this was facilitated through the formulas provided by the ETIS for the calculation of data for a variety of 

indicators (these can be seen in http://ec.europa.eu/DocsRoom/documents/15849). Visitor, resident and enterprise 

surveys were then undertaken using the survey templates provided in the ETIS toolkit. Sample numbers for surveys 

were determined by the use of a standard formula, which used the number of the entire population and applying a 

confidence level of 95% and a standard margin of error of 8%. Once sample numbers were calculated random sampling 

occurred until the required number of surveys were conducted. This resulted in a sample of 1,266 visitors, residents 

and tourism enterprises for counties Clare, Donegal and Sligo. Resident and visitor surveys were completed face to 

face, and all questions were read out in full and explained where necessary. In relation to visitor surveys, oversampling 

in particular regions was avoided as was oversampling at specific events. 

 

It has long been recognized that tourism can have a significant impact on economic activity (Cooper et al, 2008; 

Schubert, Brida and Risso, 2011; Chou, 2013; Antonakakis, Dragouni and Filis, 2015; Hanrahan and McLoughlin, 2015). 

The application of the ETIS has provided valuable data on spending patterns at destination level. According to Lejárraga 

and Walkenhorst (2010), tourism economic growth is driven by visitor spending throughout different sectors of the 

local economy. While the average daily spend of day tourists is quite similar in all three counties, the daily spend of 

overnight tourists is much higher in Co. Clare. The daily spend of tourist is a very important indicator and is of particular 

importance to local tourism enterprises and accommodation providers. The economic value of tourism multiplies as 

the length of visitor stay increases (Hanrahan and McLoughlin, 2015). And with the development of the WAW, and an 
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overall increase in overseas visitors anticipated, tourism is well placed to deliver additional revenue and employment 

to many areas outside the major metropolitan hubs. County Clare was found to have the greatest level of direct tourism 

employment, with the highest level of seasonal employment being found in Donegal. However, despite increasing 

visitor’s arrivals to Ireland at national level, accommodation establishments in all three destinations were found to 

average less than half full.  

 

The continued growth in visitor arrivals to Ireland necessitates that the economic impacts of tourism to be monitored 

and managed (Hanrahan and McLoughlin, 2015). The application of the economic value indicators of the ETIS has 

provided valuable data that may provide a lens for examining the future long-term sustainability of tourism along the 

WAW. The development of an online portal containing all the data on the economic value of tourism along the WAW 

needs to be developed in the future. This can also facilitate Local Authorities when developing future tourism 

components of their County Development plans. 

 

Keywords: Economic Impacts, European Tourism Indicators System, Tourism indicators, Evidence based planning, Wild 

Atlantic Way (WAW) Ireland. 
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Music, Maps and Mavericks: An investigation into traditional Irish music festivals and tourism in rural Ireland. 

Ní Chonaill, F. University of Limerick 

 

Abstract 

Research Purpose/Gap: The relationship between tourism and culture is evolving rapidly with a move towards the 

broader terminology ‘Creative Industries’ as described in the OECD report (2014), entitled Tourism and the Creative 

Economy. Despite an increased awareness that creative tourism has the potential to attract visitors and reach new 

target groups, the same report acknowledges that this data is limited (O’Brien, 2007). This is due to challenges in 

quantifying the impact of creativity on tourism and the under-utilisation of its potential as a collaborator with tourism 

for growth. Efforts are being made in a variety of countries, including Malta and Spain, to improve the empirical 

measurement of the impact of creative tourism. There is not a lot of literature and published studies on this area, due 

to the outlined challenges. This project is a starting point to address this issue within an Irish context and examines if 

traditional Irish music is currently being used as a catalyst for tourism in a traditional Irish music festival setting. It also 

considers the impact of an encompassing tourism framework. Literary sources from authors such as Gibson, Connell 

(2005) and Kaul (2013), are starting points for an examination of music and cultural tourism.  However, there is a dearth 

of studies that address the business/tourism elements within these musical settings. 

 

Design/methodology/approach: The methodology for this research defines itself against the backdrop of the creative 

tensions of developing a framework both relevant and suitable to the emerging area of study between traditional Irish 

music and business/tourism studies.My background as a traditional musician meant that a reflexive and rationalistic 

aproach to the research was essential. According to Charmaz, ‘a method provides a tool to enhance seeing but does 

not provide automatic insight’ (2006, p.15). I wanted to accumulate knowledge, information and insight into the 

experience and practice of the participants under investigation including domestic and overseas tourists, festival 

organisers, festival organisers, key stakeholders including from funding bodies such as Fáilte Ireland, the Arts Council 

and local authorities and businesses. Therefore, a dual approach, drawing from both qualitative and quantative modes 

of data collection was devised to ensure that findings would be robust and reflective of the communities under 

investigation. Examining the different paradigms which govern tousim research highlighted the shared methodological 

underpinnings between Ethnomusicology and the Interpretive Social Sciences Paradigm.  As well as similar data 

collection modes, there is a shared approach on the voice of the researcher within the research, which is intergral to 

this study. This research also draws from the Postpositivism Paradigm, which offers its own perspective in relation to 

the quantitative data. Primary data is the main focus of this study. A macro perspective was achieved by compiling an 

inventory of traditional Irish music festivals in the initial study phase. Preliminary field research in the form of field 

diaries was completed at a number of Irish music festivals to generate rich data. Furthermore, questionnaires were 

given to festival organizers to gain an understanding of the current field.,The initial phase helped identify the Scoil 

Samhraidh Willie Clancy (SSWC) as the primary site of study. Descriptive ethnography as well as a semi-structured 

interview with festival director Harry Hughes helped to gain a micro perspective. Questionnaires, using both open and 

closed ended structures were carried out with members of the public who attended SSWC in 2017 to gain an attendee 

perception.  Follow up research in the form of focus groups and additional questionnaires for attendees are planned 

for the final field research period in July 2018 

 

Findings: As this is a work in progress, the findings are not yet fully established. Material is currently being analysed 

with a final phase of research to be completed. A Grounded Theory approach is being used for analysis. This consists 

of two phases of coding, initial and focused. These have allowed for the revisiting of data collection dependent on the 
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direction of the research. Coding has helped to identify emerging themes which are being theorised using ideas from a 

variety of discplines such as social learning theorist Etienne Wenger. His concepts of ‘Communities of Practice’ and 

‘Levels of Participation’ have been adopted by business personnel and have helped to explain organisational and 

observed internal structures of SSWC. Researchers such as Commins, V., (2014) ‘Exploring Festivals, Place and 

Community’ and Kenny, A., (2016) ‘Communities of Music Practice’ have touched on this and they have proved useful 

as a starting point for developing my own ideas in this research. 

 

Contribution: So far, a contribution has been made in the form of the development of a shared research approach 

across two different disciplines.  In addition, a traditional Irish music inventory has been developed, which did not 

previously exist. New statistical data in relation to the organisation of festivals has been gathered. 
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Renegotiating with the Wild in Destination Branding: Using Participatory Technologies to support a Transition to 

Sustainable Tourism in the Age of the Anthropocene. 

Jennings, E. Waterford Institute of Technology 

Lynch, P. Waterford Institute of Technology 

Foley, A.  Waterford Institute of Technology 

 

Abstract 

We consider how the concept of the “wild” is both a valuable characteristic of place and a desired attribute of 

destination brands. We propose to investigate to what extent this turn to the “wild” is entangled with tourism 

marketing and experiences, particularly at this point in human history the age of the Anthropocene – a new geological 

epoch defined by human domination of nature. How do we engage with the “wild” in performing tourism? Are the 

evolving co-creation practices of participatory branding via novel smart social technologies a rewilding of living brands? 

How can value propositions for different stakeholders and shareholders sharing one destination for multifunctional 

uses by appropriate the attribute of “wild” as an adjective for their place branding purposes? We outline a mixed 

methods methodology, comprising of participant observation, semi-structured interviews, short online visitor survey, 

community focus group and social media visual content analysis, for two comparative case studies. We briefly introduce 

the study sites: the community managed Abbeyleix Bog Restoration Project and the Bord na Mona flagship tourism 

project at Lough Boora Discovery Park. We provide a short rationale for selection of bog tourism as a context for 

exploring the concept of “wild in destination branding in Ireland’s Hidden Heartlands, in Age of the Anthropocene. To 

this end, we have purposefully selected peatland sites actively marketing for visitors, which either have been or are 

currently being restored and/or re-wilded as they are transitioning from fossil fuel energy resource extraction sites to 

places for community and visitor re-creation. 

 

Keywords: Destination Branding Participatory Technologies, Sustainable Tourism, Age of the Anthropocene. 
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An Analysis of Accredited Industry-Based Training Programmes as a means of addressing the Professional Skills Gaps 

in the Irish Hotel Industry– A Case Study. 

Patrice Duffy, P. Letterkenny Institute of Technology 

Ó Hannracháin, C. Letterkenny Institute of Technology 

 

Abstract 

Research Purpose / Gap: The hospitality industry requires employees with a range of competencies to cope with the 

demands of the industry. In recognition of this, the vast majority of undergraduate hospitality programmes include a 

period of placement/internship as a mechanism to bridge the gap between theory and practice. It is acknowledged in 

the REAP (2011) report on Work Placement in Third-level Programmes that “Work placements provide a unique and 

valuable learning experience for students to enable them to gain the transferable generic skills that employers seek.” 

Undertaking an internship in the hospitality industry has many advantages for the individual, it provides them with 

opportunities, including a chance to explore their future career options and to apply their academic knowledge in a 

practical setting. The combination of formal academic learning in a Higher Education Institution and on-the-job training 

in the workplace are considered the most effective way to educate and train individuals for careers in the 

industry. However, there is also the contrasting situation in many hospitality organisations where the employees have 

the practical skills and experience but have not had the opportunity to gain an accredited qualification in this discipline. 

This may have resulted from staff entering the workplace directly after school or where staff are recruited with 

qualifications from other disparate disciplines Recognising this, the School of Tourism at Letterkenny Institute of 

Technology has developed a range of industry based-training programme to meet the education and professional 

development needs of this cohort of the workforce to provide a ladder of progression and career enhancement for 

such individuals. This also benefits the employers where in-house formal and informal staff training and development 

can be delivered within the structure of formal higher education qualifications.  

These programmes has been delivered over the past two years to a selection of hotels in the West and North West 

region. This paper presents a case study of the industry based training programme detailing a new form of engagement 

in terms of industry-based training. 

 

The level of employee turnover in the hospitality industry has long been a challenge for hospitality organisations; it has 

been acknowledged that this is related to Human Resource Management Strategies (Shamim, Cang, Yu, & Li, 2017). 

Mechanisms that may be employed to retain employees include training, development and education. Successful 

internships have been based on an effective tripartite relationship between the student, the employer and the 

educator. This three-way relationship also needs to be effective for the success of the industry training programme, 

with all three key stakeholders being able to identify the benefits of participating in the programme. In June 2016, the 

School of Tourism applied to Fáilte Ireland for funding of two new industry based training programmes. Fáilte Ireland 

funded both programmes on a pilot basis for the 2016/2017 and 2017/2018 academic years. Both programmes are 

Level 6 programmes (minor awards, 60 ECTS) The programme runs over two semesters with 40 credits allocated for 

taught modules and 20 credits allocated for industry placement. All participants attend a one-day induction at the 

School of Tourism Campus in Killybegs. Lecturers on each module visit each property three times over the course of 

each semester. The participants attend classes on two days per month. The Blackboard Virtual Learning Environment 

(VLE) is used extensively in the delivery of the programme. All lectures and class materials are available for the students 
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to access as are the guidelines on self-directed learning. Students upload their tasks and assignments and lectures can 

contact the students and place notices/announcements on the VLE. This blended eLearning approach results in an 

enhanced learning experience for the student. 

 

Methodology: The data was collected using a qualitative approach by distributing questionnaires to the participants on 

the programme. This method enabled an exploration of their perceptions and attitudes towards the programme. 

 

Findings: The main findings from the research have shown that participants believe that for the programme to be 

effective ongoing support is required from the employer. In particular, allowing time for study and appointing a mentor 

for the individual employee were seen as key to its success.  

 

The course provided the students with the opportunity to increase their understanding of the hospitality industry and 

gain an overview of the business environment. It also expanded their knowledge of hospitality operations beyond their 

own defined area of expertise.  

 

The programme attracted motivated employees who experienced a sense of achievement by completing the 

programme. 

 

Contribution: The findings from this study contribute to the areas of curriculum development and programme delivery. 

The positive feedback from the programme is an indicator that this educational model is an effective method which 

may be used to address skills shortages and improve employee retention.  Hospitality employees have the opportunity 

to further their education while gaining valuable practical experience by remaining in full-time employment. 

Additionally, upon successful completion of the programme, the participants will be eligible to progress onto other 

higher education programmes on the National Framework of Qualifications. 

 

Keywords: Hospitality, Industry-based Training, Accreditation, Professional Development, Blended Learning 
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Stakeholder Engagement in Destination Experience Measurement: A Case Study. 

Lally, A. Waterford Institute of Technology 

 

Abstract 

The development of sustainable tourism destinations that can produce the requisite social, cultural, economic and 

environmental impacts requires strong interconnectedness between stakeholders, however it is widely acknowledged 

that managing effective stakeholder collaboration within tourism destinations is a task which is both complex and 

challenging. The objective of this paper is to present a case study on a collaborative initiative within a tourism 

destination that implemented a tailored destination experience information system to provide timely visitor experience 

information to tourism organisations. This research paper documents the research findings and learning arising from 

the implementation of the Destination Experience Information System (DEXIS) project in Waterford. The DEXIS project 

was a collaborative project between the researcher, the Destination Management Organisation (DMO) and the 

Destination stakeholders. The project aimed to bring destination stakeholders together and invite them to participate 

in the implementation of a tailored Destination experience information system. An action research approach is utilised 

so as to allow for the dynamics of stakeholder engagement to be studied through participation, observation and 

engagement with actual practice. The study allowed for the identification of both key success factors and challenges in 

harnessing the collective potential of destination stakeholders and led to the development of a number of 

recommendations. By bringing together extant knowledge and case evidence in the area of stakeholder engagement 

and destination performance measurement it is proposed that this paper will inform dialogue and practice in engaging 

stakeholders in within tourism destinations. 

 

Keywords: tourism experience, destination management, stakeholder collaboration, destination performance. 
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Defining and Dimensionalising Innovativeness Capability within Micro Tourism Firms for Enhanced Competitiveness. 

Mac Blain, M. Dundalk Institute of Technology 

Lynch, P. Waterford Institute of Technology 

 

Abstract 

Although 40 years of innovation and tourism research have yielded an impressive set of findings, few research agendas 

have addressed tourism firm-level innovativeness, and the studies that do exist typically provide only a generalist 

insight in to innovativeness or often remain at a theoretical level. Integration of findings, both within and across topic 

areas, has seldom been attempted due to the vast body of heterogeneous literature that exists on firm level 

innovativeness. Consequently, there is a significant knowledge gap concerning what constitutes firm-level 

innovativeness and to date, most researchers are confusing innovativeness with its antecedents and with its outcome, 

innovation; producing many conflicting an inconsistent research results.Utilising the theoretical perspective of the 

resource base view of the firm and dynamic capabilities, this paper presents a new conceptualisation of firm-level 

innovativeness that outlines the concept as multidimensional with key antecedents and outcomes. The argument 

presented is that the limited resources of tourism SMEs can be strategically utilised to maximum capacity by focusing 

on the overarching organization-wide innovation capability structure termed “firm-level innovativeness” that 

transforms resources into innovations. By providing an operational definition and conceptualisation of innovativeness 

this paper provides a significant contribution to both the advancement of the literature and to tourism practitioners 

with particular interest for the micro tourism business sector. 

 

Keywords: innovativeness, antecedents, dimensions, tourism, innovation, dynamic capability 
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Employment Branding of the Irish Hotel Industry for Millennials. 

Donagh Davern, D. Cork Institute of Technology 

Jago, L.  University of Surrey 

Deery, M. University of Surrey 

 

Abstract 

Derived from a literature review of seminal authors in the area, this paper examines how the concept of employer 

branding can be used to improve both the attraction and retention of the Millennial Generation for the Irish hotel 

industry.  In terms of Europe, Ireland is almost twice as dependant on the hospitality sector for employment as other 

European countries and a key challenge is the high rate of “churn” in the industry (O'Brien, 2016). The labour market 

within the hospitality industry is considered to be complex and diverse, and it faces many challenges, both structural 

and perceptual, relating to areas such as high labour turnover, poor remuneration, demanding working conditions and 

limited opportunities for personal development (Baum, 2008). It is also a sector where short-term solutions seem to 

be the norm, and these are indicative of an industry which seems unwilling to address its human resource (HR) 

challenges in an integrated, developmental manner (Baum, 2008). Businesses nowadays are faced with a more diverse 

range of employees and HR policies need to be adapted to suit diverse needs (Hernaus and Vokic, 2014). Empirical 

findings in regard to generational differences are still relatively rare and in-conclusive, and as a result many 

organisations do not have the appropriate recruitment and retention strategies in place to meet the needs of a 

generationally diverse workforce (Hernaus and Vokic, 2014). Therefore, changes need to be made to HR practices in 

order to accommodate the newest working generation if organisations are to maintain competitive advantage (Stewart 

et al., 2016). 

 

Keywords: Employer Branding, Recruitment, Attraction, Retention, Millennials 
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A Framework for Enhancing the Service Innovation Capability of Tourism and Hospitality Organisations 

Tadhg Blommerde, T. Waterford Institute of Technology 

Lynch, P.  Waterford Institute of Technology 

 

Abstract 

Competitive pressures and an uncertain and challenging future necessitate the consistent and persistent generation of 

innovations by tourism and hospitality organisations (Peters and Pikkemaat, 2006; Omerzel, 2016). This is particularly 

true for small and medium-sized enterprises (SMEs) in this industry (Hwang et al., 2006; Zehrer, 2009) whose size makes 

them vulnerable, meaning that they must continuously innovate and adapt to remain profitable, grow, increase their 

market share, and achieve superior performance to that of competitors (van der Aa and Elfring, 2002; Hogan et al., 

2011; Gebauer et al., 2012; Stryja et al., 2013). Yet while singular or discrete service innovations are important to these 

organisations, more critical still is the firm-level capability underlying their repeated and sustained introduction (Siguaw 

et al., 2006; Pöppelbuß et al., 2011), commonly referred to as service innovation capability (SIC) (Lillis et al., 2015; Nada 

and Ali, 2015). 

 

This capability has become a key priority for the management of tourism and hospitality SMEs (Ca̜kar and Ertürk, 2010; 

Tang et al., 2015) as an effective or mature SIC allows them to strategically practice service innovation, utilising their 

limited resources to maximum capacity (Pöppelbuß et al., 2011; Prajogo and McDermott, 2014). However, while it may 

be reasonably assumed that there is some framework or apparatus to diagnose this capability’s performance or to 

support its management, this is not the case in either industry or academia (Janssen et al., 2012; Gryszkiewicz et al., 

2013; Kohler et al., 2013). Tourism and hospitality SMEs are unaware of their SIC maturity or where resources should 

be deployed for its improvement, obstacles to their fully realising the economic and organisation-enhancing benefits 

of this capability (Hipp and Grupp, 2005). 

 

To address this major deficiency, the objective of this paper is to fully describe the development and empirical 

validation of a framework that allows tourism and hospitality SMEs to rapidly diagnose their SIC maturity and identify 

actions for its improvement. It is based on the capability maturity model (CMM) (Paulk et al., 1993), a rigorously 

constructed management tool that assumes capability evolution occurs in distinct stages (Jochem et al., 2011; Röglinger 

et al., 2012; Wendler, 2012) and captures the effectiveness of capability at a moment in time against defined best 

practices (Becker et al., 2009; Curley et al., 2012). This enables strengths and weaknesses to be rapidly identified and 

targeted improvement initiatives to be implemented that address areas of poor performance (Essmann and Du Preez, 

2010). 

 

The rigorous and comprehensive procedure through which this Service Innovation Capability Maturity Management 

Framework is constructed, was synthesised from guidelines advocated by methodologists (Churchill, 1979; Gerbing and 

Anderson, 1988; Hinkin et al., 1997; Diamantopoulos and Winklhofer, 2001; Rossiter, 2002; Maier et al., 2009; 

MacKenzie et al., 2011; Röglinger et al., 2012; DeVellis, 2017) and supports its development through six phases. Initially, 

SIC is defined; five qualitatively distinct maturity levels derived; the increasing sophistication of its characteristics at 

each level of maturity detailed; and its operationalisation as a formative latent construct, caused by four 

interdependent subdimensions, User Involvement, Knowledge Management, Strategising, and Networking capabilities, 

is explained. Next, the characteristics derived for each of these subdimensions at each level of maturity are provided 

and a description given of their translation into comprehensible and content valid measurement items. Following this, 



 

         Page 51 of 56 

 

 
14th Annual Tourism and Hospitality Research in Ireland Conference 2018 

the measurement model for the study’s service innovation capability construct is presented and the steps taken to 

obtain estimates for it using covariance-based structural equation modelling techniques are specified. 

 

To purify and refine the Service Innovation Capability Management Framework, response data collected from 286 SMEs 

in a cross-sectional national survey are utilised to obtain goodness-of-fit statistics, determine the value for the 

coefficient of determination, examine the magnitude and significance of the path coefficients from the indicators of 

subdimensions to the SIC construct, and confirm the absence of excessive multicollinearity. As a result of this step, the 

indicator for Knowledge Management capability is removed and the model reestimated. This allowed the structural 

model to be assessed, confirming that responses to the measure behaved as expected for a valid measure of SIC. This 

was confirmed by establishing that there was a significant difference in the mean SIC maturity scores between groups 

where a difference was expected; through nomological validity, or the confirmation of the presence of an hypothesised 

linkage with an accepted outcome variable, Service Innovation Performance; and through discriminant validity, where 

it was demonstrated that the SIC construct is less than perfectly correlated with a similar, but distinct construct, New 

Service Development. Finally, norms were developed to aid in the interpretation of scores by practitioners. At this 

point, both the norms for service SMEs in the data sample as a whole and those for tourism and hospitality 

organisations, based on the 24 responses from this group, are reported and compared. These results reveal that 

performance in this industry is above average for SIC and each of its subdimensions, painting a favourable picture of 

conditions, and identifying the User Involvement capability subdimension as that which is in greatest need of 

improvement. 

 

It is envisaged that this paper has both an academic and practical significance. In addition to its application of the CMM 

framework to SIC and unique and original formative measure of this capability’s maturity, it provides a useful 

contribution toward enhancing the body of knowledge in this discipline, clearly defining the concept and concretely 

specifying its dimensions. Critically, it devotes attention to describing the conceptual and methodological processes 

that underlie the development of the Service Innovation Capability Maturity Management Framework. For tourism and 

hospitality practitioners, the framework can be used to quantitatively diagnose and understand their SIC performance 

and to support informed decisions for its enhancement that allow them to strategically upgrade their SIC maturity 

mode (Daugherty et al., 2011; Smith-Eckhardt, 2015). 

 

Keywords: Service Innovation Capability, Measurement, Capability Maturity 
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Abstract 

Food and drink is an important element of the overall tourist experience accounting for 35% of overall visitor spend 

(Failte Ireland, 2018, p.9). Moreover, local food provides a channel for tourists who are looking for an authentic 

experience. In 2018, Failte Ireland published the Food and Drink Strategy 2018-2013 to highlight the need to develop 

the food and drink experiences that Ireland offers. The report further emphasises the importance of providing tourists 

with an authentic food experience. However, with the widespread use of the term “authenticity”, its ambiguity and 

limitations have become exposed (Wang, 1999). Consequently, this paper aims to address the question of authenticity 

and how the concept relates to local food. A review of literature is undertaken, to clarify the various debates 

surrounding authenticity and determines that the concept can be segmented into different three strands, namely; 

objective, constructive and existential. Subsequently, the paper develops an understanding of authenticity in relation 

to local food tourism. The paper concludes that by understanding the various strands of authenticity tourist 

stakeholders, food producers and destination marketers can add value to the tourist experience. Furthermore, local 

food production, can encourage the involvement of residents, strengthening culture and identity and, in some cases, 

becoming the basis for effective destination marketing (Ferrari and Gilli, 2015). Thus, benefiting the region by attracting 

more visitors and investment (Sims, 2009). Additionally, by using the three strands of authenticity, different local food 

products and experiences could be developed appealing to tourists differing perceptions of authenticity. 

 

Keywords: Authenticity, local food, tourism, objective authenticity, constructive authenticity, existential authenticity 
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“Someone Else’s Job”: Recreationist Perspectives and Environmental Ethics. 

Doyle, N. Institute of Technology Tralee 

Price, S. Institute of Technology Tralee 

Thorn, R. Institute of Technology Tralee 

 

Abstract 

Outdoor recreation and activity-based tourism have been the topic of an increasing number ofstudies in recent years 

(Walker et al., 2001; Bjerke et al., 2006; Comley and Mackintosh, 2014; Buchecker and Degenhardt, 2015). Fáilte Ireland 

(2016) estimated tourism in Ireland to be an industry worth €8.3 billion in revenue as well as indicating that Ireland has 

had a significant growth in tourism in recent years. A rapidly growing sector of the tourism industry has been outdoor 

recreation and activity-based tourism which have also been linked with a multitude of beneficial impacts to humans in 

terms of health and the economy (Horton, 2009; Chiris and Themis, 2014; Schoffman et al., 2015). However, negative 

impacts on natural settings are an inevitable consequence of increased recreational use (Bridle and Kirkpatrick, 2003; 

Swarbrooke et al., 2003; Reynolds et al., 2009; Vagias, 2009). One of the most popular and least intrusive means of 

inducing responsible recreation has been the promotion of low-impact practices and outdoor user education. A core 

foundation of these interventions is that by informing the public and by providing education, the opportunity for 

behavioural change increases (Christensen and Cole, 2000; Jensen, 2002; Marion and Reid, 2007). 

 

In order to successfully implement sustainable development strategies, a working knowledge of the attitudes and 

behaviours of various recreational users is essential (Roovers et al., 2002; Seddon and Khoja, 2003; Lee, 2013; Das and 

Chatterjee, 2015). The research is part of an ongoing PhD study carried out in partnership between the Institute of 

Technology Tralee and Leave No Trace Ireland. The research design was a mixed method approach of quantitative and 

qualitative methods known as sequential triangulation. A usercompleted survey was carried out in the months of June-

September 2016. Sample sites were chosen to distribute surveys in several locations across the country which had 

varying characteristics (parkland, riverside, hillside, beach etc.). Additionally, seven semi-structured interviews were 

conducted with experts in the field of outdoor recreation and activity-based tourism in Ireland. This allowed the 

researcher to discuss theories and themes that arose as a result of the quantitative data analysis. 

 

Key findings suggest high levels of pro-environmental attitude towards the performing of environmentally responsible 

behaviours among survey respondents. However, the intention to perform these behaviours was not solely controlled 

by attitude. In accordance with the now well-established theory of planned behaviour (Hrubes et al., 2001; Ajzen, 2001; 

Fishbein and Ajzen, 2010), there are a number of interrelating factors that influence the intention to perform a 

behaviour (social norms, perceived behavioural control, etc.) and the efficacy of educational strategies could vary 

depending on the type of behavioural intervention. The findings indicate that the range of interactions between the 

components of the theory of planned behaviour added a new dimension to what was already a multifaceted and 

complex system. In addition, communication strategies, as well as trust in various organisations, could significantly 

affect the adherence to behavioural interventions. 

 

Keywords: Outdoor recreation, Tourism, Behaviour Change, Communication. 
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Food Tourism as a Medium of Sustainable Development in Dingle, Kinsale and Cork’s English Market –An 

Examination of Critical Factors. 

O'Riordan, L. Cork Institute of Technology 
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Abstract 

Sustainable development, involves the use of resources in a manner which will not exhaust or lessen them for further 

generations and incorporates ‘three pillars’ namely, economic, environmental and socio-cultural (World Commission 

on Environment and Development, 1987). Sustainability, as a requirement for development, has infused many sectors 

including tourism. Food tourism is merited with being a method of sustainable tourism development. Economically, 

food tourism creates employment by offering small producers and local businesses a new market; environmentally, it 

helps reduce the ‘footprint’ of food by focusing on local produce; socio-culturally, it contributes to the rejuvenation 

and preservation of local crafts and customs. This paper explores the concept of sustainable development, through the 

medium of food tourism, focusing on three case study locations in the south and south-west of Ireland. These locations 

- Kinsale, Dingle and Cork’s English Market - have the common thread of food tourism. Within these case studies, in-

depth interviews were carried out with food tourism representatives including; artisan producers, food festival 

organisers, farmers’ market members, stall holders and restaurateurs. Results indicate that there are many ways in 

which food tourism may be used as a route to sustainable development. The findings illustrate that food tourism can 

play a role in the sustainability of authentic food traditions, thus contributing to cultural sustainability. Results also 

reveal that food tourism is providing a market for the small local producer, together with the creation of employment 

opportunities, in the form of farmers’ markets, contributing both to economic and environmental sustainability. 

 

Keywords: Food, tourism, sustainable, culture, economy, environment 
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The Influence of Local Food on Tourist Motivation and Satisfaction: A Review of the Literature. 
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Abstract 

Food is a major revenue stream for a destination, representing one-third of overall tourist expenditure (Quan and 

Wang, 2004). In Ireland, food and beverage accounts for 35% of overall visitor spend which in 2017 equated to €2 

billion (Fáilte Ireland, 2018, p.9). Local food is an important part of the tourist experience and represents an important 

means to understand a destinations culture and heritage (Fáilte Ireland, 2018). Research shows that there is an ongoing 

movement in food related behaviour that encompasses consumers interest in local food (Bjork and Kauppinen-

Räisänen, 2016; Hjalager and Richards, 2012). This growing interest in local food products has been explained by 

Pearson et al (2011) who contends that individuals are influenced by issues related to environment, ethics, 

sustainability and a desire to support local food networks. Furthermore, local food is recognised as being simple and 

traditional (Kauppinen-Räisänen et al., 2013; Sims, 2009; Mirosa and Lawson, 2012). Tourists increasingly are travelling 

to destinations seeking something real and authentic (Gilmore and Pine, 2007). As such, local food may attract those 

tourists explicitly looking for local food experiences. The findings in this study provide insights for tourism development 

managers, destination marketers and destinations by highlighting the relationship between tourist behaviour and local 

food. In particular, the study highlights the link between local food, destination choice and its effect on overall holiday 

satisfaction. It is suggested that by exploiting this link, destination marketers can develop a destination and plan 

effective and targeted food related destination marketing (Bjork and Kauppinen-Räisänen, 2014). 
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Wild Atlantic Way Tourism Clusters: A Framework for Best Practice. 
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Abstract 

The recent development of the Wild Atlantic Way (WAW) provides both the impetus and geographical context for this 

research. The core premise of the Fáilte Ireland proposition is to encourage tourism growth on the west coast of Ireland, 

by stimulating local economies, therefore, acting as a counterpoise to the challenges of peripherality, seasonality and 

regionality (Fáilte Ireland 2015).  Networks, and the existence of strong local ties (Michael 2003; Jackson and Murphy 

2006), are important for rural tourism, as they are considered to be the social glue and economic engine of clusters 

(Bramwell 2006; Hall et al. 2006; Bathelt et al. 2004). Therefore, the success of the WAW proposition is profoundly 

dependent on the generation of local collaborative relationships between destination stakeholders to deliver 

attractive, viable products and services (Rodrigues et al. 2007).  The paper presents findings from a mixed methods 

inquiry into the phenomenon of emerging rural tourism clusters on the WAW. The research explored the success 

factors and perceived benefits of tourism clusters through a sequential quantitative, followed by qualitative approach. 

A survey of mainly micro-enterprise tourism providers was conducted in five WAW newly established tourism 

networks, who shared challenges particular to rural peripheral destinations. This was followed by six semi-structured 

expert interviews. Cluster and network literature informed the themes explored, including; trust, transfer of 

knowledge, engagement and collaboration. The research presents a framework for rural tourism clusters based on the 

pivotal role effective tourism networks have in nurturing a culture of local collaboration. 

 

Keywords: Rural tourism, cluster development, tourism networks, collaboration, SEM 

 


