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Introduction from the Editors

Professor Ivan Ninov, Conference Chair
Dr. Ali Abdallah, Scientific Committee Co-Chair

Dr. Christopher S. Dutt, Scientific Committee Co-Chair

The theme for the 2024 edition of EuroCHRIE in Doha, Qatar, considered “Building Bridges and Overcoming
Challenges”, asking participants to consider how society can come together to address the challenges faced around
the globe.

The conference was split into 7 tracks; Technology, Sustainability, Customer Experience, Education, The New
Consumers, The Employees’ Perspective, and a General track. Authors were offered the option to submit their full
paper to this conference proceedings, or only the abstract. All posters and Lecturer’s Lounges have their abstracts
included. These proceedings provide the full papers, followed by the abstracts of the full papers, lecturer’s lounge,
and posters presented at the conference.

Submissions through Track 1, Technology, considered the role of technology to provide solutions to challenges
faced by the tourism and hospitality sectors, and society as a whole. Authors here considered how technology can
help managed talent within organisations (Kichuk, Hui, & Kourtidis, 2024), and the role of Al in restaurants (Bozi¢
& Zrni¢, 2024), amongst numerous other topics.

In Track 2, Sustainability, authors were asked to discuss how hospitality and tourism can contribute to a more
sustainable future. Submissions included topics looking at how industry and academia can work tougher to
promote awareness (Germanier , 2024), how hospitality can be regenerated to promote sustainability (Inversini,
Talhouk, & Daou, 2024), how luxury travel can be sustainable (Ali & Maton, 2024), and critiqued the effectiveness
of past sustainability initiatives (Varga & Mufoz-Barriga, 2024). These topics were supplemented by many
additional papers, posters, and two very insightful keynote speeches by Ghanim al Sulaiti, CEO of Enbat Holdings
and Founder of Evergreen Organics, and Prof. Willy Legrand, a world-renowned expert on sustainable
management.

The third track explored the Customer Experience, focussing on enhancing our understanding of the customers we
serve and their experiences with us. Papers on this track considered aspects such as the impact upon customer
satisfaction and loyalty of digital technology adoption (Alotaibi, 2024), and adding insight on the process of
restaurant food and beverage recommendations (Scander, Forsberg, Mihnea, & Wendin 2024).

The conference’s fourth track invited discussion on a key component of EuroCHRIE, Education. Here, authors
considered how we prepare the next generation of industry leaders for the opportunities and challenges they will
face in the future. The full papers submitted to this track benchmarked colleges in the UK and Oman (Zeaiter &
Al Sheidi, 2024), considered how best to support developing entrepreneurs (Zehrer, Glowka, Wieser, & Pirhofer,
2024), explored big data and blockchain in education (Belgacem & Al Shuaili, 2024), and analysed the new
generation’s perspectives of hospitality education (Jollain, 2024).

The fifth track, The New Consumers, explored the future types of travellers that business are likely to encounter.
Topics addressed elements such as the post-COVID consumer, sustainability, and technology adoption. All papers
are published here as abstracts, so look out for the full paper publication in the future.

The sixth track addressed The Employees’ Perspective, asking authors to discuss the challenges faced by
employees in hospitality and tourism. These papers explored a wider array of areas relating to employees,
including the difference between expatriate and local workers in hotels (Nikishova & Germanier, 2024).

The final track, the General track, invited submissions related to any area of tourism and hospitality. These papers
addressed the return on investment of human capital in hotels (Brien & Vidwans, 2024), a time series analyses of
hotel performance data in Doha, Dubai, and London (Atapattu, Abeynayake, & Mulholland, 2024), personalisation
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in luxury hotels (Baloglu & Baloglu, 2024), how best to support leaders in hospitality (Gladka & Darioly, 2024),
and overtourism (Korze, 2024).

We, the organisers of EuroCHRIE 2024, hope all attendees found the discussions here to be insightful. We hope
these discussions and papers presented in these proceedings serve as a guide and support to future teachers,
students, and practitioners to help grow and develop this wonderful sector of hospitality and tourism.
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1.1 Talent management strategies and practices in the

| E_U R 0|
age of digital transformation: Building bridges to
successful hospitality organisations in the UK,
Greece, and Hong Kong

The Hospitality & Aliaksei Kichuk, Tracy Hui, Michalis Kourtidis

Tournism Educators

Birmingham City University

Abstract

The paper examines Talent Management strategies and practices in the age of digital transformation in 3, 4,
and 5-star hotels in the UK, Greece, and Hong Kong. Using a mixed-methods research approach, the study first
conducted an online survey with 63 participants from hotels in the countries mentioned above. Secondly, 20 semi-
structured interviews were conducted with UK hotel professionals. The results show that hotels that are more
mature in digitalisation and digitisation have created a culture of confidence and trust in technology which is
conducive to integrating emerging technologies and Al in Talent Management strategies and practices. This is a
pilot study that aims to understand the stage in which hotel companies are currently in the digital transformation
of TM.

Key Words:
Talent Management (TM), artificial intelligence (Al), hospitality industry, TAM, UTAUT

Track: Technology Track
Focus of the Paper: Theoretical/Academic
Type of Submission: Paper

Introduction

We live in the age of changing mindsets and the rapid development of artificial intelligence (Al) and emerging
technologies in all industries around the world. The penetration of advanced technologies in the form of digitisation
and automation of processes in the management of human resources in the hospitality industry, as in all sectors of
the economy, is identified as one of the new and necessary challenges in the sector (Promsri, 2019; Verhoef et al.,
2021). The application of Al and emerging technologies has become evident for HRM strategies such as talent
acquisition (Johnson et al., 2020; Pillai & Sivathanu, 2020), talent training and development (Aguinis et al., 2024),
talent retention (Kim et al., 2024; Stone et al., 2024). However, it is not certain that employees are aware of the
benefits and have accepted advanced technology with equal enthusiasm to what the current narrative claims. The
Technology Acceptance Theory (TAM) (Davis, 1989) highlights challenges to be overcome, so that resourcing
and managing talents can benefit from digital transformation. This paper addresses the gap by providing an
analysis of how emerging technologies and Al impact Talent Management (TM) strategies of recruitment,
development, and retention in UK, Greek, and Hong Kong hotel organisations. The study answers the following
research questions using mixed methods approach:

1. How much are hotels aware of emerging technologies and Al in talent management and what are their
perspectives in using them?

2. What types of emerging technologies and Al do hotels use and to what extent are they used in talent
management?



3. What strategies and with what consistency do hotels use emerging technologies and Al in the recruitment,
development, and retention of talents?

Literature Review
Digital, Digitalisation, Digital Transformation, and Al

Digitisation is a socio-technical process of converting analogue formats into digital ones (Sandberg et al., 2020)
and applying digitalisation techniques to broader social and institutional contexts that make digital technologies
infrastructural (Nylen & Holmstrom, 2015). Digital transformation is a profound change in organisational
activities, boundaries, and goals to exploit the possibilities of digital technologies (Matt et al., 2015; Vial, 2019).
Al is a decision-support tool that can be used for a wide range of business processes (Wirtz et al., 2018). The Al
developed in recent years concerns such complex processes as classification, optimisation, estimation, and image
recognition (Agrawal et al., 2019). Therefore, digital transformation is considered a broader concept than
information technology-enabled (IT-enabled) organisational change (Vial, 2019), as it is deeply intertwined with
multiple levels of organisational reality.

Al for Talent Acquisition

Digitalisation of TM mainly covers three core functions of HRM: hiring, training and development, and
retention (Guerra, Danvilla-del-Valle & Mendez-Suarez, 2023). Beginning with recruitment and selection, Al is
seen as a new building block that makes it possible to recruit talented employees more effectively. Khandelwal &
Upadhyay (2021) claim that recruiting talent and managing diversity can be a major challenge and Al can
successfully overcome these challenges. The benefits of using Al for this purpose are manifold. First, Al-based
tools such as Applicant Tracking Systems (ATS) enable HR managers to screen resumes, evaluate candidates, and
predict the match with a job with remarkable accuracy (Agnihotri et al., 2023). Second, Al can be used to provide
analysis based on interviews and organisational needs and suggest appropriate salaries and benefits based on
candidates’ qualifications (Chowdhury et al., 2022). Third, Van Esch et al. (2019) claim that candidates are more
likely to apply online via social media, company websites, mobile applications, and chatbot talent assistants than
through traditional recruitment methods.

AI for Talent Training and Development

Al is essential for the training and development of hospitality employees to improve their skills and provide
them with an engaging environment (Faqihi & Miah, 2023). The integration of Al can create personalised learning
paths that can develop skills, career goals, and performance data to recommend relevant courses and resources
(Bashynska et al., 2023). Gamification helps employees to better understand their current skills and the different
career paths within the organisation (Simpson & Jenkins, 2015). Chatbots can assess employees’ skills,
recommend training courses, and connect them with their mentors in the workplace (Nawaz & Gomes, 2019). The
application of AR/VR can facilitate the design and delivery of training programmes at different stages of
professional development. The use of various Al technologies can help organisations create a learning culture that
can be inclusive and provide the ability to close training and development gaps (Kaushal et al., 2023).

AI for Talent Retention

Schiemann et al. (2018) have highlighted that the key to HR for organisations is employee retention, which
leads to quality and higher profitability. The key to using Al effectively for employee retention lies in combining
big data and machine learning with the human touch (Dorasami, 2021). In addition, Al predictive analytics
algorithms identify individuals even before employees consciously intend to leave the company (Das et al. 2022).
Through their day-to-day work and behaviour, employees give many signals about their intentions that allow
companies to create predictive statistical models that understand and predict turnover. This information can be

used by managers to retain talented employees and offer tailored incentives, rewards, and recognition strategies
(Grillo, 2015).

Accepting the use of advanced technology and Al

The adoption of technology in organisations does not occur automatically after operation systems adapt
accordingly. Human actors first need to embrace it and endorse its applicability to their work. Technology
Acceptance Theory (TAM) states that this is influenced by people’s understanding that technology applications in
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question are useful for their work and easy to use (Davis, 1989). This is fundamentally based on the reasoned
action theory (Ajzen & Fishbein, 1980) in which cognitive understandings of initiatives drive people’s attitudes
and behaviours. Digital transformation in hotel organisations, which belong to a labour-intensive industry, require
more than establishing a technical capability in the workplace. The conditions in which it takes place also need to
accommodate the needs of employees according to their positions, encouraging and motivating them to make best
of use of them consistently (Ye & Chen, 2024). Therefore, according to the Unified Theory of Acceptance and Use
of Technology (UTAUT) (Venkatesh et al., 2003) acceptance of technology is a matter of what people expect of
the outcomes from its use (performance expectancy), of the effort they put in it (effort expectancy), the support
they receive from their community (social influence), and conditions in which use of technology takes place in
their workplace (facilitating conditions).

Methodology

A mixed-method research approach was used in the study which ensured the validity of the data collected and
the triangulation of results (Cresswell & Poth, 2016). The research was ethically approved by Birmingham City
University.

First, the quantitative research stage used online survey approaching employees in 3- to 5-star hotels in the

UK, Greece, and Hong Kong. The survey took place in the first quarter of 2024. It was designed to measure
the perceptions and usage of emerging technologies and Al in talent management, with reference to the technology
use scale of the TAM (Davis, 1989) and UTAUT models (Venkatesh et al., 2003).

We adapted 8 questions from UTAUT to identity the performance and effort expectancy of using the emerging
technologies (1 being ‘Strongly Disagree’ and 5 being ‘Strongly Agree’). Respondents were also asked to rate the
frequency on a Likert-type 7-point scale (1 being ‘Never’ and 7 being ‘Always’) with which their company uses
10 emerging technologies in TM. Adopting the statement that TM covers three core HRM functions: talent
acquisition, development, and retention, several questions aimed to explore the frequency of use of Al specifically
in the abovementioned functions. In addition, 7 questions centred around creating a work culture that encourages
and facilitates employees to use technologies at work.

A total of 63 valid responses were received. Most respondents work in the UK (71.43%), with less coming
from Greece (23.81%) and a few from Hong Kong (4.76%). The selection of those countries was based on two
main arguments: (i) they reside in three very different cultural locations, so the findings could potentially show
variations which can lead to useful discussions — UK being a very representative western country; Greece being a
very traditional touristic destination of the Southeast Mediterranean; and Hong Kong being a progressed East-
Asian destination with strong ties with the west. (ii)) The researchers were very familiar with the hospitality
management market of each one of those countries, so access to participants was easier. Most of the participants
worked in companies with 50-299 employees (63.49%). For further characteristics of survey respondents, please
refer to Table 1.
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Table 1. Characteristics of Survey Respondents

Demographic Number Percent
Gender:

Male 41 65.08%
Female 22 34.92%
Age:

18-24 years old 1 1.59%
25-34 years old 19 30.16%
35-44 years old 30 47.62%
45-54 years old 9 14.29%
Over 55 years old 4 6.35%
Education:

Technical/vocational training or equivalent 18 28.57%
High school/college graduate 5 7.94%
Associate degree/diploma or equivalent 9 14.29%
Bachelor’s degree 14 22.22%
Master’s degree or above 17 26.98%
Job Rank:

General staff 6 9.52%
Specialist 16 25.40%
Manager 23 36.51%
Senior Manager 12 19.05%
C-Level Executive (CEO, CMO, etc) 4 6.35%
Company Owner 2 3.17%
Work Location:

UK 45 71.43%
Greece 15 23.81%
Hong Kong 3 4.76%
Company Size:

1-49 1 1.59%
50 -299 40 63.49%
300 — 999 17 26.98%
1,000 - 4,999 4 6.35%
5,000 or more 1 1.59%
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Following some key findings from the survey which referred to a different attitude of organisations who were
more familiar with digitalisation we took a qualitative step in the study focusing only on the UK. Thus, to gain a
more in-depth understanding of the actual practices and examples of how hotels currently use emerging
technologies and Al in TM 20 semi-structured interviews were conducted from January to February 2024 via MS
Teams. The participants were employed in 3- and 4-star hotels. Non-probability purposive sampling was adopted
which involved the deliberate selection of the individuals suitable for the research purposes (Polkinghorne, 1988).
The selection of participants for the interviews and the survey was based on relative criteria: hotel star rating,
position held, hotel department, years of experience and nationality (Jones et al. 2013). The interviews lasted 60-
90 minutes. Table 2 provides an overview of the categories of interviewees. A total of 11 managers, 7 from the HR
department and 4 from other functions, as well as 9 non-managerial employees, were interviewed. To maintain
anonymity, all interviewees were recorded as participants 1, 2, etc.

Table 2. Characteristics of Interview Respondents

Participant Hotel  Position Held Hotel Department Years of Nationality
Number Star Experience

Rating
Participant1  3* HR Manager Human Resources 5 Polish
Participant 2~ 4* Hotel Manager Management 8 English
Participant 3~ 4* F&B Assistant Front of House 6 English
Participant4  3* Reception Manager Front of House 7 Latvian
Participant5  4* HR Manager Human Resources 4 English
Participant 6  4* Pastry Chef Kitchen 3 Portuguese
Participant 7 3* HR Manager Human Resources 12 Latvian
Participant 8  3* HR Officer Human Resources 7 English
Participant9  4* Night Manager Nights 8 Italian
Participant 4* Guest services staff Conference & 7 Bulgarian
10 Banqueting
Participant 4* C&B staff Conference & 5 Romanian
11 Banqueting
Participant 3* Duty Manager Management 10 Bulgarian
12
Participant 4* Guest services Conference & 7 Polish
13 Assistant Banqueting
Participant 3* Sommelier Conference & 8 English
14 Banqueting
Participant 3* HR Manager Human Resources 10 English
15
Participant 4* Receptionist Front of House 4 Italian
16
Participant 3* HR Manager Human Resources 7 Bulgarian
17
Participant 4* Bar staff F&B 5 English
18
Participant 4* Cluster HR Manager Human Resources 11 English
19
Participant 4* Chef de partie Kitchen 5 Lithuanian
20
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Findings and Discussion of Quantitative Data

Performance and Effort Expectancy

As illustrated in Table 3, the respondents generally agreed on the usefulness of emerging technologies in their
jobs (M = 3.96, SD = 0.68). They also perceived emerging technologies as easy to use (M = 3.87, SD = 0.81)).
The data aligns with a SHRM feature article by Zielinski (2023), which indicates that organisations recognise the
benefits of using emerging technologies.

Table 3. Performance and Effort Expectancy

Items Mean  Standard
Deviation

Performance Expectancy:

I find emerging technologies useful in my daily life. 3.83 0.64

Using emerging technologies increases my chances of achieving things that are 3.94 0.62

important to me.

Using emerging technologies helps me to accomplish things more quickly. 3.94 0.76

Using emerging technologies increases my productivity. 4.14 0.67

Overall 3.96 0.68

Effort Expectancy:

Learning how to use emerging technologies is easy for me. 3.98 0.81

My interaction with emerging technologies is clear and understandable. 3.90 0.87

I find emerging technologies easy to use. 3.83 0.79

It is easy for me to become skilful at using emerging technologies. 3.78 0.75

Overall 3.87 0.81

Usage of Emerging Technologies (and Al) in TM

The quantitative data from this study (see Table 4) suggests that these technologies are not yet widely used in
the hospitality industry. Despite the increasing popularity of emerging technologies in the business world and their
use in TM is a notable trend (Wiblen & Marler, 2021), respondents occasionally used data analytics (M = 4.38,
SD = 1.17), cloud technologies (M = 4.29, SD = 1.20), mobile applications (M =4.27, SD = 1.39) and automation
(M =4.13, SD = 1.22) in TM, while they rarely use the other 6 types of technologies in TM.

Regarding the use of Al in TM, the mean values for talent acquisition (M = 3.84, SD = 1.56), talent development
(M = 3.75, SD = 1.49), and talent retention (M = 3.70, SD = 1.47) indicate a tendency towards infrequent to
occasional use.
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Table 4. Usage of Emerging Technologies (and AI) in Talent Management

Items Mean Standard
Deviation
Usage of Emerging Technologies in Talent Management:
My organisation uses artificial intelligence in talent management. 395 152
My organisation uses automation in talent management. 413 1.22
My organisation uses blockchain in talent management. 362 151
My organisation uses cloud technologies in talent management. 429 1.20
My organisation uses data analytics in talent management. 438 1.17
My organisation uses gamification in talent management. 3.75 156
My organisation uses machine learning in talent management. 381 146
My organisation uses mobile applications in talent management. 427 1.39
My organisation uses virtual reality (VR) / augmented reality (AR) in talent 3.84 1.57
management.
My organisation uses wearable technologies in talent management. 395 1.60
Overall 400 144
Usage of Al in Talent Acquisition:
My organisation uses Al to review resumes, CVs, and cover letters. 390 151
My organisation uses Al to produce an automated employee recruitment. 3.62 159
My organisation uses Al to customise job specifications and find appropriate 3.83 1.41
candidates.
My organisation uses Al to shortlist candidates for interviews. 398 1.73
My organisation uses Al to produce job descriptions. 3.86 156
My organisation uses Al to generate specific interview questions prior to 3.83 1.57
interviews.
Overall 3.84 1.56

Usage of Al in Talent Development:

My organisation uses Al to identify learning & development needs. 356 1.38
My organisation uses Al to develop learning activities and materials. 3.86 140
My organisation uses Al to customise personalised development opportunities. 365 147
My organisation uses Al to analyse learning & development data. 383 156
My organisation uses Al to evaluate the effectiveness of talent development 3.87 1.63
strategies.

Overall 3.75 149

Usage of Al in Talent Retention:
My organisation uses Al to identify factors contributing to employee attrition. 3.76 142

My organisation uses Al to generate talent engagement & retention strategies. 3.70 143
My organisation uses Al to analyse talent sentiment data. 365 158
Overall 3.70 147

However, the dispersion within the data set is significant, as the standard deviation was above 1 for all items.
This discrepancy suggests that certain organisations are at the forefront of driving this trend in the industry, while
others hardly ever use them. Therefore, further analysis was done. Table 5 shows that hotels in the UK have
consistently higher average scores for all aspects of TM compared to those in Greece and Hong Kong. In Greece,
emerging technologies and Al were used less frequently in TM, but responses were more varied, indicating less
uniform implementation. This additional analysis provides only a preliminary insight due to the unevenly
distributed sample sizes across the three countries.
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Table 5. Comparison of Usage of Emerging Technologies and Al in Talent Management among Three
Countries

Usage UK Greece Hong Kong
(n=45) (n=15) (n=3)
Mean  Standard Mean  Standard Mean  Standard
Deviation Deviation Deviation
Usage of Emerging Technologies 4.41 0.92 3.53 1.98 3.80 1.10
in Talent Management
Usage of Al in Talent Acquisition 4.49 1.00 2.00 1.60 2.00 0.84
Usage of Al in Talent 4.41 0.91 2.00 1.48 2.33 0.49
Development
Usage of Al in Talent Retention 4.45 0.79 1.80 1.27 2.33 1.08

Digital Savvy Culture Strategies

In addition, the quantitative data shows that hotels are making efforts to create a digitally savvy working
environment through various means (see Table 6). In line with the findings that hotels are beginning to use
advanced technologies in TM, they are currently relying on external technical experts (M =4.51, SD = 0.88) and
encouraging their staff to use emerging technologies (M = 4.41, SD = 1.17). However, providing devices (M =
4.17, SD = 1.19) and prioritising these as performance goals (M = 4.14, SD = 1.40) may not be effective at this
stage to promote a digital culture in the workplace (Dittes et al., 2019).

Table 6. Digitally Savvy Culture Strategies

Items Mean  Standard
Deviation
My organisation encourages employees to use emerging technologies. 4.41 1.17

My organisation offers opportunities for employees to learn emerging 4.24 1.16
technologies.

My organisation provides software/equipment for employees to use emerging 4.17 1.19
technologies.

My organisation outsources projects to vendors with good emerging technology 4.51 0.88
skills.

My organisation hires IT staff with good emerging technology skills. 4.35 1.32
My organisation includes usage of emerging technologies in performance goals. 4.14 1.40
Leaders in my organisation show commitment to use more emerging 4.29 1.22
technologies in business.

Overall 4.30 1.20

Findings and Discussion of Qualitative Data
The qualitative part of the research worked towards triangulating the data that emerged in the previous research
method. The qualitative analysis of the interviews followed established techniques and procedures for naturalistic
inquiry and grounded theory building (Glaser & Strauss, 1967) and consisted of the following series of steps: 1)
Interview scripts were entered into NVivol2 to organise the initial responses; 2) Following Gioia et al. (2013)
approach to thematic analysis, a series of codes were generated to create first-order categories; 3) Looked for
connections between the first-order categories that could lead to second-order themes; and 4) Second-order themes
were organised into overarching themes to create aggregate dimensions. To strengthen the trustworthiness of the
data, a second member of the research team independently coded the interviews and both analysts checked the
consistency of the final aggregated dimensions, as described in Figure 1. Finally, we conducted “member checks”
(Nag et al., 2007) with the research participants to ensure that our interpretive analysis made sense to the
interviewees.
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Resourcing & Decision Making (see Table 7)
Emerging Technologies for Selection and Hiring of Talented Employees

The research found that Al is being used in UK 3- and 4-star hotels to select and recruit talented staff. Although
it has been a learning curve for recruiters, they claimed that they use it successfully to improve the quality of
candidate selection, assess job skills faster, and strategically match jobs with advertised hotel positions. This
finding is in line with Stone et al. (2024) findings who emphasise that the use of Al in talent acquisition helps to
fill vacancies faster, improve the quality of applicants and minimise undesirable hires. The results show that 4-star
hotels have particularly introduced gamification with real-life scenarios aimed at evaluating the characteristics of
hired candidates. The gamification approach can be an effective way of recruitment, especially for the millennial
generation, where points or badges are awarded for employee performance (Joy & Assistant, 2017).
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Work Optimisation & Future Development (see Table 8)
Application of Al for Training and Development Programmes

The results show that some 4-star hotels use VR simulations to train employees in different departments:
reception, C&B, kitchen, and management. The training aimed to provide employees with a more immersive
hospitality experience. Ferreira et al. (2021) claimed that the use of VR aims to change the paradigm of virtual
human resource development (VHRD). VHRD focuses on the integration of human imagination with technology
to create boundless formal and informal learning opportunities. Also, VR gaming programmes are used for
preparing special meals, conducting orientation programmes, and career development courses (Khandelwal &
Upadhyay, 2021).

AI as Personal Digital Development Tool for Talented Employees

The research found that some 3 and 4-star hotels in the UK are using Al for various C&B purposes to improve
customer service and revenue management. Al was found to have a greater impact on digital natives, millennials,
and generation Z, who prefer to use Al-based HR tools that send messages and offer chats on their social media
with company updates, goals, initiatives, and promotions. Waleed et al. (2023) claim that millennials and
generation Z spend most of their time on social media to connect with other people. Therefore, Al-based HR tools
that provide updates linked to social media could effectively speed up communication with this group of
employees. This finding was in line with UTAUT theory (Venkatesh et al., 2003) that the influence of important
others boosts the usage among younger generation of employees in the workplace.

HR Sustainability (see Table 9)
AI Platforms for Job Satisfaction, Work-life Balance, and Career Growth Opportunities

Interview responses revealed that 3- and 4-star hotels in the UK that have reached a high level of maturity in
emerging technologies and Al are using Enterprise Resource Planning (ERP) to monitor work-life balance and
develop career opportunities for hotel employees. Yathiraju (2022) asserted that ERP with integrated Al deploys
software and programmes to manage all essential supplies, development, facilities, finance, and other operations
of a business. The research found that ERP platforms with Al-powered data talent intelligence aim to create
connected learning and growth experiences, enable personalised development, and build employee capabilities.
Appelbaum et al. (2017) asserted that ERP platforms that create Al-powered talent experiences help unleash the
boundless potential of the workforce and streamline the way this is achieved successfully.

AI and Emerging Technologies as a Tool for Employee Retention Strategies

The research participants from various hotel functions revealed that hotel management reports aided by Al
predictive analytics effectively facilitated incentives, rewards, and recognition to employees, which ultimately
have led to the reduction of turnover rates. This finding is in line with Schweyer (2018), who argues that predictive
analytics for employee retention is one of the most mature and straightforward solutions in the field of predictive
workforce analytics. Furthermore, predictive analytics identifies which employees are at risk of leaving the
organisation even before employees consciously intend to leave (Das et al., 2022).
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Growing Optimism (see Table 10)
Knowledge and Application of Al for Immersive Employees’ Experiences in the Workplace

It has been noted that some 3 and 4-star hotels are training their staff in Al and emerging technologies by
providing immersive training. Examples given in the interviews included on-demand Al training, immersive
training simulations, and gamification where employees received badges for completed tasks. However, not all
hotels were able to offer these applications as they lacked experts who could deliver such training. In these cases,
managers demanded additional investment in this technology and resisted the introduction of applications before
the right conditions were in place. Davenport and Ronanki (2018) claim that the adoption of Al is still too
expensive and too risky, as the technology is new, and managers lack the expertise and understanding of how to
use it successfully in their organisation. This is in line with UTAUT theory that highlighted availability of technical
infrastructure and facilitating conditions determine the usage of the Al in the hospitality organisations (Venkatesh
et al., 2003).

AI as a Tool for Digital Transformation of the Organisation

Finally, the study found that Al is perceived as a decisive factor for the hospitality industry. Digitally mature
hotels are using Al and emerging technologies to optimise hotel rates, for training and development purposes, to
communicate with internal and external customers, and for employee engagement and retention. This fact is
changing the mindset of hotel managers who are embracing the digitalisation of the business and the wider use of
Al for the benefit of employees and customers. This realisation is especially true for digitally mature organisations
that adopt the ongoing digital transformation systematically and efficiently through management practises,
upskilling employees and developing a deeper understanding of the process of adopting digital technologies
(Nikopoulou et al., 2023). The perceptions of hotel professionals about the usefulness and easiness of advanced
technology and Al is a promising finding that allows some positivity for its enthusiastic support by managers and
a fast adoption into TM strategies for recruitment, training and retention of their existing and the rising star
performers.

Conclusion

This research was a pilot study, which showed the stage in which hotel companies are currently in the digital
transformation of TM. The main research question was to explore the perspectives of those on the frontline of
decision-making on where and how advanced technology and Al are currently being used in their hotels and for
what purpose. The quantitative study revealed that while the academic literature attempts to give the impression
that Al is already being used extensively in the industry (Wynn & Lam, 2023) the use of Al applications varies
significantly among different parts of the world. Organisations more mature in digitisation and digitalisation
(Nylen & Holmstrom, 2015) have created a culture of trust in technology in hotel operations that is more accepting
of the use and inclusion of Al applications for HR purposes, including TM. The UK appears more mature than
establishments in Greece and Hong Kong. The qualitative study looked more carefully into the UK market and
found that hotel companies have used multiple methods of advanced technology to facilitate recruitment and
selection processes, training and development, and talent retention. However, TM seems to benefit primarily from
the digitisation of information, a step that has long been achieved through automated and detailed analysis of hard
data (Sandberg et al., 2020), which makes decisions easier and faster. Participants indicated that they are familiar
with Al due to the widespread technological automated techniques used to respond to customers’ needs and
improve their experience. The study has therefore shown that TM's digital transformation is taking place in an
orderly fashion from the outside in. First, the benefits for guests are agreed upon and defined, and then it is
transferred internally to HR to improve the management of their talented employees.

Implications
Practical implications

The practical implications of this research are manifold. First, the study helps HR managers gain a better
understanding of the application of Al and emerging technologies to develop TM strategies and practices in the
age of digital transformation. Second, the findings suggest that hotel managers from companies that are more
mature in digitalisation and digitisation are the frontrunners in using Al applications that help create an operational
culture focused on more fully integrating technology into the decision-making process, hence facilitating its use
in the delivery of key tasks. Third, talented employees can benefit from the application of Al in ERPs to develop
career opportunities, as well as chatbots, AR/VR, and gamification for immersive hotel experiences. Finally, the
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findings suggest that hotel managers who have successfully integrated Al into hotel operations and have more
confidence in Al and emerging technologies can outperform their competitors and gain a competitive advantage
as employees are prompt to accept technology and may develop behaviours that foster the use of advanced
technologies in their initiative.

Theoretical implications

The theoretical implications of this research are positioned at the intersection between TAM and UTAUT
theories. First, quantitative and qualitative data support the high-performance expectancy of Al and emerging
technologies. Second, the quantitative data finds that effort expectancy is high meaning that Al and emerging
technologies are easy to use. Third, the quantitative data establish that hospitality organisations occasionally use
data analytics, cloud technologies, mobile applications, and automation in TM, while they rarely use the other 6
types of technologies in TM. Fourth, the quantitative data reveal that the use of Al in talent acquisition, talent
development, and talent retention tends to be infrequent to occasional. Fifth, qualitative data establish that the
social influence of peers increases the usage of new technologies in the UK 3- and 4-star hotels. Finally, qualitative
data supports that facilitating conditions are pivotal in using emerging technologies.

Research Limitations and Future Research Avenues

The main limitation of this pilot study is the sample size, which collected 63 responses from the research
participants from the UK, Greece, and Hong Kong. Furthermore, 20 semi-structured interviews were conducted
to get the triangulation of the data. It is acknowledged further research needs to increase the number of research
participants. The study lays the foundation for a more comprehensive exploration of this continuum to examine
its cultural adaptations in different parts of the five continents where there are recognisable distinctive national
cultural traits. Also, a better understanding of the reasons why organisations are willing to integrate digital
transformation techniques into TM would help to draw a cognitive map of their decision-making process that
contributes to the successful application of TM digital transformation strategies in the hospitality industry.
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Appendix

Table 7. Dimensions, Themes, Categories, and Data

Second-Order Themes and First-Order Categories Representative Data
Overarching dimension: Attraction practices

A. Emerging technologies
in the selection of
talented employees

B. Application of AI during
hiring process

Al: “In our hotels, we started to use Al to select talented employees.
That was a learning curve, of course, but it paid off successfully. I as
HR manager can name a few benefits of it. From my perspective, Al
enables hotels to identify more qualified candidates and if we require
source additional candidates as well. Also, it minimises the time for
search of the top talents, as matching candidates with specific roles
can be a very difficult task... That takes lots of time. Al can do this
task effectively and fast to select the best candidate for the job role.”

A2: “Al is the way forward to a successful hire, as AI can improve the
quality of selected candidates. I clearly understand that it gets all the
details right to find the best candidate for a specific job role. It searches
through a large amount of data and identifies that one in the talent pool
that matches the job skills, that will contribute the most to the success
of the company. That is an invaluable task!”

A3: “I am glad that asked that question, recently, we started to apply
Al-powered video games that can assess the traits of the candidates we
are going to hire. By playing this game we give them various real-life
scenarios that happened in our hotel, where they act, and Al can
generate further content on that. That is how we can assess our future
hires and potentially can see how the candidate will fit into our
organisation.”

Bl1: “Al plays an important role nowadays in the selection of the best
candidate. The time of manually going through the CVs has gone and
I am glad of it! What I noticed, Al can put certain criteria to screen all
CVs and choose the best match for the job. Al matches relevant skills,
industry experience, previous roles, and companies worked and
provides the best candidate for hire, in some way short-listing them. 1
strongly believe that the application of Al allows the automation of
tedious jobs. Later, it provides suggestions for the interviews for short-
listed candidates.”

B2: “I believe that Al is the best tool for CV screening as it removes
human biases towards candidates and assesses them on their skills and
experience. For me, as an HR manager, it adds value as I can get
effective talent attraction to the specified role. I also think that Al gives
better employee experience as it can provide feedback to candidates
and areas for improvement if this job application was not successful.”

B3: “Recently, we applied Al to hire a Head Receptionist in our hotel.
That was a useful experience. Our staff are required to have numerous
skills and experience to have to work productively at reception. Al sets
multiple real-life scenarios for our potential hires and that provided
the best candidates for job interviews.”

Table 8. Dimensions, Themes, Categories, and Data

Second-Order Themes and First-Order Categories Representative Data
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Overarching dimension: Development strategies

A. Application of Al for
training and
development
programmes

B. AI as personal digital
development tool for
talented employees

Al: “Al gains its momentum. Our hotel applies VR simulations to train
our employees in different departments: reception, C&B, and
management. I think it is the way forward as VR provides an immersive
experience to all our hotel staff. I also think it teaches how to apply
different scenarios, where employee’s performance is monitored and
regular feedback for improvement provided where knowledge gaps are
identified.”

A2: “As a Chef, I can say that sometimes I use Al in recipe creation,
optimisation of menu creation, and adding various options including
sustainability as well. After that with the help of Al it is added to social
media, where customers can rate it and get their feedback. By doing
this I can create the most successful menu, that is trendy and has
sustainable options that attract lots of clients to our hotel.”

Bl: “As a company, we focused on training our staff. Without Al
learning and training nowadays, the business cannot be competitive
and offer the best employee value proposition to our staff. In our hotel
Al can tailor learning needs to a specific employee and specific tasks
they need to complete and make it individualised and meaningful for
them. Recently, we launched it to measure the success of our talented
employees, for example, in the C&B we created engaging and
motivational stimulations that adjust the content based on task
completion and provide a report. That helps in customer service and
revenue management and demands forecasting.”

B2: “I believe that AI we utilise in our hotel helps to create a more
inclusive workforce. What I mean by that Al creates tailored training
to each specific individual...Also, Al creates automated content,
personalised learning paths, and reports. For our multicultural teams
Al translation is available to speak the same language as the learner.
That bridges the gap and brings employees a better understanding of
the topic.”

B3: “In our hotel, we have lots of generations, such as Z and
Millennial cohort of employees for whom emails or regular meetings
don t get much value. They are on social media most of the time. What
we have done in our hotel, is implement an AI-based HR tool that sends
messages and provides chats on their social media with the company
updates, goals, initiatives, and promotions. In these ways, all our
employees and managers are more connected and better engaged in
real charts and burning priority conversations.”
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Table 9. Dimensions, Themes, Categories, and Data

Second-Order Themes and First-Order Categories Representative Data
Overarching dimension: Retention strategies

A. Al platforms for job
satisfaction, work-life
balance, and career
growth opportunities

B. AI and emerging
technologies as a tool for
employee retention
strategies

Al: “Our company uses an ERP platform to develop career
opportunities for our employees. This system allows us to go beyond
the data and understand what people need from a career in hospitality.
It provides performance metrics and identifies skills gaps. For
example, if someone is underperforming the Cornerstone will help to
identify why and how they can succeed. It is harnessing the power of
Al that successfully aligned with the company and individual career
goals of our employees to create meaningful work experiences.”

A2: “Unfortunately, I am not aware of any Al platforms that our hotel
uses for job satisfaction, work-life balance, and career growth. What I
know we have old-school appraisal meetings with the line manager,
where we discuss all our career milestones and what needs to be
achieved in terms of our career progression. If we have all milestones
achieved, we have job satisfaction and can achieve work-life balance
within the company.”

A3: “In my experience, our hotel successfully uses chatbots and virtual
assistants to enhance employee retention. They became a real game-
changer, in which our hotel virtual assistants collect employees’
feedback, and provide personalised recommendations on the next steps
in career development. Finally, they send all information to HR, who
can build individual career development courses necessary for our job
roles.”

Bli: “In my hotel, I use Al for multiple purposes. First, I use Al for
predictive analytics to analyse employee turnover. It operates with
multiple data on employee satisfaction, wage structure, motivation,
engagement, and work-life balance. It provides a report for the
management teams, where we can see clearly what needs to be
improved... Currently, we identified that most of our employees are
leaving due to poor training and development provided and lack of
benefit structure in our hotel. As a management team have considered
that and introduced multi-level career development courses and
benefit structure for all hotel departments.”

B2: “Al is used for sentiment analysis in our hotel. I will explain what
it means, Al analyses our employees’surveys which we complete every
two months, and provides links to social media Instagram, Facebook,
and LinkedIn, where we post our comments. Sentiment analysis can
get the patterns where we show agreement, satisfaction,
dissatisfaction, and our feelings and emotions. Based on that it
provides reports for the management of the hotel where improvements
are needed. That can boost retention of staff if proper actions are

>

taken”.

B3: “In the HR department, we utilise Al for monitoring employee
performance and career growth. By analysing satisfaction surveys Al
can provide a bigger picture, of who from employees are planning to
leave the company or identify personalised career planning. Also, from
my personal experience, Al helps to analyse employee engagement,
and motivation and sets reminders for the managers when employees
are ready for a new challenge in their career.”
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Table 10. Dimensions, Themes, Categories, and Data

Second-Order Themes and First-Order Categories Representative Data
Overarching dimension: Future perspectives on Al and emerging technologies

A. Knowledge and
application of AI for
immersive employees’
experiences in the
workplace

B. Al as a tool for digital
transformation of the
organisation

Al: “I'work as a Pastry Chef and as such we do not use Al in our
hotel. I am aware of it that it can be used successfully for creating
new recipes and adding new flavours to the dishes. That is
something that we need to develop in our hotel... that would be
great!”

A2: “In our hotel, we had Al training recently and I took part in it. I
think that knowledge of Al can help me to get a career promotion. As
a night manager, I am active at night and most activities can be done
during that time. Our management dedicated 1 hour per week to Al
training, so I can do it while on duty. The training was very
interesting, as it provided virtual training scenarios, where I had to
provide solutions to hospitality situations. That was an engaging and
immersive experience for me. I enjoyed it!”

A3: “I believe that our hotel is a champion in Al technology and
training. We have a lot of Al training on demand, and immersive
training simulation, especially with busy hospitality rotas to fit
around. Moreover, Al provides instant feedback to the employees’
surveys, we use gamification where employees can get badges for task
completion. I think it modern tech-savvy approach, where training
costs can be cut, as it is provided online at any time employees are
not busy during the service.”

B1: “We are facing another technological revolution nowadays. Al is
developing rapidly and impacting hospitality. In our hotel, we have
an Al concierge that provides information to our guests about all
services, provides personalised assistance, and can easily translate
information to any language for our guests from different countries.
Also, we have Al for price optimisation through Al algorithms,
analysing revenue, room pricing, and development of target
segments. Ultimately, Al ensures that our guests have seamless
experiences”.

B2: “I think that Al plays a vital role in transferring our hotel. We
have chatbots and virtual agents that enhance our customer
experience and provide a personal touch. At the bar we started to use
Al for creating cocktails for different occasions, we input data on
sales for example of the most popular cocktails and Al provides
solutions to what other festive cocktails will be popular this year by
using predictive analytics. Could you even think about it before?”

B3: “In my role as a cluster HR Manager, I implement the
application of Al in our hotels. I should say that it is a learning curve
for us, and it takes some time to understand the technology. Recently,
we started to use multiple faces of AI chatbots that deal with guests’
inquiries, smart room controls, and Al predictive analytics that
analyses guests’ preferences and provides individualised approach.
Interestingly, we started to use mobile apps for, Al license plate
registration that matches data on vehicles with guests staying in the
hotel. Finally, we use digital wallets like Apple Pay, and Google Pay
to speed up the transactions at reception or online”.
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1.2 Al in Restaurant Business: a Challenge for Science
and Practice in Serbia

| E U R __0 |
Aleksandar Bozi¢! | ORCiD: 0000-0002-3148-9684
Milo§ Zrni¢? | ORCiD: 0000-0003-3454-6573

The Hospitality & 1High School for Tourism, Serbia
Tourism Educators 2Academy of Applied Studies, Belgrade, The College of Hotel

Management

Abstract

The present research analyzes the current state of Al (artificial intelligence) in the restaurant sector in
Serbia. Google survey based on relevant key words (artificial intelligence, restaurant, gastronomy, and restaurant
business) estimate high level of presence technological companies offering solutions for restaurants. But, process
of Al implementation is relatively slow in Serbia, and the main aspect of Al use is substitution of human tasks by
Al. Survey of Serbian scientific database "Scindeks" shown scientific research of Al in the field of restaurant
business is far behind the developed countries. Screening the use of Al in Serbian restaurants based on polling of
48 managers indicate that Al application in Serbian restaurants is limited. In general, staff has low level of
knowledge and development of skills about Al, but they are ready to learn. Also, as consequence of that situation,
level of representation of Al in restaurant is low.
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Introduction

Innovations in the restaurant industry imply any changes, whether it is a complete novelty, a novelty taken over
from the competition or an improvement of already existing products and services (Su, 2011). Lee, Hallak, and
Sardeshmukh (2016) distinguish five possible areas of innovation (product, service, process, management and
marketing innovation). Unlike manufacturing activities, there are some specifics in the restaurant business.
Restaurant products are made of tangible (product in the classical sense) and intangible (service) components
(Shcherbak, 2016). Also, restaurant products are difficult to protect with patents and copyrights, but their
continuous introduction into restaurants provides a competitive advantage. Another characteristic of restaurant
services compared to industrial services (where machines are increasingly used) is the more significant
involvement of staff in the service process (Shcherbak, 2016). Also, for employees in restaurants, there is no
scheduled part of working time to deal with the development of innovations, so innovations are mostly the result
of teamwork realized during working hours as part of regular work activities (Albors-Garrigos, Barreto, Garcia-
Segovia, Martinez-Monz6, & Hervas-Oliver, 2013).

Innovations in the restaurant industry can be achieved by introducing: 1) culinary innovations (Lee et al.,
2016), 2) innovative equipment (Albors-Garrigos et al., 2013), 3) innovative services (Lee et al., 2016), 4)
innovative food preparation and serving techniques (Albors-Garrigos et al., 2013), 5) marketing innovations (Lee
et al., 2016), 6) innovative design and atmosphere (Ivkov, Blesi¢, Simat, Demirovi¢, Bozi¢, & Stefanovié¢, 2016),
7) innovative technologies (Shcherbak, 2016), 8) innovation in management (Lee et al., 2016; Shcherbak, 2016),
9) eco- innovation (Sharma, Chen, & Liu, 2020), etc.

26


https://www.emerald.com/insight/search?q=Tanmay%20Sharma
https://www.emerald.com/insight/search?q=Joseph%20Chen
https://www.emerald.com/insight/search?q=Wan%20Yu%20Liu

Artificial intelligence (Al) is a relatively new technology based on the simulation of human intelligence
operations by computer (Wang, Di Renzo, Stanczak, Wang, & Larsson, 2020). The application of this technology
helps people to achieve better business results, but its use requires new knowledge and skills (Ruel, & Njoku,
2021). It use require a detailed understanding of how to take advantage new opportunities and technologies in
order to perform required tasks in particular business (Davenport, & Ronanki, 2018). Many studies are focused
on investigation possible applications of Al in restaurant business considering the applicability and effects of Al
in business processes (Berezina, Ciftci, & Cobanoglu, 2019, Ivanov, Gretzel, Berezina, Sigala, & Webster, 2019,
Maier, & Edwards, 2020), while detailed empirical data are limited due to low adoption Al in practice (Ivanov et
al. 2019; Cain, Thomas, & Alonso, 2019). But, it can expect that increasing academic interest in Al in the restaurant
business (Berezina et al. 2019; Blocher, & Alt, 2021) will contribute to transfer of Al to practical activities.

Al can be applied in different industries and services like smart farming, food processing industry,
healthcare industry etc., including restaurant business (Blocher, & Alt, 2021, Indrajeet, Jyoti, Noor, & Shahnawaz,
2021, Lee, & Yoon, 2021, Li, Yin, Qiu, & Bai, 2021). For example, machine learning (ML) application is useable
for different aspects of restaurant business: ML in food delivery, Al-based customer feedback system, food vending
terminals and applications, Al-based online restaurant search engine, voice assistants, self-ordering kiosk system,
robotics for food industry and revenue predicting using ML (Indrajeet et al. 2021). Although Al technology is not
completely new, its application in restaurant business is recent phenomenon. But, the adoption of Al in restaurant
industry can lead to improvements in customer service processes and productivity growth (Berezina et al. 2019;
Blocher, & Alt, 2021, Daradkeh, Hassan, Palei, Helal, Mabrouk, Saleh, Salem, & Elshawarbi, 2023). Also, the
development of robots for restaurant business is attractive. That includes either virtual service robots (i.e. chatbots,
digital assistants) or physical robots (Murphy, Gretzel,, & Pesonen, 2019, Santiago, Borges-Tiago, & Tiago, 2024,
Spence, 2023).

In general, Al application in restaurant business was much more discussed by researchers from the US or
Asia than by researchers from the Europe (Blocher, & Alt, 2021). According to our knowledge, this topic almost
was not the subject of researchers from Serbia. Therefore, through this research we wish to obtain basic
information about Al application in restaurant business in Serbia and answer to research questions: What is current
situation with the use of Al in the restaurant industry in Serbia?

Methodology

This study consist of three parts: 1) general analysis of data about Al in restaurant sector based on search
relevant documents on Google; 2) analysis scientific papers subjected to Al in restaurant business; 3) screening
use of Al in Serbian restaurants.

General analysis of data about Al in restaurant sector was conducted using adapted methodology described
by Blocher & Alt (2021), who studied Al and robotics in the European restaurant sector. Therefore, first step was
data collection by search relevant documents on Google. For this aim several key words on Serbian were used:
artificial intelligence, restaurant, gastronomy, and restaurant business. Initial search using keywords artificial
intelligence and restaurant resulted in 308.000 documents. When word gastronomy was added number of
documents was reduced to 8.700. After that restaurant business as additional key word was added and number of
documents was reduced on 7.510. These documents can be mainly classified as newspaper articles,
announcements on informative internet portals, announcements on the websites of educational and scientific
institutions, announcements on the websites of companies. By reviewing the offered documents, those whose
content is relevant to the research objective were singled out. The final number of documents was 68. Based on
content of those documents we analyzed: 1) application fields of Al in Serbian restaurants; 2) which type of Al are
included in that applications; 3) response of costumers and service provider to the use of Al in restaurants.

Analysis scientific papers subjected to Al in restaurant business were realized based on review scientific papers
in scientific database Scindeks (information system that covers all scientific fields and contains all scientific papers
published in Serbia). Based on the keywords, artificial intelligence and restaurant not a single scientific paper was
found in the database. Search repeated only with keyword artificial intelligence and list a list of 98 scientific papers
was selected. Selected papers were studied to determine if any of their segments touch on the application of Al in
the restaurant industry.

Screening the use of Al in Serbian restaurants was realized based on analysis of 48 restaurants from 5
cities (Belgrade, Novi Sad, Kragujevac, Ni§, Zrenjanin). On the portal www.tripadvisor.com 20 best ranked
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restaurant from mentioned 5 cities were selected. E-mail given on this portal used to ask restaurant managers to
answer a short questionnaire, and link to a Google questionnaire was added. The survey conducted in January
2024. The instrument used in this study was designed on the basis of eight elements (items) describing use Al in
restaurants: 1) level of knowledge about Al between staff of restaurant; 2) level of representation of Al in restaurant;
3) development of staff skills for using Al; 4) willingness of staff to learn the new skills needed to use Al. The
questionnaire consisted of eight closed-ended Likert-type questions rating the items. All questions were measured
using a Likert scale of 1 (strongly disagree) to 5 (strongly agree). Total 48 managers from contacted restaurants
answered. Data analysis was done using the One-way ANOVA and t-test (using statistical package STATISTIKA
5.0).

Results interpretation

General analysis of data about Al in restaurant sector

Data obtained from documents selected for analysis indicate many opportunities for Al application in
restaurant business in Serbia. Al can be used in restaurants for ordering food using mobile applications or websites,
for the process of creating personalized offers, analyzing data about consumers in order to align business with
their requirements and needs. Several documents were shown that there are many solutions for application of Al
in high quality restaurants. Also, several technological companies offer solutions which support one or several
different activities in restaurant process of work. From 26 companies which offer Al solutions for restaurants 20
is focused on applications for reservations, food ordering and assisting waiters in tracking orders and billing. Data
obtained by Blocher, and Alt (2021) point to the wider application of Al in restaurant business in Europe including
application in front-of-house processes (reputation management, marketing, reservation, customer operations) and
in back-of-house processes (management of business and finance, supply chain management, food and beverage
preparation, human resources). Kreutzer, and Sirrenberg (2020) categorized Al applications to four application
fields: natural language processing (NLP), computer vision, (3) robotics, and (4) expert systems. According to data
from 68 documents found in a Google search, the current application in the Serbian restaurant industry can mostly
be characterized as natural language processing. The main aspect of Al use is substitution of human tasks by Al.
Namely, Al can substitute humans in different activities including food preparation and distribution, ordering
process dishes, online reservation, choice of menu, payment choices, ads etc. (Hanks, Line, & Mattila, 2016). In
Serbia, some restaurants use chatbots to inform users about the menu and ingredients of the dishes. Also, some
restaurants use virtual assistants who answer users' questions, make reservations, and recommend dishes that
match the user's requests. Although Al offers numerous benefits for restaurants, research shows that service users
do not have a favorable reaction to its implementation (Nozawa, Togawa, Velasco, & Motoki, 2022). Similar to
that, despite the various possibilities that Al offers for the improvement of restaurant business, process of Al
implementation is relatively slow in Serbia. The reason is the fact that the mentality of the population is such that
it is difficult to accept novelties. However, the implementation of new technologies is inevitable and can be
expected to grow in the future.

Scientific research of Al regarding restaurant business

Despite research of Al in all sectors including restaurant business is very actual and focus on many
different aspects in many parts of word (Berezina et al., 2019, Blocher, & Alt, 2021, Daradkeh et al., 2023, Li et
al., 2021), situation in Serbia is opposite. Based on survey of Serbian scientific database "Scindeks" it is evident
scientific research of Al in the field of restaurant business is far behind the developed parts of the world. Although
Serbian scientists in other fields of science are very active in Al research, only one paper was published in the field
of hospitality. This paper investigates digital skills in tourism and hospitality as precondition for Al implementation
in that sector (Lazi¢, Bradi¢ Martinovi¢, & Banovi¢, 2023).

Despite the fact, Al is increasingly used in the food and hospitality industry, its application in Serbian
restaurants is limited. Managers of Belgrade restaurants evaluated use of Al in restaurants. Based on their
responses, items were ranked according to importance (Table 1). According to the analysis of descriptive
parameters, items whose scalar averages (Mean) range from 1.86 to 3.64. On the list of four items, “Willingness
of staff to learn the new skills needed to use AI” occupies the first position with an average score of 3.64. Namely,
managers of restaurants consider that willingness of staff to learn the new skills needed to use Al is medium.
Slightly lower values of scalar averages were determined for the following items: “level of knowledge about Al
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between staff of restaurant” — 2.48; “Development of staff skills for using AI” —2.22. Item “Level of representation
of Al in restaurant” had value 1.86, indicating very low level of representation of Al in restaurants.

Table 1: Elements of AI use in Serbian restaurants

Position  Item Mean SD SE

1. Willingness of staff to learn the new skills needed to use Al 3.64 0.977 0.095
2. Level of knowledge about Al between staff of restaurant 2.48 1.122 0.062
3. Development of staff skills for using Al 2.22 1.131 0.074
4. Level of representation of Al in restaurant 1.86 0.956 0.066

Notes: 1=strongly disagree; 5= strongly agree; SD — standard deviation; SE — standard error
Source: Author’s research

Obtained results are in accordance with finding of Dani, Rawal, Bagchi, and Khan (2022) who estimate
that still many people are unaware of the potentials that Al posses. Although Ivanov, Kuyumdzhiev, and Webster
(2020) concluded that the stimulation effect of Al may motivate workers to improve skills so as to avoid being
replaced by the new technology, our results are less optimistic. But, taking into account that staff in sample
restaurant has relatively low level of knowledge and development of skills, which coincide with low level of
representation of Al in Serbian restaurants, it is necessary to stimulate staff education in field.

Implications for the advancement of hospitality research and practice

In accordance with need for more research on application Al technology in restaurant business this paper
analyzed the current situation in Serbia. Taking into account the fact this topic was not be subject of scientific
research, we expect that results of this paper will contribute to activation of scientists to direct investigation to this
area. The paper provided empirical evidence about availability offers of technological companies, but also are
summarized options of Al is available on Serbian market. Also, collected data should offer practical guidance for
decision makers in the restaurant sector.
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Abstract

Achieving a position of Digital Leadership requires a strong strategic response and cultural posture. Although
digitalisation and artificial intelligence is increasingly seen as an opportunity rather than a threat by the vast
majority of players in tourism and hospitality idustry, the digitalisation activities currently being observed by
numerous players are more of a reactive, operational and/or isolated nature than part of a dedicated and
integrated digitalisation strategy, with clearly defined goals and the aim of transforming a traditional tourism
offering into a digitalisation-capable and therefore sustainable business model. This paper aims to clarify how
tourism and hospitality organisations strategically respond to the challenges imposed by digitalisation and
artificial intelligence and to identify some tensions and challenges in the related strategic approach.
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Introduction

Digitalisation and artificial intelligence are reshaping the tourism and hospitality industry and increasingly
becoming the focus of tourism theory and practice (Gretzel et al. 2022; Egger 2022; Buhalis et al. 2019). However,
the majority of the tourism and hospitality industry companies have been attested a below-average level of
digitalisation or digital maturity by various studies over a long period of time (Deutsche Telekom 2022; Demary
and Goecke 2021; Ghandi et al. 2016, Strategy &PwC 2013). Many industry players seem to be in an early or
experimental stage of the digital era where there appear to be many possibilities, but very few truths and
regularities. Consequently, the fundamental questions and issues that both science and business practice deal with
in the context of digital transformation are the same today as they were in the past. An example of this is the
observation that, around thirty years after the commercial beginnings of the internet in 1991, basic digital hygiene
factors, such as online bookability and online visibility of companies, are still identified as crucial problem areas
of digitalisation in the tourism and hospitality industry (Online Birds 2023; BTE Tourismus- und Regionalberatung
2023). This and the fact that very few companies are "born digitals" has shifted the balance of power over the last
twenty years, as numerous changes in the industry structure and competitive landscape in various areas of tourism
and hospitality seem to underline (lower market entry barriers, increasing competitive rivalry, structural change,
risk of substitution, dis/re-intermediation, consumer power, market transparency, etc.) (Pencarelli 2020, Buhalis
et al. 2019). The strong dynamics of change are reflected in the emergence and development of numerous
companies that were not previously active in tourism and hospitality industry and have now - based on their purely
digital business approach - leapfrogged the analogue age of tourism and are challenging established providers at
various levels of competition and performance, as for instance Booking, Google or Airbnb in the hotel industry.
Currently, very few of the traditional providers of the tourism and hospitality industry have been able to
strategically counter the disruptive and digitalised business models; in fact, most companies still lack a future-
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oriented and systematic leadership approach to digitalisation that can be used to respond to the changing challenges
on the market and organisational side (Bauhuber et al. 2023, Ristova/Maglovski 2018).

Digital Leadership — What is your Strategy?

Digital Leadership generally refers to the management of organizational systems and stakeholders based on the
comprehensive application of digital technologies, aiming to achieve higher effectiveness and efficiency in the
internal and external activities of the company (Wirtz 2021). In literature, the concept of 'digital maturity' has
emerged as a means to assess the current status of a company's digitalisation efforts and to provide guidance for
future strategies and decisions. Following Chanias and Hess, digital maturity is defined as '...the status of a
company’s digital transformation' that describes '...what a company has already achieved with regard to
transformation efforts’ (Chanias/Hess 2016, p. 4). Various maturity models have been developed in both academia
and industry (Proff et al. 2021; Thordsen et al. 2020; Remane et al. 2017), which, with moderate variations and
depending on the level of abstraction, primarily focus on four dimensions: Strategy, leadership and corporate
culture, competencies and skills and organization.

In the past, tourism and hospitality companies have done a lot to become more efficient in what they do, they
have become bigger, faster, more productive, better, in other words, they have become more efficient in what they
do. As we all know, efficiency means doing things "right". This is the one art that companies and entrepreneurs
must master. However, in his Harvard classic "What is Strategy?", Michael Porter (1996) pointed out almost 25
years ago that operational excellence is by no means a strategy and cannot replace it ("operational effectiveness is
not strategy"). However, in the digital transformation process in many tourism and hospitality companies, the
technology perspective currently dominates the customer perspective and thus tactics dominate strategy, rather
than the other way round (Gardini 2021; Furr/Shipilov 2021), despite the well known dictum of digital
transformation management that "strategy, not technology, drives digital transformation.”" (Kane et al. 2015). That
this is obviously not a recipe for success and that the majority of all digital transformation initiatives do not
accomplish their desired objectives has been repeatedly emphasised by various studies across a wide range of
industries for many years (Davenport and Westerman 2018; Martin 2018; Piccoli 2008). In 2019, for example, US
companies invested an estimated USD 1.3 trillion in digital transformation initiatives, of which an estimated USD
900 billion was wasted due to a lack of anticipation and an over-reliance on technology (Tabrizi et al. 2019).

It appears that the technological and operational agenda continues to overshadow the much more important
strategic question of what long-term added value digitalisation can create for companies and customers and where,
and whether the potential for digital change is so massive and fundamental that it fundamentally challenges the
way companies function in their respective economic structures. In this context, Porter was fast to point out that
the view of digital technology and the economic evaluation of the strategic relevance of internet-based
technologies should be characterised by a clear analysis of the strategic added value that digital opportunities are
able to deliver to companies and organisations: "...see the Internet for what it is: an enabling technology - a
powerful set of tools that can be used wisely or unwisely, in almost any industry and as part of almost any strategy.
We need to ask fundamental questions: Who will capture the economic benefits the Internet creates? Will all the
value end up going to customers, or will companies be able to reap a share of it? What will be the Internet's impact
on industry structure? Will it expand or shrink the pool of profits? And what will be its impact on strategy? Will
the Internet bolster or erode the ability of companies to gain sustainable advantage over competitors?"” (Porter
2001, p.64). Even though the COVID-19 pandemic has recently led to a change in awareness and a digitalisation
push in the tourism and hospitality industry, the strategic and cultural dimension of digital transformation is still
underestimated by large parts of the industry: "The survival of traditional enterprises is seriously threatened by
the new playbook rules established by digitalisation. Consequently, these business entities are called to innovate
and re-think the business model they have been using thus far to create value for tourists and to achieve satisfactory
performance levels.” (Pencarelli 2020, p.467).

And so the other art that distinguishes good from less good companies is effectiveness, i.e. the ability of
companies and entrepreneurs to do the "right thing"! But what is the right thing to do for your own company
naturally always depends on the context and the goals you set yourself and is therefore inevitably the most essential
and fundamental question that an entrepreneur or a company must answer for itself. Consequently, a strategic
answer is also needed in the digital age, but tourism and hospitality companies often find it difficult to develop a
clear and stringent understanding of what they do and what they do not want to do. Accordingly, an overemphasis
on, as well as a lack of integration of, operational-tactical elements of corporate management can currently be
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observed in numerous companies across many tourism sectors and industries, while the strategic and coordinative
requirements of management are often neglected:"”...these firms appear to be too busy 'running the business' to
strategically manage it." (Rodwell/Shadur 2007, p. 53). The traditionally strong product and sales orientation of
many players in the tourism and hospitality industry makes this approach even more difficult in many companies
(Gardini 2017).

Successful companies have mastered both disciplines, as both the efficiency and effectiveness of a company
are essential in order to achieve superior corporate and marketing performance. The conflict between operational
and strategic orientation and the tension between the need to coordinate and integrate analogue and digital
corporate activities affects the various areas of a company. Accordingly, a return to a clear market- and customer-
centered focus is required here (mission/purpose), as well as the consistent and stringent alignment of corporate
activities on the basis of company-specific and long-term developed resources. These capabilities and resources
ideally cannot be imitated by competitors (non-imitability), are integrated into the company in such a way that
they only realise their full value there (company specificity), cannot be replaced by a competitor's resource
substitutes that have a similar performance potential (non-substitutability), have a value-creating character on the
market, which is reflected by an additional benefit perceived by the customer (ability to create value on the market)
(Frehse 2006; Porter 1999).

The changed competitive conditions in numerous market and customer segments in the tourism and hospitality
industry as a result of digitalisation open up new strategic options for service providers in dealing with their
customers on their way to becoming a smart or digital tourism and hospitality company in the field of tension
between the interaction between artificial and natural intelligence (Haux et al. 2021) as well as the analogisation
and digitalisation of entreprencurial actions (Bichler et al. 2019) and the associated strategic behaviours of
standardisation and/or individualisation, mechanisation and/or humanisation and externalisation and/or
internalisation (Gardini 2022). For example, the dimensions of analogisation and digitalisation can be used to
create a portfolio that can be used to identify four general directions that can serve as a guide through the 'tech'
and 'touch' dimensions of tourism and hospitality in the digital age (Fig. 2.1):

o [ntegrative strategy (high-touch and high-tech)

The technological possibilities offered by digitalisation and Al are used to provide customers with highly
individualised, intensive and unique customer experiences, with the aim of creating an "intelligent" environment
that enables a targeted, interpersonal and relationship-oriented customer experience between the customer and the
company by making maximum use of the given technological potential.

o Human-centered strategy (high-touch)

As a result of increasing digitalisation and mechanisation, a counter-trend of analogisation is emerging
("...need/desire to escape from technology" (Gretzel et al. 2015, p. 185)). Accordingly, the high-touch approach
places people and not technology at the centre. The aim is to create a "social" environment that enables an intensive,
interpersonal and high-quality relationship between customer and company by providing authentic real life
experiences, social contacts, collaboration, time sovereignty, deceleration, a change from everyday digital life and
much more.

o Technology-centered strategy (high-tech)

Digitalisation, mechanisation and automation are the drivers of the business model here. Accordingly, the high-
tech approach places technology, rather than people, at the centre. The aim is to create a "technical" environment
by maximising technological potential and the unique functionality of digital applications, which enables
individual, technologically charged customer experiences.

o (Cost-centered strategy (low-tech and low-touch)

The focus of this approach is not on maximising technological potential, but on optimising it. The aim is to
create a "rational" environment and, through standardisation, rationalisation, automation, externalisation and more,
to drive the substitution of the production factor "human" forward and thus generate costs, price advantages and
efficiency gains from both a company and customer perspective.
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FIGURE 1 Analogisation and digitalisation als competitive dimensions in the tourism industry
(Gardini, 2022, p.453)
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The balancing act between old and new as a strategic challenge

At this point, each tourism and hospitality company needs to initiate and develop its own specific digital
transformation process based on the company's history, identity and prevailing strategic ideas. The key question
that tourism and hospitality companies and organisations need to address at this point is whether this process
should be evolutionary or disruptive and revolutionary. This question is not fundamentally new or solely due to
digitalisation, as the balancing act between old and new business areas, between existing and innovative business,
between efficiency and effectiveness is a well-known challenge in strategic management. In this context, the
concept of organisational ambidexterity (Raisch et al. 2009; O'Reilly 2004) is often used in the literature to
illustrate the challenges of digital transformation processes in companies. Organisational ambidexterity refers to
the specific strategic ability of a company to manage its business model efficiently and in a future-oriented manner
at the same time. Hence, from a strategic perspective, companies and organisations must be able to expand their
core business with maximum efficiency (exploitation) and at the same time have the ability to actively develop
innovations and new business models (exploration) in order to remain competitive in a disruptive, digital world
(Kollmann 2020, Raisch et al. 2009). In the strategic development process, however, it is important to note that
the digitalisation and digital transformation of a tourism and hospitality company does not necessarily have to be
disruptive and radical. It is important to bear in mind that sustainable business models and concepts can often be
realised through intelligent adaptation rather than radical reinvention. Digitalisation in tourism and hospitality is
not always about reflexively replacing material or physical elements of service design with digital ones, but rather
about striking the right balance. Furthermore, the digital transformation of companies is not always necessarily
about a radical change in strategy, but rather about the question of whether and how new digital technologies can
be used to transform familiar rather than new customer needs and wishes into satisfying or inspiring customer
experiences and customer experiences. (Furr/Shipilov 2021)
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The starting point for such strategic development processes is challenging, if not problematic, for many tourism
and hospitality companies. Large segments of the tourism sector, such as hospitality, gastronomy, and
leisure/cultural businesses, are traditionally considered industries with a weak technological (digital) affinity. This
is attributed to the low digital maturity and productivity levels of many stakeholders in these sectors, stemming
from a critical and destructive attitude toward new information and communication technologies (O’Connor 2021;
Sigala 2014). This mindset derives from a mental model that views digitalisation and hospitality as opposing
constructs. In this perspective, digitalisation is not only seen as contradicting the self-image of hoteliers or
restaurateurs as hosts but also as a threat to the identity of an industry that primarily defines itself as a "people
business". The traditionally lived industry or company identity, coupled with other identity-forming structural
components in tourism and hospitality, such as small and medium-sized structures and the dominance of owner-
or family-run businesses, is being questioned by digitalisation. This has led to an identity crisis among many
industry players, fearing a corresponding loss of identity internally and externally in their businesses (Gardini
2022).

Another issue to be considered is, that despite a growing openness and willingness to change towards new
digital technologies and methods in tourism and hospitality, particularly in the development of digital-based
business models and digital distribution, many businesses currently feel inadequately prepared for the digital future
(Thomas 2024; Carlisle et al. 2021; Laesser 2021) or fall behind their own expectations (Gardini/Sommer 2023;
Borkmann 2020). Furthermore, the digital research and innovation landscape, technology diffusion, and the
knowledge level of employees in the tourism and hospitality sector still show very low values compared to other
industries (Demary/Goecke 2021; Hotelhero 2020). Digitalisation hits the tourism and hospitality industry at two
of its weakest points, highlighting a longstanding need for systematic innovation management and professional
human resource management. Employees in recent years not only face a continuous image crisis in the industry
but also find that leadership culture and principles in much of the tourism and hospitality sector strongly contradict
the requirements of digital transformation processes and the characteristics of a digital mindset. Leadership styles
are often perceived as conservative, patriarchal, authoritarian, hierarchy-focused, and less employee-oriented
(Francis/Baum 2018; Gardini 2016; Kusluvan et al. 2010). Holding onto outdated corporate cultures, a lack of risk
readiness, and rigid forms of organizational structure are particularly critical given the expectations of Generations
Y and Z, who anticipate not just a digital mindset from their future employers but also seek different lifestyles and
work approaches compared to their predecessors.

If one assumes that digitalisation is a central element of corporate strategy and transforms a company at all
levels, both academia and practice are in agreement (Kollmann 2020; Gnamm et al. 2018): "Digitalisation is a top
management issue" when it comes to the digitalisation and the relevance of the digital for the success or failure of
a company. Successful leaders in tourism and hospitality, whether individuals, companies, or institutions, generally
have a quite precise idea of what they want or do not want, and what they are willing to do for it. From a leadership
perspective, a normative approach is necessary for every tourism and hospitality company, emphasizing the
philosophical and cultural dimension of digital transformation processes and initiating a development process with
a focus on the specific identity of a destination, hotel or restaurant (Goran et al. 2017). The ultimate goal is an
unequivocal market-oriented and customer-centric understanding of the organization, transcending digital or
analog identity struggles (Gardini 2021).

Conclusion

It can still be asserted for the tourism and hospitality industry as a whole that the strategic and cultural
dimension of digital transformation is still underestimated by many stakeholders. Leadership in times of digital
transformation however, demands, in addition to a strategic approach, nothing less than a strong intellectual and
cultural adaptation, especially requiring openness, flexibility, and engagement from all stakeholders involved. The
use of technology should always be a means to an end, with a clear focus on creating substantial customer value
and ensuring the competitiveness and future viability of the company. While traditional players show a certain
openness and willingness to embrace new digital technologies and work methods, it must be acknowledged that
the economic and digital reality is still moving significantly faster than the psychology and mindset of those
involved in this process. A significant future challenge for many tourism and hospitality companies is, therefore,
to develop a comprehensive understanding of digital and analog management throughout the entire organization,
going beyond individual activities, instruments, and analysis methods. This is crucial to transition from being
driven by technological developments to being the driver of company-specific digitalisation activities and thus
creating the conditions to continue thriving in competition.
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Abstract

It is imperative that hospitality and tourism students understand the importance of sustainable initiatives in the
industry. This paper focuses on an applied project at a Swiss higher education institution undertaken by 4"
semester undergraduates in collaboration with a specific innovative hotel chain to imagine out-of-the-box
awareness-raising campaigns to save water in some of its properties. This paper reflects on the way project design
and teaching practice were implemented and considers feedback from the faculty and students involved. Authentic
projects are shown to be valuable for all parties, particularly if undertaken with a solid well-paced andragogical
framework. However, climate-change fatigue might be impacting on students’ motivation and willingness to
engage with real-world sustainability projects leading to a need for educators and their industry partners to
implement creative solutions to enthuse their students in the future.
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Introduction

Sustainability is relevant to all students, as is evidenced by the Advance HE (n.d.) which provides practice
guides for including sustainable development as a strategic priority in education. Google scholar reflects this
popularity with, as of 4™ October 2024, over 6 million entries for “sustainability + education” and more than 4
million entries when the term “hospitality” is added. It is evident therefore that the hospitality education sector
needs to prepare its students for what Hussain et al. (2023) describe as an industry which will have a greater focus
on sustainability in the future. Writing a year or so ago, Munjal and Sharma (2023), could not have expressed the
situation more clearly when they stated, “There is an urgent need for hospitality education in the higher education
sector to give space and focus to sustainability practices in their curriculum and ensure that the content is embedded
and delivered in a contemporary way” (p. 322). One means of enabling students to engage with such practices is
to collaborate with the industry. This paper describes how such a collaborative project was undertaken in an
international higher hospitality education institution in conjunction with, and at the behest of, a pioneering hotel
company to find an innovative solution to an intractable problem: How to raise awareness about water scarcity in
staff and or guests of a hotel chain in Spain. This case study explores the undergraduate hospitality students’ and
their faculty’s perspective on the usefulness and value of this joint project as part of an undergraduate degree
program.

Reviewing the literature on project-based learning for sustainability studies in
higher hospitality education

The concept of developing students’ abilities by engaging them in meaningful, real world issues through
experiential learning compared to them learning through memorization is far from new. Indeed, in 450BC
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Confucius is famously quoted as saying, “I hear and I forget, I see and [ remember, I do and I understand.” Rather
more recently, these ideas have been developed by educational psychologists such as Dewey (1938), Kolb (1984)
and Rogers and Freiburg (1994) and gained much traction throughout educational levels. A common means of
integrating experiential learning is through project based-learning (PBL) with research demonstrating its varied
use at university-level: in language classes in tourism and hospitality (Hanak, 2021), in writing classes (Mantra et
al., 2023), to teach a service quality model (Shatzkin et al., 2022), and statistics (Elder, 2023) and at post-graduate
level in MBA classrooms (Cummings & Yur-Austin, 2022). The definition of PBL used in this work is that of
Wiek et al. (2014): “Project-Based Learning models focus on developing case-specific problem understanding to
create feasible solution options” in contrast to problem-based learning which they define as being “centred on
complex problems,” leading to “hypotheses building and testing to develop a deeper understanding of ... problems”
(p- 434). Examining the overlap between project- and problem-based learning, Brundiers and Wiek (2013)
established a commonality between the two, notably, in which students are, amongst others, engaged in real-world
tasks, work in small groups, have a teacher as facilitator and are exposed to formative evaluations.

In order to ensure that “gold standard PBL” is facilitated well by placing student learning through problem
solving at the heart of the endeavor, several design elements are required: sustained inquiry, authenticity, student
voice and choice, reflection, critique and revision, public product and a challenging problem or question (Buck
Institute for Education, 2015, 2019a) as shown in.

Figure 1.

Figure 1 Design elements and teaching practices of gold standard PBL

Gold Standard PBL Gold Standard PBL
Seven Essential Project Seven Project Based
Design Elements Teaching Practices
® *
ﬁ £
9 \a/
Design
LEARNING & Plan

* Key Knowledge

+ Kay Knowledge

* Understanding Understandil
s Understanding

* Success Skills

= Success Skills

Engage
& Coach
Scaffold
Student
Learning

Critique
& Revision

Assass

Student Learning

(Buck Institute for Education, 2019b, 2019a)

Specifically in the higher hospitality education context, Molintas et al. (2023) explain that for collaborative
learning to take place, effective working in teams needs to be explicitly taught and scaffolded, not expected, the
task needs to be challenging, complex and difficult to complete alone, grading requires “careful deliberation” (p.
297) and groups should be carefully and heterogeneously crafted rather than randomly assigned. Although the
Buck Institute for Education requirements are more detailed, Molintas et al.’s (2023) work is notable in that it
specifically focuses on using collaborative learning in the context of higher hospitality education institutions on
the theme of sustainability. This topic has grown in importance in higher education in recent years with PBL being
used as a teaching method, particularly in engineering education (Bolstad et al., 2023). Cities, businesses and other
organizations have worked hand-in-hand with educational institutions to provide PBL to higher education students
(Wiek et al., 2014). Such projects have enabled students to have a “positive impact on the world” (Rowe, 2007, p.
324) demonstrating the value of PBL in sustainability education (Wiek et al., 2014). However, while it can be
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challenging to build trustworthy relationships with relevant industrial bodies (Whitmer et al., 2010), these are
encouraged (HQPBL.org, 2018) so that students can focus on specific cases from which to create feasible solutions
(Wiek et al., 2014). Such engagement “Enables students to master academic content and skills, develop skills
necessary for future success, and build the personal agency needed to tackle life’s and the world’s challenges”
(HQPBL.org, 2018). In order for PBL to be successful, students need to be motivated to engage in and complete
the project. A recent paper by Wijnia et al., (2024) breaks down student motivation into three themes: “Can I do
it,” “Do I want to do it,” and “Why am [ doing it?”, as can be seen in Figure 2 below. They demonstrate that PBL
increases student motivation across these constructs but its impact specifically on motivation for sustainability
projects has yet to be explored.

Figure 2 Overview of motivation constructs
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Having established the value of project-based learning in sustainable studies in higher hospitality education
and identified best practice elements of design and teaching, the next section will describe the project which is the
focus of this case study.

Building bridges — the project

As part of the bachelor’s degree offered at the context Swiss international higher hospitality education
institution, students in their 4" semester undertake a 6-ECTS credit integrated project course. The first six weeks
of this course involve an introduction to research while the second nine weeks comprise a group project which is
the focus of this paper. The project was instigated by an external body, in this case, a hotel chain with a strong
sustainable ethic which approached the context institution with a project to raise awareness in guests and / or staff
of water scarcity, a serious issue in Spain where the chain is based. All students received the same overarching
project: using innovative ideas, create or increase awareness in staff and or guests of the hotel (one particular
property or the whole chain) about water scarcity. The two relevant learning outcomes for this project which can
be found on the course syllabus indicate that at the end of the course, the student should be able to formulate an
appropriate research project to address a specific business case and propose a feasible response to a specific
business case based on research findings. The students were allocated 24 hours of class time to undertake this
project in three to four person groups of their choosing. The author taught one of the two classes (groups 1-6) in
the cohort.
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Cohort breakdown
The cohort consisted of 32 students spread among 11 groups with the demographic breakdown indicated in
Table 1 below.

Table 1 Demographics of the 11 groups

Group 1 | male Pakistan

female | Mexico Group 7 male Hong Kong
male | South Africa female | Myanmar
Group 2 | female | China female | Japan

male China Group 8 female | United States
female | Switzerland

female | United Kingdom - -
Group 3 | female | Vietnam male | Saudi Arabia

female | Vietnam male | India
male China Group 9 | male Philippines

United States male Republic of Korea
female | Vietnam

Group 10 | female | United Kingdom
female | Thailand

Group 4 | female
female | Tanzania
female | Norway

Group 5 | male Switzerland !
male Saudi Arabia male Switzerland
male Italy male India
female | India Group 11 | male France

Group 6 | male | United States male | France .
male United States female | The Democratic
male | United States Republic of Congo

Presentation of the assessment to the students

Initially, the company presented itself and the project directly to the students via video link. The task was
deliberately open enough to allow for creative ideas under an “innovative awareness raising” concept but
sufficiently structured to provide guidance and a certain degree of systematisation for assessment purposes. Notes
were taken on the classroom whiteboard by the teacher as the company presented the project, and a photograph of
these notes was later shared on the class’s learning management system to enable subsequent reference to the
initial shared concept. It was made clear to the students that there were two “customers” of this work who were
looking for different but complimentary outcomes: the company looking for engagingly presented innovative
solutions and the teachers with their academic requirements laid out in the rubrics. The faculty involved drew up
an assessment schedule for the students as shown in Table 2 below and a week-by-week plan of suggested action
as shown in Table 3 below. After two weeks of study, students were required to complete an initial literature review
on which their peers provided structured feedback. This was a formative assessment, so students were graded for
task completion rather than on the quality of work submitted. A short presentation two-weeks later enabled each
group to present its progress to date, its planned future tasks, as well as a reflection on teamwork efficiency. The
final assessments were due at the end of the course. They consisted of a two-part written component: an executive
summary for the company and a more comprehensive academic report for the faculty, as well as a group
presentation attended by the company’s representative via video link. A peer review was included in the assessment
which enabled grades to be reduced if students were evaluated consistently negatively by their peers.
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Table 2 Assessment breakdown

What When Weighting
Submission and review of Midnight Wednesday and 10%
others’ literature reviews midnight Sunday
Week 10
This will be done through Moodle and by email.
5-minute presentation — where | Week 12 10%
you are up to now and what is
left to do

You have 5 minutes to tell your classmates and faculty what you have done so far, what has gone
well, what needs working on and what you have left to do.

Executive summary | Week 16 | 10%

One-page executive summary for the company summarizing the project, solutions, conclusions, and

possibly recommendations must be submitted.

Here is a suggested framework:

¢ Introduction: states the document’s purpose, the content to follow and then the rationale behind it.
It should grab and hold the reader’s attention.

e Presenters’ information: introduce the team presenting or responsible for the findings.

o Development of solutions: Explanation and justification of how solutions were arrived at.

e Solutions: Solutions that are logical and well presented.

e Conclusion: recap your solutions, possibly make recommendations.

¢ Close the executive summary with a strong statement that sets up the theme or central message to
the story you tell in the presentation.

Final report | Week 16 | 40%

The report must be submitted using the template provided, in MS Word format, and be 2,000 words
(+/- 10%).

Presentation | Week 16 | 30%

You will have 10 minutes to present the solutions to the company and the faculty (questions from the
audience are not included). The use of PowerPoint and/or handouts is not mandatory but highly
encouraged.

You will be evaluated on the quality of the presentation. Every group member must speak. We
recommend you try to find an interesting and stimulating way to present your project - points will be
awarded for creativity.

Each team member must complete the peer assessment, available on Moodle. This evaluation can
negatively affect the individual grade by up to 10%.

A week-by-week breakdown (see Table 3) of activities was shared with the students to enable them to pace

themselves and manage their time.

Table 3 Week-by-week breakdown of tasks

Week 7 Presentation to all students by the hotel

Week 8 Group formation, task clarification, drawing up of ground rules

Week 9 Group work, literature review

Week 10 Submission of literature review, review of others’ work

Week 11 Working on ideas for the campaign. Prepare the mini-presentation

Week 12 Mini-presentation showing current progress

Week 13 Continue collecting ideas

Week 14 Prepare presentation, write executive summary, work on final report

Week 15 Practice presentation in front of peers

Week 16 Presentation to the hotel, submission of executive summary, final report and peer evaluation
Results
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All groups submitted the work required of them to varying standards. Students demonstrated some creativity
in their presentations and reports, with one group using generative Al to produce artwork. Suggestions for
awareness-raising included a water-consumption counter in the lobby linked to a rewards system for guests, a
water-consumption-reduction competition per department across the hotels in the chain with a reward for the
winning department, a rewards system for guests linked to partnering local green companies, using digital
technologies such as the Internet of Things linked to an app to encourage water saving behaviors in customers, an
encouragement of the use of grey water in addition to rewarding the use of showers instead of the bathtubs, and,
finally, a rewards system informed by smart meters in the hotel enabling guests to further engage with the hotel
chain.

In their presentations to the hotel representative, all students behaved with the expected high level of
professionalism.

Student feedback indicated a divided response to the project. While there were no comments on the groups’
composition and the course was described as “great,” “perfect” and also “fun and different,” other students’
feedback thought the course was “boring”, “childish” and “repetitive.” Not all students appreciated the topic: “I
don't feel very much inspired by the project ... I don't feel the need of it, even though raising awareness on water
saving is necessary worldwide,” or its location despite its evident real-life relevance, but they appreciated a
structured approach and being able to address their concerns to a real industry expert: “We got the opportunity to
actually be able to talk personally with someone from the hotel if we had any concerns or doubts.” Students having
the agency to choose the topic and location of future projects was raised as a suggested improvement.

Faculty reflection echoes one of the student’s comments: “I believe doing multiple deadlines throughout the
semester so that the work load at the end of the semester is decreased could be useful. This also strips people from
doing it last second, myself included.” While there were deadlines in the first month, during the subsequent month,
students had time either to work on their project in a timely fashion or, as this student and the author noted in other
groups, procrastinate. As a result, the teacher could not provide the input she expected to on the literature review,
the ideation stage regarding the awareness-raising campaign or the structure and content of the report.

Discussion and recommendations

The lack of commentary in the feedback on other group members’ contributions indicates that allowing students
to choose their own colleagues leads to a harmonious working experience. Whether more learning would have
been achieved if students had been carefully allocated to create more heterogenous and potentially less
harmonious groups as suggested by Molintas et al. (2023) is a possibility. Reflecting on the design elements of a
successful project-based learning task as recommended by the Buck Institute for Education (2015, 2019), the case
study under investigation required sustained inquiry through the engagement necessary to achieve the task.
Students had to undertake a review of the literature in their chosen domain and then reflect on a potential,
innovative, awareness-raising campaign. The project was, through its partnership with an existing and motivated
company, authentic, as demonstrated to the students by the repeated intervention of the person of reference who
demonstrated a keen interest in the students’ work. It might however have been lacking the “personal authenticity”,
or speaking to students’ concerns discussed by the Buck Institute for Education. The “younger generation” have a
heightened awareness of sustainability (Canova & Paladino, 2023) but in this study, this supposed awareness did
not translate into a systematic interest in the subject. Although it was later dropped from the list of design elements,
student voice and choice was included in the earlier (Buck Institute for Education, 2015) version. While the
company and overarching guidance was the same for all groups, students were able to choose their own audience
for their water-scarcity awareness-raising campaign (to staff and or guests) as well as its implementation. The
ability to critique and revise was integral to the beginning of the project when the groups’ literature reviews were
reviewed by peers as a formative, yet graded, assessment. In addition, teacher oversight of the ongoing written
work was provided during class time and the notion of re-writing was repeatedly referred to in class. By presenting
their work and submitting an executive summary to the company, the students’ work was public while the nature
of the project itself, in that a simple solution to the problem of awareness-raising of water scarcity has yet to be
found in the industry, demonstrated the project’s challenging nature. Student feedback indicated however that not
all students grasped the inherent difficulty of the task.

The second layer of the Buck Institute of Education’s (2015, 2019) guidance concerns the teaching practices
required for high-quality project-based learning. The first of these relates to aligning the work to standards.
Rubrics were provided to students for all of the assessed work (so not for the formative submission of the literature
review) to ensure students were aware of the standard required. The assignment in its entirety was reviewed
through the institution’s internal verification process to ensure it adhered to the requirements of the semester-4
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curriculum and led the students to successful completion of the learning outcomes. Regarding building the
appropriate culture, class time and faculty interaction fostered the promotion of “Student independence and
growth, open-ended inquiry [and] team spirit” (Buck Institute for Education, 2019b) while faculty feedback
provided a focus on the qualitative element of the submitted work. Faculty interaction with the students who then
worked together inside and outside the classroom provided an environment which scaffolded student learning
while the structured scheme of work ensured activities were managed in a timely fashion. However, time
management was problematic as mentioned above. Assessment of student learning was on-going, through lower-,
formative, and later higher-stakes, summative work, with the topic, tasks and scheme of work structured to engage
the students in a real-world project.

Using Buck Institute for Education’s (2015, 2019b) guidance, this flexible yet structured sustainability-focused
project should have provided valuable project-based learning for the students undertaking it. Feedback from the
hotel indicated satisfaction with some of the groups’ work and some of the student feedback demonstrated the
benefits of such a study. However, surprisingly, student feedback indicated neither the topic, raising awareness of
water scarcity in staff and or guests, nor the company, a particularly socially-aware hotel company, engendered
the level of student enthusiasm faculty had expected. Engaging current students with sustainable practices and
thinking is indeed challenging, despite their generation’s supposed interest in the topic. “Sustainability fatigue”
(Costa, 2020), “climate fatigue” (Kerr, 2009) and even “apocalypse fatigue” (Suttie, 2018) are terms which reflect
feeling helpless and overwhelmed regarding one’s individual agency toward the climate crisis. Referring back to
Wijnia et al.’s (2024) motivational constructs, it can be considered from this feedback that the “value” and
“reasons”, more specifically the importance as well as the intrinsic and extrinsic reasons for the project, had been
inadequately communicated by the faculty and poorly internalized by the students. Such findings require
hospitality educators to reflect carefully about how they can frame sustainability projects, even well-conceived
ones such as this case study, to engage and motivate students, inspiring them to engage rather than foster a more
passive attitude in the face of such enormous potential existential challenges. Projects need to be paced to
encourage students’ focus and productivity throughout the course, not merely towards the end, but this must be
balanced with constraints linked to an excessive assessment burden on both students and faculty.

Conclusion

Well-conceived project-based learning assessments with their inherent involvement with the real world have
potential for engaging higher education hospitality students in topics related to sustainability. Providing authentic
learning in a well-structured learning environment and involving learners in solving existing problems for real
entities such as hotel companies should, theoretically, enable students to learn independently and deepen their
knowledge of, and engagement with, sustainability issues. However, this study shows that sustainability is not a
topic which all students find inspiring and motivating, leading to the question of whether the current undergraduate
student body is feeling climate fatigue and challenging faculty to think creatively on the ways they can provide
the new generation of learners with projects which build impactful bridges between practitioners and academia in
the realm of sustainability education. Higher education providers should privilege partnerships with the industry
but all actors need to be mindful of current young people’s sensitivity to the issue of climate change and ensure
that students appreciate the value of and the reasons for collaborative projects in the field of sustainability.
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Abstract

Regenerative hospitality sees accommodations as interventions that make the capacities of places, communities
and their guests grow; regenerative leaders abandoned a mechanistic vision of the reality to focus on a living
systems ecological worldview; regenerative businesses foster net-positive impact on natural and social
ecosystems, and they foster transformative experience creation. This research presents the preliminary results of
a regenerative hospitality study in two Lebanese Biosphere Reserves triangulating descriptive survey, social
networking analysis and semi-structured interviews. Results show the characteristics of Lebanese regenerative
hospitality and shed lights on the importance of the regenerative mind shift, the guest perception of authenticity
in regenerative hospitality and the key characteristic of Lebanese regenerative hospitality landscape.
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Introduction

The discourse on sustainability in the hospitality industry has evolved beyond merely mitigating impacts to
encompass a more ambitious aim: achieving regenerative goals toward a net positive impact on society and the
environment with a clear impact on the host-guest relationship (Inversini et al., 2023). In fact, initially,
sustainability was perceived as a desirable add-on, but it has now become a non-negotiable starting point for the
industry. However, the concept of sustainability alone is no longer sufficient in the face of escalating ecological
and social challenges. This has led to the emergence of the net positive (Polman & Winston, 2022) and regenerative
approaches (Bellato & Cheer, 2021), which go beyond sustainability by aiming to leave the planet and its
inhabitants in a better state than before.

Net positive, as defined by Polman and Winston (2022), occurs when a business's positive impacts outweigh
its negative ones. This involves shrinking the ecological footprint while simultaneously increasing the social and
environmental handprints of a business. The shift towards a net positive approach requires hospitality businesses
to move beyond mere sustainability credentials and focus on the scale and ambition of their restorative and
regenerative practices. The peculiarity of hospitality is that this ecosystem approach can have an impact also on
the relationships between host and guest, with a special focus on transformative experience creation (Inversini et
al., 2023).

Corporate responsibility, a key component of the sustainability paradigm, has evolved over decades through
concepts such as the Triple Bottom Line, Corporate Social Responsibility, Creating Shared Value, and
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Environmental, Social, and Governance approaches (e.g. Legrand et al., 2022). The regenerative approach
represents the latest stage in this evolution, aiming not only to minimize harm but to actively contribute to the
betterment of society and the environment. It is here important to note that the regenerative approach is not a ‘new
sustainability standard’: on the contrary it is a responsible business orientation deeply rooted into the sustainability
literature and practices (Inversini, 2023).

Review of The Literature

There is an increasing fatigue towards the adoption of sustainability standards: this is because current standards
and methodologies are struggling to solve the growing negative impacts of human and business activities on
society and environment (Hahn & Tampe, 2021). In the hospitality field, the adoption of corporate sustainability
practices has proven to be even more difficult due to the fragmented nature of the industry (with independent
small players) and the actual scope and horizon of current sustainability practices (e.g. Legrand et al., 2022).
Small hotel owners are in fact struggling with the sustainability standards and reports as they could find little
value in those tools which have been designed for larger corporations (Derchi and Inversini, 2021).

Thus, there is a widespread call for new approaches and methodologies to support the everchanging competitive
needs of hospitality businesses in conjunction with the concept of sustainability and more broadly with
responsibility (Inversini et al., 2023). These should be designed for the size and scope of hospitality SMEs: most
of the time hospitality businesses are deeply engaging both the natural and social ecosystems around them and -
of course — with their customers in a deep and meaningful way. Therefore, sustainability and responsibility
approaches for hospitality should be in line with preservation and, hopefully, regeneration of natural
environment and community fabric around the hospitality businesses (Bellato & Cheer, 2021) and cater for
relevant and possibly transformative experiences for customers (i.e. the relational ecosystem within the hotel). In
other words, there is the need for a bottom-up approach to sustainability and responsibility that bypasses
meaningless standardization and compartmentalized interventions (Reed, 2007) designed for large corporations
which struggle to make sense for independent hospitality businesses.

The regenerative approach is a systemic approach has been rising to prominence in recent years (Hahn & Tampe,
2021) and stems from an ecological and living systems worldview where the goal is to promote the conditions
for all life to renew and restore (Reed, 2007) fostering a net-positive mentality towards the destination (Hahn &
Tampe, 2021). In contrast to sustainability, the regenerative approach can be considered as going beyond the
commercial logic (Hahn & Tampe, 2021) towards actively serving the ecosystems around the hospitality
business. Regenerative development paradigm in wider travel sector promotes innovations by embedding
tourism practices within local communities and ecological processes that elevate human and non-human
wellbeing (Bellato & Cheer, 2021). Tourism can be in fact reshaped in a more sustainable, inclusive, and caring
model (Cheer, 2020). In essence, to move from sustainability to the regenerative approach, there is a need to
shift from net zero impact (or “doing less bad”) to net positive impact (“doing more good”- Polman & Winston,
2022), enabling the well-being of all stakeholders and ecosystems.

The current literature mostly tackles the regenerative approach in the tourism industry, and more specifically
with a systemic (Bellato et al., 2022) and destination angle (e.g. Fusté-Forné & Hussain, 2022). Regenerative
tourism is here seen as a virtuous practice able to encourage systemic impact on nature and communities
fostering land and cultural reappropriation promoting indigenous knowledge; at destination angle, regenerative
tourism is therefore described as local bottom-up process focused on social ownership and decolonization
(Bellato et al., 2023).

The regenerative hospitality approach starts from these premises but has a different scope. Regenerative
hospitality can be in fact defined as a sustainable development paradigm where businesses are positioned as
interventions that make the capacities of places, communities and their guests grow (Inversini et al., 2023;
Ateljevic & Sheldon, 2022). Regenerative hospitality is a responsible business orientation (Inversini, 2023) that
looks at hotels as changemakers at the destination level: hoteliers are the building block of destinations and — in
most cases — they are already contributing to destination challenges and ecosystem development (Inversini et al.,
2023).

Regenerative hospitality is designed around two main concepts:
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- ‘place intelligence’ that is the outer hospitality layer with the natural and social ecosystem (Inversini et al.,
2023); in these layers hotels engage a with net-positive orientation both towards natural ecosystem (i.e.
regenerative farming and agriculture etc. ) and towards the social fabric ecosystem (i.e. inclusivity,
marginalized support etc.).

- the ‘people intelligence’ that is the inner hospitality layer with the relational and experiential ecosystems
(Inversini et al., 2023). The net-positive orientation towards the place has an impact also in the inner layer
that is the one promoting host-guest relationships with the co-creation of authentic — and often
transformative — experiences involving both the nature and the community.

Central to the development of regenerative hospitality is what can be called the ‘regenerative mindshift’: this
can be described as a shift of mind to implement regenerative approaches abandoning the current mechanistic
vision to focus on an ecological worldview and to incorporate the living systems principles in a holistic way
(Dredge, 2022).

Methodology

Moving from the literature above, this paper aims at understanding the peculiarities of regenerative hospitality
businesses in rural Lebanon; specifically, it focuses on two biosphere reserves: Al Shouf Cedar Nature Reserve
and Jabal Moussa Natural Reserve. Thanks to a case study approach (Yin, 2009) and based on the triangulation of
three different data points, this research has been designed to generate an initial understanding of:

- [Objective 1] the net-positive contribution to place intelligence and people intelligence aspects in
regenerative hospitality in rural Lebanon;

- |[Objective 2] travelers’ perception of regeneration in rural Lebanon;
- [Objective 3]the peculiarities of the regenerative hospitality businesses in rural Lebanon.

In order to tackle these objectives, and in collaboration with the office of tourism and nature preservation of
the two biosphere reserves, three complimentary methods have been used:

The quantitative survey was submitted to service providers in the selected areas by partner organizations. A
total of 47 valid answers were collected. Although not statically relevant, this survey showed a lack of engagement
with sustainability certifications, but a positive mindset of the wider hospitality sector towards regenerative
practices (i.e. an interest in natural and social ecosystems). The survey has been analyzed only in a descriptive
manner to shed lights on (i) place intelligence, (ii) people intelligence and (iii) regenerative mindset.

The desk research analyzed the reviews of all accommodations and restaurants in the selected areas. A total of
5,121 reviews were analyzed from Tripadvisor.com and Airbnb.com. Data went through lemmatization and co-
occurrences were then analyzed and clustered (Inversini et al., 2020). Place intelligence and people intelligence
were as key for interpretation of the clusters.

The qualitative fieldwork occurred from June 12 to June 16, 2023, in the two selected areas. Representatives
from nineteen organizations operating in the accommodation and the food and beverage fields were interviewed.
The sample featured accommodations and restaurants in the two biosphere reserves and was created thanks to the
snowball technique. The semi-structured interviews were analyzed with an inductive coding strategy and revealed
the characteristics of the Lebanese rural and regenerative hospitality businesses.

Results
Net Positive Contribution

The exploratory survey obtained 47 valid answers. 35 questionnaires were filled in English, 10 in Arabic and
2 in French. Most of the respondents belong to the guesthouse segment (n=29) and are located in a mountain area
(n=36). Respondents showed a net positive attitude towards the nature and the community net positive contribution
(i.e. place intelligence) and a strong tie with net-positive attitude towards visitors (i.e. people intelligence).
Although in their self-assessment, most of the businesses said to engage in sustainability practices (n= 30), very
few of them are involved in actual certifications.
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By computing the average of the survey items related to (i) place intelligence and (ii) people intelligence and
plotting them against the average of the survey items of (iii) regenerative mindset, it is possible to compare the
results by reserve.
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Travelers Perception

Results showed that hospitality and restaurant establishments in the areas are leveraging heritage, culture and
nature. Traditions in terms of food and excursions are dominating the scene on social media. There was general
positivity in the reviews with no criticality highlighted.
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Place intelligence

In the case of the outer dimension (i.e., nature and community — Figure 2.1), five clusters are formed. The blue
cluster groups phrases related to both reserves. The Shouf Cedar Reserve with phrases such as Cedar Reserve and
Jabal Moussa Reserve by mentioning places close by or activities in the area (e.g., Faraya and ski slope). Other
clusters reference nature (i.e., light blue cluster) with phrases such as bio, organic ingredient, and home make food;
and community (i.e., red cluster) with phrases such as cook class, farmer market, and Lebanese dish.

People intelligence

When only considering the inner dimension (i.e., guest experience — Figure 2.1), three clear clusters are formed.
The blue cluster represents Lebanese tradition with phrases such as authentic and traditional Lebanese. The green
cluster represents the positive experience of guests with terms such as feel like home and highly recommend.
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Regenerative Hospitality in Rural Lebanon
Interviews were analyzed in a inductive way to shed lights on the main characteristics of Regenerative
Hospitality in rural Lebanon. Four codes families have emerged from the analysis:

- Blending with Nature: in the two natural reserves visited, there was a clear attachment from the hospitality
managers towards nature. Nature was the single most mentioned topic in the interviews. This bond was
clear and strong and was also radiated in the actual experiences provided by the interviewees.

- Inclusivity at the Core: a very strong bond with the local socio-cultural landscape was observed. The
managers were in most of the cases active members of the local community who seek to foster inclusivity
(for disabled and/or marginalized people) and to support people’s development and professional growth by
encouraging them to be part of their entrepreneurial journey.

- Long Lasting Relationships: networks and relationships were noticed to be at the core of the Lebanese
regenerative hospitality. Clusters of people interested in common challenges (i.e. nature or community
issues) are naturally emerging in a bottom—up manner which also fosters the sharing of good practices
among the industry.

- Blossoming Experiences: the above points resulted in newly created and crafted experiences which
leverage both the community and nature. This approach to human and non-human ecosystems is de facto
fostering creativity in new businesses that wish to maintain a meaningful relationship with the natural
environment and to support community regeneration.

Discussions and Conclusions

This contribution presents the preliminary results of a case study on regenerative (Reed, 2007) hospitality in
rural Lebanon with a focus on (i) Shouf Cedar Reserve and (ii) Jabal Moussa Reserve. Thanks to a data
triangulation (descriptive survey, social networking analysis and semi-structured interviews) this research
highlights:

- the correlation between regenerative mindset and (i) place intelligence and (ii) people intelligence in the
studied case (Objective 1). The analyzed properties (Figure 1.1 and Figure 1.2) show the majority of
respondents having a correlation between the construct ‘mindset’ and ‘place intelligence’ and ‘people
intelligence’.

- the customers’ perception extracted from online reviews, shows an understanding of the natural and social
connection in the accommodations and restaurants analyzed and highlights the concepts of authenticity of
the experiences proposed (Objective 2).

- the inner characteristics of regenerative hospitality in rural Lebanon are essentially base on four
interconnected pillars which are: (i) nature, (i) community — exemplifying the place intelligence and (iii)
relationships and (iv) meaningful experiences — exemplifying the people intelligence.

This paper presents the first attempt to investigate the mindset, the place intelligence, and the people
intelligence (Inversini et al., 2023) in the context of regenerative hospitality; Lebanese rural hospitality can be
seen as a case study of regenerative economy, fostering a net-positive impact on inner and outer thanks to a
regenerative mind shift. Future research will delve into the regenerative hospitality issue moving from the
dimensions here presented (Inversini et al., 2023) minimizing the limitations of the current research which can be
summarized in (i) case study approach with low generalization possibility, (ii) limited sample size for the
quantitative investigation and (iii) not clearly defined borders for the social media analysis.
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Abstract

Sustainable luxury hotel development plays a vital role in understanding the relationship between sustainability
and luxury, especially in contributing to the debates on them being ‘comfortable’ or ‘strange’ bedfellows’ and
challenging (mis)conceptualizations of them being ‘oxymorons’. Working with these viewpoints the goal of the
paper is to create a bridge between sustainability and luxury, to show that sustainability and luxury can be
‘comfortable bedfellows’ and therefore take an exception to them being ‘oxymorons’ Through secondary data
collection the research presents findings of sustainable practices of four luxury hotels in Qatar, which showcases
the balance between luxury and sustainability. The findings illustrate how luxury hotels in Qatar take into
consideration the cultural, religious and social landscape of the destination as part of their sustainable business
initiative as they balance luxury and sustainability. The paper also identifies challenges and opportunities for the
Qatari luxury hotel market and proposes directions to enhance sustainability.
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Introduction

The purpose of this paper is to inspect sustainable luxury hotel development in Qatar to build a bridge between
sustainability and luxury to challenge the perceptions of sustainability and luxury being ‘strange bedfellows’ and
‘oxymorons’. The broad aim of the research is to explore the role of the Qatari hotel industry in making a more
sustainable world by delivering a luxury hotel experience that seeks to create a symbiotic relationship between
sustainability and luxury. The main research questions are: (1) What are the defining characteristics of luxury
hotels in Qatar? (2) What are the sustainable practices in hotel operations and functions of luxury properties in
Qatar? (3) How are Qatari luxury hotels driving green innovation in their efforts to be sustainable? (4) Is there a
symbolic relationship between sustainability and luxury in the Qatari hotel sector? The paper inspects four luxury
hotels in Qatar, two are silver ETIC certified luxury hotels and two bronze ETIC certified luxury hotels. To ensure
anonymity, the hotels have been deidentified by using pseudonyms and information redacted from references. The
two silver certified hotels are: Bakr Boutique Hotel, and Amal Hotel, and the two bronze certified hotels are:
Sultana Resort, and Malik Hotel. For this study, luxury hotels are defined as those awarded a five-star rating by a
recognized awarding body (e.g., Qatar National Tourism Council). As star ratings are heterogeneous in different
countries and perceptions of luxury vary between populace, the definition of luxury hotels is strengthened by those
that meet the characteristics of luxury brands (Swarbrooke, 2018): exclusivity through price, exclusivity due to
rarity, superior quality, personalization, high reputation, status, and superior service.

Qatar is selected for two reasons, firstly to align with the EuroCHRIE destination for the conference this year
and secondly, it is “emerging as a powerhouse” in five-star luxury hotels in the Middle East with close to 100
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properties (Breaking Travel News, 2024). Statista (2024), notes Qatar's hotel market is evolving rapidly with a
focus on luxury, innovation and sustainability to attract high-end tourists seeking personalized services and unique
amenities, thus aligning to Swarbrooke (2018) characteristics of luxury brands. Statista (2024), further reports
Qatar’s rise in the development of boutique hotels and eco-friendly resorts, catering to the preferences of
environmentally conscious travelers (Nair and Choudhary, 2016). The sustainability practices of luxury hotels
reflect the utilitarian and hedonic values of customers (Dang-Van et al. 2023) and sustainable services in hotels
encourages pro-environmental behaviour of hotel guests (Puciato et al. 2023). Moreover, one of the National
Vision 2030 pillars on environmental development is dedicated to the triple bottom line (i.e., people, planet and
profit) of sustainability (Government Communications Office Qatar, 2024). Therefore, striking a balance between
sustainability and luxury in the hotel industry is a priority at a national level. It can be argued that Qatar is well
placed to capitalise on the growing demand for luxury hotels with sustainable credentials and to become a leader
in the sustainable luxury hotel development, especially with the accelerated growth of luxury hotels. Importantly
the goal of the paper is to create a bridge between sustainability and luxury, to show that sustainability and luxury
can be ‘comfortable bedfellows’ and therefore take an exception to them being ‘oxymorons’.

Literature Review
Luxury Hotels, Sustainable Development and Sustainable Luxury Hotel Development

Luxury hotel development remains strong, with the global market valued at 140.28 billion USD in 2023,
projected growth to 154.32 billion USD in 2024, rising to 369.36 billion USD by 2025 (Fortune Business Insights,
2024). Statista (2023) reports a continued growth in the supply of luxury hotel rooms from 525,000 in 1983 with
a forecast to 1,712,000 for 2033, demonstrating that consumer demand for luxury hotels will continue. Despite
myriad external global economic and social pressures, demand for sustainable luxury hotels is growing.
Contributing factors are attributed to household income, with Mintel, (2024), finding those staying in luxury hotels
have a household income above 50,000 GBP, and therefore are less impacted by current economic pressures
(Swarbrooke, 2018). Furthermore, the public perceive sustainable holidays demand a premium price, thus
heightening their appeal to the luxury market. Research by Mintel, (2023) found that 75% of travelers thought that
sustainable holidays are more expensive than other types of holidays, thus in theory, making luxury and sustainable
hospitality companions. However, it is not this simple as luxury hotels consume far more water per capita than
non-luxury tourists (due to their demand for private pools, lush gardens etc.), and destination dependent usage can
be in excess of eight times more than the local residents (Sustainable Hospitality Alliance, 2018, Kasim, 2007),
leaving destinations vulnerable to drought (World Resources Institute, 2019). Clearly, there is a challenge here
for luxury hotels branding themselves as sustainable, due to the juxtaposition of negative environmental impacts
to sustainable characteristics.

The Market for Sustainable Luxury Hotel Development

The luxury hotel sector, as Dang-Van et al. (2023) note has played a vital role in the sustainable development
of the hospitality industry, the economy, and the growth of the hospitality industry. The sustainability practices
found in the supply chain and services of hotels further enhance consumer brand identification, as green innovation
represents superior values and unique experiences for guests (Dang-Van ef al. 2023). In view of this superiority
and uniqueness, generally synonymous with the lucrative high-end luxury hospitality market, customers may
display an acceptance to the higher prices associated with the sustainable luxury encounter, expectation and
experience, especially those with higher purchasing power and status. As Puciato et al. (2023: 106) note “guests
with higher financial status and education as well as younger guests” are more likely to show a willingness to pay
higher prices for sustainable hotel services. Moreover, there is an increasing consumer market segment for
sustainable luxury hospitality choices due to heightened environmental consciousness among travelers, as “guests
want to stay in a place that is managed efficiently and responsibly” (Teng cited in Hickson, 2013: 161).
Paradoxically, this does not necessarily suggest that during their stay guests in luxury hotels engage with
sustainable practices, especially given sustainability efforts of luxury hotels do not override the consideration of
price (Mathur, 2019). Other reasons for adopting and implementing sustainable luxury hotel development are due
to Corporate Social Responsibility (CSR) missions, regulatory pressure, cost reduction, competitive advantage,
stakeholder influence (Pereira et al. 2021). For Tang and Tang, (2012) excelling on social and environmental
dimensions can improve business performance, especially in the current societal landscape where the consumers
have a greater CSR orientation.

Misconceptions of Sustainable Luxury Hotel Development
There has been much debate about the conflicts, connotations and contradictions inherent in the relationship
between sustainability and luxury in the hospitality and tourism industries. Complexities in application and
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conceptualization further contribute to misconceptions as sustainability and luxury are also multidimensional
terms with a range of understandings and underpinnings. A review by Low (2010) of the term luxury highlighted
ambiguity in definition due to a range of descriptors associated with negative (e.g., dangerous, naughty, wicked)
and positive (e.g., iconic, prestige, uniqueness) meanings. Sustainability is also a multifaceted concept that can
be considered in an economic, environmental and social context, and inherent within these are a range of
philosophical, political and practice-based perspectives. The concept of sustainable luxury in the context of
hospitality and tourism has raised the question: are these (i.e., sustainable and luxury) an oxymoron or ‘bedfellows’?
(Low, 2010; Moscardo & Benckendorff, 2010, Tran, 2023). Sustainable and green innovative practices such as
water conservation, energy-efficient lighting, waste reduction, eco-friendly products, reduction of carbon
emissions and recycling have been criticized for releasing high levels of carbon emissions, creating inequalities
and ecological and environmental degradation (Serradas, 2021; Tran, 2023) and being acts of greenwashing that
undermines green accountability, patronage and transparency (Alyahia ef al. 2024; Ling and Aziz, 2021; Peng and
Chen, 2019). Conversely, misconceptions of sustainable luxury hospitality can be overcome through education
programs for managers, staff and guests, implementing a Sustainable Business Model, and adopting sustainable
strategies in marketing efforts (Mathur, 2019).

Methodology

The research explores sustainable luxury hotel developments in Qatar that have been recognized as ethical and
sustainable by integrating pro-environmental initiatives and practices into business operations and services.
Sustainable luxury hotel developments in this study were identified from ETIC Hotels, an online booking platform
for travelers looking to book “sustainable and eco-friendly hotels’ in Africa, America, Asia, the Caribbean, Europe,
the Middle East, and the Pacific. ETIC Hotels award global hotels a Green Standard with Gold, Silver or Bronze
certification, which assesses properties across four pillars: (i) Environment — Preserving Our Planet’s Beauty, (ii)
Social Responsibility — Empowering Communities, (iii) Culture and Site Protection — Embracing Heritage, and
(iv) Sustainable Management — Nurturing Responsible Leadership (ETIC Hotels, 2024a). There are sub-categories
within the four pillars: Conserving Resources, Reducing Pollution, and Conserving Biodiversity for the
Environment, Fair Trade, Labor Rights, and Services for the Social, Cultural Visits and Promotions, Historical
Artefacts, Protection of Sites, and Incorporation of Culture for Culture and Site Protection, Sustainable, Buildings
and Infrastructure, Adaptive Incorporation for Sustainable Management (ETIC Hotels, 2024a). Hotels are scored
out of 10 for certification: Gold is 8.0 to 10, Silver is at least 6.0, and Bronze is below 6.0 (ETIC Hotels, 2024a).
ETIC Hotels index of sustainable luxury hotels (rated 5-Star) was selected for this research as the scoring
categories relate closely to philosophy, principles and practices of environmental ethics and sustainability and the
literature that has been reviewed for this paper. The selection criteria were the highest and lowest silver and bronze
certified five-star hotels in Qatar — there are currently no luxury hotels with a gold certification in Qatar. If more
than one property had the same score, the researchers calculated the total score across the four pillars. If there was
still more than one luxury hotel with the same score, then the hotel with the highest carbon footprint according to
Carbon-dioxide emissions (CO2e) by kilograms (kg) per night was chosen. The reason for selecting the luxury
hotel with the highest CO2e score was based on the premise that it has a greater environmental impact, and it
would be interesting to examine its sustainable practices. The two silver ETIC certified luxury hotels selected
were: Bakr Boutique Hotel, and Amal Hotel, and the two bronze certified luxury hotels chosen were: Sultana
Resort, and Malik Hotel — for matters of anonymity these are pseudonyms to conceal the actual names of the
luxury hotels and  is used to deidentify references, although information is publicly available. A thematic
analysis of the findings was conducted based on the research questions and review of literature, from which
common themes were identified evidencing ‘luxury’, ‘green innovation’, ‘pro-environmental behavior’,
‘sustainable practices’ and ‘sustainability’.

Discussion of Results
Bakr Boutique Hotel
Bakr Boutique Hotel in Qatar, a 5-star hotel is located in a popular tourist Souq in Qatar renowned for its
heritage (____,2022). The Souq is home to the “most luxurious hotels in Qatar” boasting eight 5-star hotels which
are a hybrid of “authentic Qatari hospitality with modern touches” and rich in heritage and tradition (____,2022).
The Bakr Boutique Hotel is a notable and award-winning property in Qatar (Breaking Travel News, 2024; World
Travel Awards, 2024). The defining characteristics of luxury that Bakr Boutique Hotel use to describe their
property are ‘absolute comfort’, ‘dynamic’, ‘elegant’, ‘fine’, ‘first-rate amenities’, ‘haven’, ‘indulge’,
‘impeccable’, ‘ornate’, ‘peace’, ‘privacy’, ‘regal’, ‘sophisticated’, ‘stylish’, and ‘tasteful’ (___, 2024a). The
design of the Bakr Boutique Hotel is inspired by the Qatari culture, describing it’s the luxurious landscape as “a
sophisticated place that combines hospitality and luxury” (____, 2022). As the hotel design and décor reflects the
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local culture of the destination, and the restaurants serve a range of Arabian culinary delights comprising of local
dishes, it can be noted that there is an essence of cultural sustainability rooted in the experiences and
representations of luxury in the Bakr Boutique Hotel.

ETIC Hotels has ranked Bakr Hotel as one of the ‘8 most ethical and sustainable hotels in Qatar’, certified with
a Silver Green Standard and an overall score of 6.8/10. Justification for this score is due to initiatives in place to
promote Environmental, Social and Governance / Corporate Social Responsibility practices (ETIC Hotels, 2024b).
This Silver Green Standard award for Bakr Boutique Hotel takes into account the scores across ETIC Hotels four
pillars: (i) Environment: 5.7, (ii) Social: 6.6, (iii) Culture and Site Protection: 8.8, and (iv) Sustainable
Management: 6.6. However, the rating by ETIC Hotel does not appear on _____ booking site for Bakr Boutique
Hotel and it does not feature on a local tourist information site (https:// .qa/hotel/ -hotel/), which could
possibly undermine consumer brand identification for those seeking superior values and unique experiences from
luxury hotels. Those booking via ETIC Hotels are likely to be travelers searching for ethical and sustainable travel
options, however there is little to inform them about the sustainability endeavors of Bakr Boutique Hotels as part
of their luxury hospitality experience.

Bakr Boutique Hotel is part of the Hotels and Resorts, a luxury hotel group, overriding sustainability
policy is based on three areas: human development, environmental protection and development of the local
economy (___ ,2024b). Regarding environmental protection _ Hotels and Resorts seeks to participate in local
environmental projects through voluntary management of carbon emissions and reduce the impacts of their activity
through efficiency in operations (___ , 2024b). This can be extended to Bakr Boutique Hotel’s sustainable
endeavors as they are part of this hotel group. Generally, Bakr Boutique Hotel’s initiatives are skewed towards
environmental sustainability in terms of energy efficiency and practices to reduce-reuse-recycle, which encourages
pro-environmental behavior at an organizational and guest level. Energy efficient initiatives are water-efficient
toilets and showers, most lighting using energy-efficient LED bulbs, double-glazed windows, use of 100%
renewable electricity, key card or motion-controlled electricity, option for guests to opt-out of daily room cleaning
and offsetting a portion of its carbon footprint (ETIC Hotels, 2024b). Reduce-reuse-recycle materials include
recycling bins for guests, recycling waste, water cooler/dispenser, no single-use plastics for in-room toiletries (e.g.,
miniature shampoo, conditioner, and body wash bottles) and food and beverage items (e.g., straws, beverage
bottles, cups, or cutlery/plates), reduce food wastage, and reuse of towels (ETIC Hotels, 2024b). Additionally, as
part of their sustainability efforts the Bakr Boutique Hotel provides guests with information about the local area
(e.g., local ecosystems, heritage, culture, and visitor etiquette) (ETIC Hotels, 2024b). Bakr Boutique Hotel’s
sustainable efforts closely relate to the United Nations Sustainable Development Goals (SDGs) 2030: SDG Goals
6 — Clean Water and Sanitation, SDG Goal 9: Industry Innovation and Infrastructure, SDG Goal 11: Sustainable
Cities and Communities, and SDG Goal 15: Life on Land (United Nations, 2024).

Amal Hotel

The Amal Hotel in Qatar is a 5-star hotel found in a Souq that is home to the most luxury hotels in Qatar,
providing a blend of authenticity and modernity in the famous historic market (___, 2022). The design of the
Amal Hotel is a celebration of traditional architecture with contemporary Arabic style and described as a “tranquil
oasis”, “Arabian sanctuary”, “indulgence”, “true comfort”, and “opulent” (___, 2024c) — a representation of
elegance that is synonymous with the DNA of luxury hotels in Qatar. Amal Hotel is “inspired by Qatari homes
and hospitality, showcasing a mix of Arabic flair and European elegance” (Breaking Travel News, 2019) infused
with connotations of luxury. The defining terms Amal Hotel uses to represent luxury are ‘elegant’, ‘luxurious’,
‘prized’, ‘pure enjoyment’, ‘signature’, ‘sophisticated style’, ‘state-of-the-art’, and ‘stylish’ (____, 2024c). The
word ‘authenticity’ features several times on Amal Hotel’s website to describe the culinary experiences, room
facilities, and hotel design that has a deep connection with local culture.

ETIC Hotels certified Amal Hotel with a Silver Green Standard and a score of 6/10, which considered the
property’s Environmental, Social and Governance/ Corporate Social Responsibility initiatives (ETIC Hotels,
2024c). Amal Hotel’s ETIC Hotels Silver Green Standard award reflects the scores across the four pillars: (i)
Environment: 4.5, (ii) Social: 6.4, (iii) Culture and Site Protection: 7, and (iv) Sustainable Management: 6.3.
However, Amal Hotel’s Silver Green Standard award from ETIC Hotels is not displayed or mentioned on ___’s
booking site or the local tourist information webpage for this specific property, therefore overlooking the ethical

travel market for those searching for sustainable luxury hotels in Qatar. Thus, forgoing the emotional connections
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and brand identifications of travelers searching for a sustainable luxury hotel experience that aligns with their
utilitarian and hedonic values for sustainable and green travel.

There are a host of green innovative and sustainable practices across the property, akin to the Bakr Boutique
Hotel, such as energy efficiency and reduce-reuse-recycle initiatives. Efficient use of energy has been
demonstrated in the use of water-efficient toilets and showers, giving guests the option to opt-out of daily room
cleaning, energy-efficient LED bulbs, double-glazed windows, 100% renewable electricity, and offsetting a
portion of their carbon footprint. As the Amal Hotel is owned by the same luxury hotel group as Bakr Boutique
Hotel, the same sustainability policy applies and includes participating in local environmental projects through
voluntary management of carbon emissions and ensuring efficiency in operations and activities to minimize
impacts (_, 2024b). Reduce-reuse-recycle practices are the use of recycling bins for guests, recycling waste,
no single-use plastics (e.g., miniature shampoo, conditioner, and body wash bottles, straws, cups, cutlery/plates),
reduce food waste, and encouraging the reuse of towels (ETIC Hotels, 2024c). In contrast to the Bakr Boutique
Hotel, Amal Hotel extends its sustainability efforts to conservation of nature by not consuming, displaying and
harvesting wild animals or holding them captive on the property (ETIC Hotels, 2024c). Beyond environmental
sustainability, Amal Hotel promotes social and economic sustainability practices by disseminating information to
guests about the local area (e.g., local ecosystems, heritage, culture, and visitor etiquette) which can be seen as a
way to nurture host-guest relations, and sourcing food locally, which has several benefits such as contributing to
local economies, reducing carbon footprint, preserving local agricultural traditions (ETIC Hotels, 2024c). Amal
Hotel’s sustainable endeavors closely align with the United Nations Sustainable Development Goals (SDGs) 2030:
SDG Goals 6 — Clean Water and Sanitation, SDG Goal 9: Industry Innovation and Infrastructure, SDG Goal 11:
Sustainable Cities and Communities, and SDG Goal 15: Life on Land (United Nations, 2024).

Sultana Resort

Sultana Resort is a five-star property in Qatar and is part of the ___ Hotel Group owned by ____, which is
subsequently owned by ____. The Sultana Resort is a luxurious family destination located along the Arabian Gulf
with words such as ‘exceptional’, ‘indulge’, ‘lavish’, ‘plush’, ‘private’, ‘signature’, ‘sophisticated’, ‘stylish haven’,
‘unparalleled’ to reflect luxury (____, 2024). The hotel has received a range of awards from leading hospitality
organisations including Booking.Com, Trip Advisor, Agoda, ISO, and World Travel Awards. Details cannot be
found on the hotel website about the extent to which the design of the property has been influenced by local
Arabian culture, however one of the hotels restaurants uses ‘fresh and locally harvested ingredients’. Therefore,
there is an element of cultural sustainability by forming associations with local identities through sustainable food
cultures.

ETIC Hotels has certified Sultana Resort with a Bronze Green Standard and a score of 5.0/10. Justification for
this score is due to initiatives in place to promote Environmental, Social and Governance / Corporate Social
Responsibility practices (ETIC, 2024d). Across ETIC Hotels pillars, Sultana Resort has scored for: (i)
Environment: 5.7, (ii) Social: 5.6, (iii) Culture and Site Protection: 3, and (iv) Sustainable Management: 5.8.
However, Sultana Resorts Bronze Green Standard award from ETIC Hotels is not displayed or mentioned on their
booking site, indicating they are also missing out on travelers who are seeking a sustainable luxury hotel
experience. Moreover, the hotel group that Sultana Resort is part of does not appear to have any sustainability
policies. Their CSR webpages detail their intention to grow their local supplier network to bring economic worth
and empowerment to communities where they are active, and to reduce their energy and water consumption;
specific details of how this will be achieved were not provided. The detail on their CSR pages directly links their
CSR activities to economic cost savings associated with being energy efficient (____, 2013). Their website was
last updated in 2013, yet it is evident from the ETIC rating that significant progress has been made since then to
improve the sustainability of their operations to include initiatives that encourage social development and better
environmental management, which aligns to Qatar’s National Vision 2030 (Government Communications Office
Qatar, 2024).

To achieve its ETIC Bronze rating, the hotel has significantly reduced its usage of single-use plastics and
disposable items e.g., not supplying miniature toiletries, stirrers, disposable cups, and cutlery/plates, and reuse of
towels, reduce food waste, which indicates the implementation of reduce-reuse-recycle initiatives. For energy
efficiency, Sultana Resort have also installed low-flow toilets and showers, guests can opt-out of daily room
cleaning, utilises 100% renewable energy to power its operations, with majority LED bulbs and double-glazed
windows installed. Regarding conservation efforts, Sultana Resorts has kept interaction with wild animals to a
minimum and the animals are not harvested, consumed or sold. There has also been a movement towards social
sustainability practices by sourcing local, organically grown food wherever possible, tours provided are organised
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by local guides, and the hotel provides a platform for local artists to promote their work and educate guests about
local ecosystems, heritage, culture and visitor etiquette. These initiatives align to SDG 6: Clean Water and
Sanitation, SDG 8: Decent Work and Economic Growth, SDG 9: Industry, Innovation and Infrastructure, SDGI11:
Sustainable Cities and Communities and SDG 15: Life on Land (United Nations, 2024).

Malik Hotel

Malik Hotel is a five-star property in Qatar that is part of the ____ group’s collection of luxury properties. The
defining elements of luxury can be found in such words as ‘epitome of luxury’, ‘luxurious’, ‘majestic’, ‘palatial’,
‘royal’, and ‘signature’, which the Malik Hotel uses to showcase their property ( , 2024a). The connection
with local culture is noted with reference to an ‘oasis of indigenous scented gardens’ and ‘genuinely indigenous
experience’ (____, 2024a). The natural landscape is central to the hotel’s design of contemporary luxury, possibly
given its hybrid locality in-between the desert and city center. Here, Malik Hotel attempts to draw in physical
features of the environment to re-create a sense of authenticity, however this does bring into question the
consumption of water to maintain the oasis of flora across the property.

ETIC Hotels has certified Malik Hotel with a Bronze Green Standard and a score of 5.9/10. The justification
for this score is due to initiatives in place to promote Environmental, Social and Governance / Corporate Social
Responsibility practices (ETIC, 2024e). The ratings across the ETIC Green Scores are (i) Environment: 5.7, (ii)
Social: 6, (iii) Culture & Site Protection (5.6), (iv) Sustainable Management (6.3). To achieve its ETIC Bronze
rating, they have implemented all of the same practices as its bronze counterpart, the Sultana Resort, in terms of
environmental sustainability, but additionally uses key cards or motion-controlled electricity and offsets a
proportion of its carbon footprint. Moreover, the hotel offers vegetarian and vegan menu options, offering guests
greater choice whilst reducing meat production and consumption, which has been linked to climate change and
biodiversity loss (Stoll-Kleemann and Schmidt, 2016). These initiatives support a triple bottom line approach to
sustainability and align to SDG 8 (Decent Work and Economic), SDG 9 (Industry Innovation and Infrastructure)
and SDG11 (Sustainable Cities and Communities). Furthermore, the __ Group have a robust sustainability
policy, which shows a “commitment to responsible and sustainable business practices” that “benefits the
environment and the communities” surrounding their hotels (____, 2024b). Malik Hotel has received the Green
Key Eco-Rating Program certification and is certified by The Green Key, and they also declare their carbon
footprint, all listed on the hotel’s webpage in a section dedicated to sustainability. However, Malik Hotel’s Bronze
Green Standard award from ETIC Hotels is not displayed or mentioned on their booking site, which may mean
they are missing out on travelers who are seeking a sustainable luxury stay in Qatar.

Conclusion

As demonstrated, luxury hotels in Qatar, are already employing many environmental sustainability practices
that are energy efficient, promote reduce-reuse-recycle initiatives and also extend to include social sustainability
endeavours. The findings presented in this paper show that much is skewed towards environmental sustainability
in terms of energy efficiency and environmentally friendly waste management, with little emphasis on social and
cultural sustainability. The ETIC Green Standard certification awarded to the hotels examined in this paper hold
Silver and Bronze score ratings, and take into account environmental, social and governance / corporate
responsibility practices of hotels in Qatar. Regarding the ETIC Hotels four pillars, on average the highest score
was awarded in Sustainable Management (6.2), followed jointly by Social (6.1) and Culture and Site Protection
(6.1) and Environment (5.4). The sustainability activities of the hotels detailed in this study align effectively to its
four interconnected pillars of human development, social development, economic development, and
environmental development as set out in Qatar’s Vision 2030 (Government Communications Office Qatar, 2024)
and to several SDG goals specifically SDG 6: Clean Water and Sanitation, SDG 8: Decent Work and Economic
Growth, SDG 9: Industry, Innovation and Infrastructure, SDG11: Sustainable Cities and Communities and SDG
15: Life on Land (United Nations, 2024). Given the environmental and social sustainability practices, related
accolades and awards, and alignments with national and global sustainability agendas, this evidences hotels in
Qatar attempting to create a bridge between luxury and sustainability. It can be argued in this case, hotels are
working towards creating symbiotic relationship between sustainability and luxury, which challenges notions of
the two being ‘strange bedfellows’ and ‘oxymorons’. Therefore, luxury can sit ‘comfortably’ as a ‘bedfellow’
alongside sustainability, however this requires robust policies, impact assessments, and a holistic approach to
sustainable development that considers cultural, economic, environmental and social dimensions of sustainability.

An improved balance of societal and environmental factors with the economic benefits gained from CSR
activities would ensure a greater contribution to the triple bottom line. Maintaining the economic contributions
enables reinvestment into the properties but could also be used to further improve the sustainability of their
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operations. Focusing on the economic benefits of sustainable operations does not fulfil the triple bottom line
approach to sustainability, which has become the accepted definition (Cavagnaro, 2018, Robertson, 2021, The
Brundtland Commission, 1987, World Conservation Union, 1991). Therefore, when seeking to be energy efficient
sustainable luxury hotels need to put planet and people before profit, by looking beyond energy efficiency as
simply a cost saving activity — thus highlighting their environmental ethics in their business conduct.

Qatar is a destination where sun, sea and sand (i.e., desert) are accessible all year round. This strength also
presents a challenge, specifically operating luxury hotels that require high-water consumption in an arid landscape
with minimal rainfall. Consideration should be given by hotel operators and the Qatari Government to how energy
consumption required to meet the demand of developing more luxury hotels and associated infrastructure will be
offset, particularly in the sustainable sourcing of water so it does not result in localized drought (World Resources
Institute, 2019). Given Qatar’s year-round sunshine, adopting alternative and renewable sources of energy such
as solar panels would be fitting (Glion, 2023).

Many sustainability practices of the hotels discussed in this paper focus on pro-environmental actions that are
common across the accommodation sector, and a standard expectation from hotels whether or not they claim to be
sustainable properties in the luxury market. The use of technology, as an innovative approach to sustainability,
appears to be absent in the cases examined, nevertheless there is potential to use advanced technologies to create
a harmonious relationship between sustainability and luxury in Qatar’s hotel industry. For example, real-time
monitoring and data collection of water and energy consumption — Marriot International is using Al as part of their
energy management system, and real-time feedback to guests on their energy consumption with reward schemes
to incentivise sustainable behaviour (Hospitality Net, 2024), use of virtual reality as part of the guest experience
to showcase sustainability efforts (Safonov, 2023), and digital tracking of food to reduce waste with many leading
brands (e.g., Accor, Hilton, and Mandarin Oriental) using the automated Al system Winnow (Accor, 2023, Hilton,
2024, Mandarin Oriental, 2024).

There are several ways luxury hotels in Qatar are driving green innovation in their efforts to be sustainable,
which hotels operating in similar political, social, economic, and environmental landscapes with the ambition to
bring together sustainability and luxury can learn from. In particular, as most of the cases explored in this paper
illustrate, sustainability and luxury play a key role in the promotion of the heritage of place and protection of local
cultures through architecture, behaviour, and cuisine that is embedded in the design and experience of sustainable
luxury hotels. Opportunities that could be developed further are to better package sustainability as part of the
luxury hotel experience, to increase the visibility of the awarded sustainability certifications, such as the ETIC
Hotels Green Standard and making direct reference to the concept of sustainability on their webpages. Including
certifications such as ETIC Hotels Green Standard in their marketing materials may help to enhance their appeal
to the eco-conscious luxury traveller, providing assurance their operations are culturally, socially, environmentally
and economically relevant for the destinations in which they operate. Also, hotels may want to consider weaving
the narrative of sustainability into their descriptions of luxury to bring these experiences together to present a
stronger case of luxury and sustainability being ‘bedfellows’. Another opportunity could be to produce and
implement robust sustainability polices where these do not exist. Where they do, ensure they align to the SDGs
and wherever possible localize their implementation to align with Qatar’s National Vision 2030. By optimising
the opportunities, overcoming challenges and sharing best practices there is significant potential for Qatar to
become a world leader in the luxury sustainable hotel market, whilst remaining globally competitive and
showcasing their leadership in sustainable luxury hotel development. Operating on the premise that luxury and
sustainability cannot be compromised as both are of equal importance and priority.
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Abstract

The Galapagos Islands, known as a leading sustainable tourism destination in the world, was hit by the COVID
pandemic in 2020. Tourism numbers fell by 73% from 2019 causing tremendous challenges to local tourism
stakeholders. The study revealed that the UNESCO World Heritage Site, despite its excellence in the management
of environmental sustainability, has been falling short concerning social and economic sustainability of local
tourism stakeholders. Through an exploratory study with 586 completed semi-structured surveys in the local
population, alongside interviews with diverse stakeholders and leading tourism authorities, the article explains
what social and economic impacts and challenges the pandemic has generated in the local tourism sector.
Additionally, the study also elucidates, on the one hand, what sociocultural modifications the studied stakeholders
needed to adopt to survive during this unprecedented period in tourism history, and, on the other hand, what
tourism authorities propose to revitalize tourism in the post-COVID period.
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Introduction

The Galapagos Islands in Ecuador is a 7,880 km? archipelago with a unique natural environment. Charles
Darwin described the islands as a “little world within itself.” Some 97% of the total emerged surface area was
declared a National Park in 1959. The Galapagos National Park was recognized as a UNESCO World Heritage
Site in 1978, and later a Biosphere Reserve in 1985. Though tourism numbers were only about 2,000 per year in
the 1960s, reaching 163,000 in 2009 (Izurieta, 2017), and 275,817 in 2018, which is a 14% increase from 2017.
Lastly, Galapagos received over 330,000 in 2023 (Observatorio Turismo Galapagos, 2024).

The three populated islands, out of a total of 21 islands (not counting the numerous rocks and islets), had an
estimated population of around 30,000 inhabitants in 2019 (INEC, 2022). The population has been multiplied by
fifteen since the 1960s, mainly because of the growing opportunities related to tourism (Walsh et al., 2019: Roman
etal., 2021). The world-renowned Galapagos Islands have been under scientific research since its creation in 1985.
Nevertheless, despite the intention of various institutions (e.g., Ecuadorian Ministry of Tourism, Ministry of
Environment, etc.) to keep the islands as intact as possible for future generations, tourism development has been
lacking an inclusive and sustainable strategy (Ecuadorian Environment Ministry & Galapagos National Park
Directorate, 2016). Tourism stakeholders believed that runaway tourism development “has been conducted in an
intermittent and unconnected way, proposing solutions to acute social and ecological crises without a long-term
vision or strategic plan” (Gonzalez et al, 2008, p.1). Furthermore, governmental regulations have mainly focused
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on environmental issues, such as zoning and fishing, and accommodations (UNESCO, 2019), and disregarded
social, economic, and cultural aspects.

As aresult, this exploratory study seeks to understand an understudied aspect of the Galapagos tourism activity,
which is the sociocultural impacts of the pandemic, with a focus on local stakeholders’ perceptions. The article,
first, focuses on the analysis of the situation of key tourism stakeholders, such as hotels, tour guides, and residents,
and second, the steps tourism authorities have been taking to regenerate tourism in the Galapagos National Park.

Literature review

Being an extremely popular tourism destination the Galapagos National Park received 271,238 tourists in 2019,
of which 67% were international (Observatorio Turismo Galapagos, 2024). Tourism revenues are extremely
important for the local economy, because it provides 66% of GDP (Spenceley et al., 2021). Although the
archipelago is considered a leading sustainable tourism destination in the world (Garcia Ferrari et al., 2021), the
current economic model of Galapagos is heavily dependent on tourism, and is therefore often described as
unsustainable (Gonzalez et al., 2008; Rousseaud et al., 2017). This is clearly contradictory with the goal of the
planning and policy-making body, the National Institute for Galapagos (INGALA) created in 1980, to achieve
sustainable development (Garcia Ferrari ef al., 2021), and also with the LOREG (Special Law for Galapagos) in
1998, which aimed at developing more tangible sustainable practices in the area of conservation management
(Munoz-Barriga, 2015).

Several studies (Walsh et al., 2019; Garcia Ferrari et al., 2021) state that the health crisis combined with the
economic crisis (due to a reversal in the growth trend for tourism) revealed the extreme fragility of the Galapagos
tourism industry. This is also justified by various studies that show potential threats to achieve sustainable tourism
management goals (Brewington, 2013; De Groot, 1983; Epler, 2007; Garcia et al., 2013; Honey, 1999; Izurieta,
2017; Mufioz-Barriga, 2020; Pizzitutti, et al., 2014; Rice, 2007; Ruiz-Ballesteros & del Campo, 2020; Steele, 1995;
Tindle, 1983). Since the pandemic profoundly disrupted international tourism (Hall et al., 2020), initiatives for
more sustainable tourism management were also destabilized. Due to this worldwide crisis, the islands have been
coping with unprecedented difficulties with losses totalling USD 200 million (Urquizo et al., 2021), which has
deeply affected the local population.

Until the present study, no research has focused on the challenges and impacts of the pandemic on the
Galapagos population in the context of tourism. Consequently, this study seeks to fill this research gap and explore
tourism stakeholders’ perceptions on how the birthplace of the theory of Darwinism coped with the unprecedented
situation caused by the pandemic. Additionally, the paper also reveals what lessons we can learn from one of the
supposedly most sustainably managed protected areas in the world. Hence, this exploratory research seeks to
answer three questions:

RQ 1: What sociocultural challenges and discrepancies has the pandemic revealed concerning the sustainability
of tourism in the Galapagos Islands?

RQ2 2: What sociocultural modifications do tourism stakeholders need to adapt as far as the post pandemic
tourism dynamics are concerned in the Galapagos Islands?

RQ 3: What strategy do local and national tourism authorities believe will contribute to sustaining tourism in
the Galapagos Islands?

Methodology

Data collection was through semi-structured surveys administered in person, and semi structured interviews. A
purposive sample of three tourism stakeholders were studied: Hotels (owners and employees), local Tour Guides
and Residents. The semi-structured survey was constructed based on Magablih and Mustafa’s (2018) study and
adapted to the Galapagos Islands. A total of 586 semi-structured surveys and 11 semi-structured interviews were
completed.

Results and Discussion
The descriptive analysis of the semi-structured interviews with key tourism decision-makers in the Galapagos
Islands reinforced previously found conclusions about the high level of tourism dependency on the islands. This
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dependency concerns social and economic aspects. Interviews with tourism stakeholders indicate that the local
economy is extremely dependent on tourism revenues.

The survey revealed that tourism stakeholders have rather negative perceptions concerning the management
and decisions of tourism authorities. The results show that there is a strong mistrust in national and local tourism
authorities by the local tourism stakeholders, Hotels, Tour Guides, and Residents. This mistrust is clearly indicated
by the Likert scale scores for the questions in Table 1. Local tourism stakeholders feel that tourism authorities
were not only unprepared for the crisis, but that they also mismanaged the crisis (i.e., the absence of a clear strategy
for the local population and economy) and have failed to put in place strategies to bolster resilience if a new crisis
should occur.

Concerning the impacts of the pandemic, the study revealed that 87% of the 108 surveyed Galapagos Tour
Guides have a temporary, invoice-based, contract. Some 97.2% of them said that the pandemic has affected their
job situation. Similar results were found for Galapagos residents; for 79.7% of respondents their economic
situation worsened during the pandemic, although 56.37% of the surveyed resident population do not work directly
in tourism.

Concerning the local economic reaction to the pandemic, 81.9% of residents answered that they have not had
an extra source of income. This number is 67.6% for Tour Guides, showing a serious economic shock for this
group. This was anonymously shared among the 70 Hotels surveyed in the study, too. All Hotels had to lay off
personnel, massively, and have slowly been rehiring them in the post pandemic period, but with extremely unfair
working conditions for the employees.

More explicitly, concerning the overall perception of the surveyed stakeholders, as indicated in Summary Table
1, the answers for the questions (‘ National/local tourism authorities were prepared for the crisis like COVID?”)
had very low scores; mean 1.43 (National authorities) and 1.33 (Local authorities), with a mode of 1 for both in
the Likert scale, meaning that local residents perceived massively the readiness of those authorities in a very
negative manner.

Concerning the post-pandemic strategy planned by the tourism authorities (‘ The Ministry of Tourism has plans
for the touristic crisis post-COVID?’) scores were very low (mean and mode, 2.46 and 1, respectively), indicating
a mistrust and inadequacy of planning towards the future. Concerning financial help for tourism businesses and
actors (‘Tourism sector authorities had assigned financial aid for the current tourism crisis?’) the surveyed local
stakeholders evaluated very poor with a mean of 1.78 and a mode of 1, since there was no financial help for the
stakeholders.

Similar values were found concerning the communication of tourism authorities during the crisis (‘Crisis
management s message from tourism authorities has been clear?’); 2.40 for mean and 1 for mode. Likewise, local
tourism stakeholders reported that tourism establishments have been closed due to the pandemic, and that there
have been myriad negative consequences (e.g., shorter stays and less tourism spending). Local tourism
stakeholders were nearly unanimous about the catastrophic impacts of the pandemic in the local tourism industry,
which also confirms a suspicion, again, about tourism authorities regarding both its crisis management and its
resilience strategy.
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Table 1. Tourism Stakeholders’ perception of the pandemic and its management

Statistics
The current
Mational Tourism situation in
tourism Galapagos The Ministry sector Crisis Galapagos
authorities tourism of Tourism authorities management's Touristic has a
were authorities has plans for had assigned message from establishments Tourists stay Tourist spent negative
prepared fora were the touristic financial aid tourism have closed less days less money effectin the
crisis like prepared for a crisis post forthe current  authorities has because ofthe than before than hefore tourism
Covid tourism crisis Covid tourism crisis been clear current situation  the pandemic  the pandemic sector
M Valid 586 586 586 586 586 586 586 586 586
Missing 0 0 0 0 0 0 0 0 0
Mean 1,41 1,33 2,46 1,78 2,40 4,58 3,96 4,22 4,54
Median 1,00 1,00 2,50 1,00 2,00 5,00 5,00 5,00 5,00
Mode 1 1 1 1 1 & & & 5
Range 4 4 4 4 4 4 4 4 4
Minimum 1 1 1 1 1 1 1 1 1
Maximum K K K K K K K K H

In order to answer the research questions, the paper will now focus on more details revealed by the field work.
Semi-structured, face-to-face methodology allowed participants to provide details about their perceptions.

Concerning RQ 1, ‘What sociocultural challenges and discrepancies the pandemic revealed, concerning the
sustainability of tourism in the Galapagos Islands?’, as a general analysis, most of the 586 surveyed tourism
stakeholders have endured extremely harsh living conditions. Their previously steady life and in the Ecuadorian
context, the highest GDP per capita in the country, has been turned upside-down. As an extreme example, both the
semi-structured interviews with tourism authorities and semi-structured surveys revealed that there were tourist
guides and other tourism stakeholders, such as residents, hotel employees, who had absolutely no economic
revenues during the pandemic and those impacted families could only survive due to the solidarity and help of
other Galapagos residents.

The results show that despite the Galapagos Islands’ overall image as a well-managed sustainable destination,
sustainability has not been fulfilled entirely. The 70 surveyed hotels also revealed that most of the establishments
had not had a contingency plan for crises, including savings for such situations. Faced with devastating income
losses, and without any local or national financial aid, hotels ‘optimized’ their operations, mainly by laying off
staff. Since July 2020 and the reopening of the tourism industry in the Galapagos Islands, hotels revealed that
tourism has been dominated by national tourists, with less purchasing power. Accordingly, hotels have had to make
adjustments to welcome domestic tourism. As international tourism, which used to dominate, has been partially
replaced with domestic demand there have been consequences affecting sustainability. Unfortunately, lower
purchasing power will generate impacts on the quality of services, the environment, the society, and of course, in
the local economy (Mufioz-Barriga, 2015).

To answer Research Question 2: ‘What sociocultural modifications do residents need to adapt as far as the
post-pandemic tourism dynamics are concerned in the Galapagos Islands?’

Since the pandemic was unprecedented, no one was ready for such a situation in the tourism industry of the
Galapagos Islands. The study revealed that all three studied stakeholders were unprepared to face the crisis and
also that the sociocultural impacts were extremely devastating (such as intrafamilial violence, extreme poverty,
etc.).

The semi-structured surveys that were conducted with Hotel owners and employees also revealed that 80% of
the hotels faced serious economic difficulties. This unstable financial situation generated major changes in the
labor settings concerning hotel employees. No less than 78.6% of the surveyed hotels had fired employees during
the pandemic. As a result, after the reopening of the islands for tourism in July 2020, the former legal work
contracts, with health and social security benefits, have been transformed into flexible agreements between
employers and employees. As a result, employees were contracted for specific missions (often only a few hours)
and paid on the spot. Although this practice is beneficial for the employers, the employees worked without any
structured labor contract, which generated extremely uncertain and even exploitative circumstances in the labor
market.

Room prices also dropped significatively in the case of 92.9% of the hotels surveyed, which indicates a
substantial adaptation to the new situation. Concerning surveyed and interviewed hospitality stakeholders on the
islands, this price drop is also the result of the fact that most of the tourists are Ecuadorian nationals. In 2019, this
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tourist segment represented only 32% of the tourism in the islands and around 70% in 2023 (Observatorio Turismo
Galapagos, 2024). Also, the segment of international backpackers has increased, which alongside the growing
domestic tourism generates lower room prices due to their limited purchasing power. As mentioned previously,
this type of tourism will probably contribute to unsustainable practices on inhabited islands.

The 108 semi-structured surveys with Tour Guides revealed that they have been hit the hardest by the pandemic
in the Galapagos islands. The study discovered that 88% of the Tour Guides had occasional, not permanent
contracts in tourism which resulted in a very precarious economic situation while 97.2% of the questioned Tour
Guides considered that their economic situation became worse during the pandemic, and 71% of them did not
have basically any income during the crisis. In order to survive, these Tour Guides sold personal objects, often
luxury ones, and received charity from other residents.

Semi-structured interviews with tourism authorities also revealed that despite the strong purchasing power of
the Tour Guides, short-term orientation characterized their spending behaviors. Hence, the pandemic and
particularly the lockdown period revealed that Tour Guides had no savings to cope with the situation. The only
way 71% of the Tour Guides could survive during the lockdown period was through charity. Interestingly, as
mentioned previously, the tragedy of the situation exposed that the highest purchasing power segment of the local
population became the most fragile one during the pandemic.

Concerning the local population, the study revealed that only 35.5% of the Residents had some savings before
the pandemic. Residents were also asked about their future intentions if the situation were to remain as it was
during the pandemic. Only 6.4% of residents said they would leave the Galapagos Islands permanently, while 80.1%
reported that they would stay on the islands despite the unpredictable future. The rest did not have a clear idea
about how to face the future. This shows a solid attachment to their homeland.

79.7% of the residents considered that their labor situation became worse during the pandemic, and 18.9%
believe that it is the same as in the pre-COVID period. The latter responses mainly represent the public service
workers who continued receiving their salaries during the pandemic. It is important to note that most of the
residents have various professional activities, such as commerce, agriculture, transportation services, among others,
which provided alternative sources of income during the pandemic. Hence, although most residents feel their job
situation deteriorated (vs. before the pandemic), those alternative resources aided them to face the current situation
better than for instance Tour Guides who are more dependent on tourism revenues.

As a general answer to RQ2 (i.e., What modifications local tourism stakeholders needed to adapt to the face
the pandemic period), the study revealed that solutions were not led and assisted by tourism authorities, or by any
political and economic institution. Locals, including tourism stakeholders, were left to fend for themselves.

Research Question 3: ‘What strategy do local and national tourism authorities consider sustaining tourism in
the Galapagos Islands?’ Governmental regulations, prior to the pandemic, were mainly focused on environmental
issues, such as zoning and fishing, and accommodations (UNESCO, 2019). Concerning the environmental impacts
of the pandemic, key tourism stakeholders, among others the Charles Darwin Research Station, revealed that
although COVID-19 has contributed to less human activities related to tourism in the national park (e.g., due to
the absence of scientific monitoring during the crisis), it is still unclear what exact impacts this period has left on
nature. One major element was also mentioned, which is the illegal fishing activities that have increased due to
the economic crisis and the lack of control in the Galapagos National Park. Undoubtedly, the sociological
perspective of tourism dynamics, such as local stakeholders’ perceived experience, has been under-researched
hitherto (Izurieta, 2017; Mufioz-Barriga 2020). The total of 586 semi-structured surveys with the selected tourism
stakeholders clearly indicate that locals have not received any economic or social assistance to cope with the
pandemic, and these stakeholders do not expect any aid from those authorities in the future.

Concerning the tourism strategy of the Galapagos Islands for the post-pandemic period, the surveyed
stakeholders have a rather negative or neutral perception. The results indicate that local tourism stakeholders do
not perceive any comprehensive tourism strategy or guiding principles, which have been developed and/or
communicated by authorities, for the medium, or long term. This lack of proper tourism planning has been part of
the tourism dynamics in the Galapagos Islands since its creation in 1959. As in many other cases, economic interest
associated with the environmental aspects of the Galapagos National Park have taken precedence over the social
and cultural perspectives (UNESCO, 2019; Mufioz-Barriga, 2015).
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Moreover, the ongoing political instability in Ecuador, added another ingredient to the already unstable
circumstances of the development of a coherent tourism strategy. Through semi-structured interviews with key
stakeholders, such as Tourism Ministry, Santa-Cruz Municipality, the study revealed that tourism authorities are
very dependent on political and national decisions concerning the future strategy of the Galapagos National Park,
which limits the possibilities of making local decisions. Consequently, in a highly hierarchical and centralized
political system, relevant stakeholders are extremely reluctant to make important decisions and/or any strategy
propositions until clear instructions are given by the elected national government.

In addition, to make the context more complex, the study also underscored the fact that economic and social
decisions that concerned the surveyed local stakeholders, in the past, have been short-lived and unilateral without
any consultation with the relevant stakeholders. Hence, Galapagos’ residents, Tour Guides, and Hotel
owners/employees lack trust in tourism and political authorities and their decisions, which makes sustainable
tourism management even more challenging (Mufioz-Barriga, 2015; Mufioz-Barriga y Maldonado, 2020).

The surveyed tourism stakeholders see the future of the Galapagos as being strongly correlated to the
consequences of the worldwide pandemic. They believe the resilience will be dependent on health measures,
biosecurity, and planning and savings. Interestingly, they do not speak of a better stakeholder relationship with
tourism authorities, hence they do not foresee a collective strategy, rather individual adaptations to changing
tourism dynamics. The following word clouds indicate the perception of surveyed stakeholders concerning the
future of tourism in the Galapagos Islands (Word Clouds 1, 2 and 3).

Word Cloud 1. ‘In a 5-year horizon, how do you see the reactivation of tourism in Galapagos? (Tour Guides,
Hotels and Residents)?

many £ t destination
- inue authorities activated «
.. galapagos tourists pandemic -

ool get vaccw]atlonU"g;“‘;“l;g‘g;j‘“
w improve tourism thinkiike normal 575 -
wy place slow NOW better E9INE increase ...
already 2019 hope depends still even
"t return mayyearsww know Plan I**_ v
" come Treally reactivated much people
- maybe positive recover Ppen =
. expect  pelieve ©conomically
. = measures NEIP worse

entire
factors

Word Cloud 2. ‘Do you think Hotels will make important changes to face another crisis in the future? If yes,
what changes do you think?’ (Hotels)

v fumigation ©
n families important tin
- e .. emergency

supplier biosecurity bio
policy fund prepared rates
trisis financial Measures .. e
ss changes planning care jreas o .-
rketing s i v oo
digital better savings contlngency pre
.= control . cost distz
health SSCUrity geyipie!

= hygiene promoti

ministrative  |onge

n

=3
)
2
<
=2
c
-
=4
-

Word Cloud 3. ‘What alternative would you consider viable to replace tourism as a main source of income?’
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Conclusion

The global pandemic has brought about unparalleled challenges to the tourism industry in the Galapagos. The
social and economic consequences of the pandemic were extremely devastating in the local tourism sector. The
study revealed that the major challenges local tourism stakeholders have been facing include the lack of a
sustainable strategy from tourism authorities, which mainly means three elements: the inexistant social and
economic support for tourism stakeholders during the crisis; the lack of stakeholder collaborations due to highly
centralized decision-making procedures; and also, the extremely high level of mistrust among locals towards
tourism authorities.

More explicitly, the present study gathered primary data concerning the complexity of the tourism sector
activity in the Galapagos Islands. The pandemic revealed the tension among tourism stakeholders, and the lack of
proper strategic planning in relation to the post-pandemic period. Local stakeholders feel neglected and
unsupported by local and national authorities. As a result, the Galapagos Islands cannot be characterized as a
sustainable destination because - despite efforts made concerning environmental conservation - other aspects of
the TBL framework have been completely neglected during the pandemic.
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Abstract

The hotel industry is undergoing a profound transformation due to the integration of technologies, including
artificial intelligence (Al), into service operations. The pattern of service delivery, which was previously
predicated on human interaction, has been replaced by digital interaction due to this transformation. The
Kingdom of Saudi Arabia (KSA) is considered one of the preferred places for the tourist to visit. KSA hotels are
continuously working on enhancing their tourist experience since they contribute greatly to the KSA economy. The
main purpose of this research is to examine how Al tools integration can improve KSA tourists' satisfaction and
loyalty level. The research was conducted on Riyadh, Madinah, and Mecca hotels that have implemented Al
chatbots, Al personalised services, and Al fraud detection systems. Satisfaction level was determined through
guantitative analysis and data was collected from 300 respondents. The gquantitative results show that Al tools
integration enhance tourist satisfaction levels. It was determined by seeing the significance values of Al chatbots,
Al personalised services, and Al fraud detection systems which are less than 0.05. Similarly, the qualitative
analysis was performed through the interviews conducted with 9 tourists. The interview answers show that Al
tools integration enhances the tourist loyalty level. Overall, research suggested that knowing the impact of Al on
the satisfaction and loyalty of tourists could potentially result in the implementation of Al-driven services in hotels,
thereby potentially enhancing the preferences of tourists.
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Introduction

Hospitality is an activity that has been around for hundreds of years and has changed a lot since the start of the
21st century. Several quantitative and qualitative changes are currently taking place due to the cumulative impact
of various socioeconomic factors. The dominant position of the trend wherein the hotel superstructure substantially
surpasses the volume of tourism demand growth is evident (Lukanova & Ilieva, 2019). In the hospitality industry,
satisfaction and loyalty are greater rivalry and raised standards of fundamental services and products due to a great
number of competitors. Due to this, the hotel industry should pay more attention to how they provide their services
and products since these are often the same for all types and groups of hotels (Korstanje & Seraphin, 2018).

The hospitality industry sector now employs cutting-edge technology, including artificial intelligence (Al). The
impact of such technologies on the operational expenses and customer service quality of hotels has been a topic
of some debate in recent times. There are numerous benefits of Al over human labor. Nam et al. (2021) found that
one minute of labour performed by an automaton is equivalent to fifteen minutes of labour performed by one
human (Nam et al., 2021). Reports from experts say that by 2030, robots will be doing about 25% of everyday
jobs. Different degrees of Al are implemented based on the intricacy of the technology at hand. These degrees
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range from basic routine functions to more sophisticated complex operations (Willcocks, 2020). Similarly, Nam
et al. (2021) mentioned research conducted by MIT and BCG that reveals that organisations implement Al for the
following reasons: to maintain a competitive edge (84%), enter new markets or industries (75%), or reduce
expenses (63%). It suggests that Al plays a more strategic role in organisational operations (Nam et al., 2021).

Besides the fact that Al has a strategic value, various studies have shown that the implementation of Al can
bring many benefits such as cost-cuttings, operational efficiency increase, or increased revenue (Liang et al., 2024).
On the contrary, as per Reim et al. (2020), only 5% of enterprises adopted Al substantially, another 23% adopted
it as a prototype, and the remaining 54% implemented it at the most basic level. Some basic challenges such as
data consolidation, technical complexities, cyber-security risk, modeling challenges and human—AlI process-based
interactions may point out to the low adoption rate (Reim et al., 2020).

The hospitality industry is not excluded from the digital age, as technology has become an essential part of our
lives. It is important to note that technology serves as a vital element in helping luxury hotels to create more and
greater tourist satisfaction and loyalty, which ensures increased customer satisfaction (Shahid & Paul, 2022).
Jabeen et al. (2022) note that the hotel and tourism sector remains to be transitioning slowly into the adoption of
robotics and Al in the field. On the other hand, there has already been a huge number of hotel cases in which these
technologies have been successfully applied (Jabeen et al., 2022).

In contrast, the study regarding employee service quality and Al's impact on tourists' overall experience within
the hospitality sector presented by Prentice et al. (2020) depicts important results in this matter. Based on their
research, although Al technologies hold the promise of operational efficiencies and improving visitor satisfaction
and loyalty, their impact on tourist satisfaction and loyalty hinges on the quality of service provided by employees
(Prentice et al., 2020). Also, as Alotaibi et al. (2020) point out, despite the barriers to the introduction of Al in the
KSA hospitality sector, there are also such large potential benefits that make this initiative highly relevant. The
authors also state that the hotels that can implement these technologies in their operations will have a competitive
advantage in the market (Alotaibi et al., 2020).

Based on the literature gap above, the current empirical study attempts to measure the effect of Al on
satisfaction and loyalty of tourists in the management of luxury hotels in KSA. The research aim is to determine
how fraud detection systems, Al-enhanced personalisation, and chatbot implementation improve the tourist's
overall experience. KSA, being a developing country, relies heavily on the socio-economic advantages provided
by the tourist sector (AlArjani et al., 2021). Since the inception of Vision 2030, Saudi Arabia has become more
open to international visitors than ever before. Saudi Arabia wants to become an international tourism hub and one
of the world's most visited countries, and it wants to speed up a $800 billion plan to do so by targeting between
100 and 150 million tourist visits by 2030 (Moshashai et al., 2020; News, 2024). According to Price Waterhouse
Coopers (PwC) International Limited Saudi Arabian economy is projected to gain $135 billion from artificial
intelligence by 2030, making it the largest beneficiary of the technology in the Middle East. Therefore, the
significance behind this research is to determine how the incorporation of Al in the hospitality industry enhances
its growth and catches the attention of tourists (PwC, 2023; Rostan & Rostan, 2021).

Research Objectives
The following are the research objectives for performing this research

To determine the impact of Fraud Detection Systems integration on tourist satisfaction and loyalty
To determine the impact of Al-enhanced personalisation integration on tourist satisfaction and loyalty
To determine the impact of Chatbot Implementation on tourist satisfaction and loyalty

Conceptual Framework

This research has supposed the integration of Al elements that include fraud detection systems, Al-enhanced
personalisation, and Chatbot implementation as some independent variables. While tourist satisfaction and loyalty
as dependent variables. The Al elements integration into hotel management can be explained through the utilisation
of different kinds of theories. For the chatbot integration into hotel management, the Technology Acceptance
Model (TAM) can be linked. The technology acceptance model (TAM) proposed by Fred Davis in 1986 is a
concept of information systems that describes how to convince consumers to adopt and employ new technologies
(Abuhassna et al., 2023). According to TAM theory, If tourist perceives chatbots as useful tools that can easily be
used, they will adopt them and utilise them to enhance their satisfaction and loyalty.
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CRM has the capability to discern the correlation between Al-enhanced personalisation and tourist satisfaction
and loyalty. This is particularly advantageous in the present scenario. CRM is the framework that describes the
methodologies, general approaches, and instruments used by business organisations to monitor data and contacts
with customers throughout their relationship with the organisation (Guerola-Navarro et al., 2021). The concept of
CRM has been created by Robert and Kate Kestnbaum. This theory relates to the current research in a way
that Al has the potential to enhance individualised satisfaction and loyalty. Therefore, hotel companies can
leverage cutting-edge technologies to provide personalised services to tourists and enhance their overall feelings
and connections, thereby optimising their hotel performance, Furthermore, an application of Travis Hirschi's (1969)
social control theory would clarify the correlation between the Al fraud detection system and tourist's experience.
Social control theory contends that by capitalising on the socialisation and learning processes, individuals can
develop self-control and diminish their tendency to engage in antisocial behaviour (Agnew, 1985; Kempf, 2023).
Social Control theory supports the execution of fraud detection systems in the sense that social control of
technology usually hinders dishonest behavior. The implementation of technological monitoring systems enhances
accountability and deters potential fraudulent activities, thereby fostering a secure and dependable tourist
environment.

Independent Variable Dependent Variables
I
/ Artificial Intelligence \
Integration in Hotels // Customer Experience \

Fraud Detection
Systems Loyalty

Al-Enhanced
Personalization

Customer Satisfaction

\ )

Chat-bot

\{ Implementation 1 / -

Figure # 1: Conceptual Framework

Literature Review
Al Integration in Hotels

Al has emerged as a crucial technology for hotel management in recent years. The impact of Al on the hotel
industry has been reported in several studies (Alotaibi 2020; Alotaibi & Khan, 2022). Al technology assists hotels
in optimising operating efficiency, elevating the visitor experience, and boosting income (Madhura et al., 2023).
Leading hotels around the world are using Al and robots to improve how they run their businesses. Al gives people
new and unique satisfaction and loyalty by giving them new tools like robots or voice-activated helpers. It saves
money and cuts down on calls to the service desk (Huang et al., 2021; Sthapit et al., 2024; Venkatraman & Miah,
2022). Al also assists hotels in meeting the expectations of their customers, especially millennials, by delivering
prompt and precise responses. Al offers customised services by forecasting the desires and requirements of
customers and facilitating interactive dialogue throughout their satisfaction and loyalty (Li et al., 2021).
Additionally, Al can eliminate repetitive duties therefore increasing employee satisfaction, decreasing operating
expenses by 15%, and boosting revenues by 10% (Zhou, 2019).
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Various scholars have looked into the effect that Al systems integration into the hotel industry has brought
about including. In a study conducted by Roy et al. (2020), a survey of 300 Indian customers of hospitality was
conducted to assess their views and readiness to accept Al in the business. it was found from the survey that Al
usually shows good attitudes in the case of booking and reservation management, personalised service. According
to the research, younger individuals, individuals with higher education, and more affluent individuals are likely to
use Al-based services (Roy et al., 2020). A similar investigation was carried out in the UAE by Hussein et al.
(2022) concerning the ability of Al to assist hotels in attaining a competitive edge. It has been noted that the use
of Al technology by hotels in the UAE is increasingly becoming prevalent as a tool to improve operational
efficiency and enhance satisfaction of tourists as well as assist in gaining a competitive advantage. However, the
mentioned issues were about data privacy, need for training, and high-cost of implementation(Hussein Al-shami
et al., 2022).

Based on the results of Mariani and Borghi’s (2021) research, it is clear that mechanical artificial intelligence
(MAI) in hospitality services was received positively by consumers who viewed and rated it. The study used data
from online reviews, including MAI technology, in five Italian hotels which included chatbots and virtual assistants.
The researchers found that the effectiveness of MAI depended on the category and situation. Concerning the levels
of satisfaction, customers are more satisfied with MAI in booking and reservation administration, but less satisfied
in detailed scenarios such as custom recommendations. The relationship between the perception of quality and
total happiness and loyalty about MAI was positive, hence, its capacity to enhance visitors' experience (Mariani
& Borghi, 2021). Furthermore, various studies have been conducted in the past that highlighted several methods
through which a firm could employ the use of artificial intelligence to ensure that it captures the attention of tourists
(Mnyakin, 2023; Nam et al., 2021; Pizam et al., 2022). However, this research takes into account the following
approaches:

AI Chat-Bot

A chatbot which is also known as a virtual agent is a computational program that provides guidance instead of
human being by answering textual or verbal questions and commands. The chatbot program is capable of
comprehending one or more human languages and can engage in dialogue through text or voice (Kim et al., 2023).
A chatbot can be conceptualised as an individual that remains operational around the clock, every day of the week.
In addition to its primary functions, it is capable of executing productive duties such as generating calculations
and establishing alarms or reminders(van der Schyff et al., 2023).

Al-Hyari et al., (2023) mentioned that Hotel websites and mobile applications are progressively incorporating
chatbots as a means to optimise operations and augment customer service. These devices implement automated
systems for check-in and check-out, enabling patrons to independently complete the check-in procedure, obtain
room keys, and depart without requiring any staff involvement (Al-Hyari et al., 2023). Tourists can also place food
orders, request amenities, and obtain suggestions for local activities through their room service and concierge
departments. They take care of plans and appointments, letting people book a room, change their ticket, and get
proof (Peng et al., 2024).

AI- Personalised Services

Management in hotels is using Al to make tourists content by tailoring experiences to each visitor's likes,
dislikes, past visits, and behavior by analysing large amounts of data. This includes voice assistants, loyalty
programs, personalised recommendations, and predictive analytics, in addition to customised room settings
(Bulchand-Gidumal et al., 2023). Al-driven systems can accurately predict the amenities or services that tourists
will need during their stay after studying prior visits and preferences (Wong et al., 2023).

As suggested by Gupta et al. (2023), implementation of face recognition technology using Al can enable
travelers to receive personalised services despite the high level of randomness and unpredictability present in the
environment. This technology can benefit several stakeholders such as insurance agents, travel agencies, and taxi
drivers in handling large volumes of complex and multidimensional data. It serves as an intermediary between the
desires of travellers concerning exceptional business visits and the ability of an organisation to deliver such visits.
Integration of visual information in the forms of videos and images with data-driven service superiority might
confer greater security to the industry (Gupta et al., 2023).

AI Fraud Detection System
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Fraud is a major issue in the hospitality industry as it causes poor financial and image valuation to the businesses
(Lin et al., 2023). Al provides hospitality softwares with access to a multitude of information about financial
transactions and booking trends that can be used to detect outliers and prevent fraud. Al may improve the safety of
hotels if it is used to analyse the behavior of tourists as well as detect security threats (Iliadi, 2023).

Various facilities are provided in hotel management, such as enhanced security through video surveillance, face
recognition, access control, detection of threats, and fraud detection. Al can be utilised in the hotel industry to
protect consumers, and employers from any threat and predicting and mitigating all probable risks that may be
likely to happen to both tourists as well as staff members. Hotels can make tourists and employees safer by
implementing Al-enabled technology that monitors what is happening in real time; identifies potential threats,
while limiting access to restricted areas and catching fraud (Iliadi, 2023).

Tourist Experience
2.1.1. Tourist Satisfaction

Tourist satisfaction refers to the level of how satisfied or how much a visitor is delighted while lodging at a
hotel or any other place within the hospitality sector (Delas Alas Jr & Limos-Galay, 2023). For any hotel to succeed,
tourist satisfaction is an essential driver as it could either encourage one to revisit once more or spread positive
word of mouth (Zhang et al., 2023). Jahmani et al (2023) indicated several factors from which client satisfaction
is determined, such as quality of hotel facilities and services, cleanliness and comfort of rooms, professionalism
and friendliness of staff, and overall perceptive value for money (Jahmani et al., 2023).

Moreover, tourist expects some level of personal service and swiftness in meeting their needs and preferences.
Luxury hotels place significant importance on tourist satisfaction due to various factors, one of which is the
potential for satisfied guests to engage in repeat business. This is even more important for luxury hotels since they
become a major source of revenue (Preziosi et al., 2022). The luxury hotel industry is highly competitive and
consumer satisfaction can be an area of superiority which will make a hotel different from other hotels and attract
new customers. A luxury hotels' expectations of contentment must be met by the satisfaction of tourists as it is
crucial for retaining current business and enabling the creation of positive word-of-mouth, advancement of
reputation, development of brand loyalty, and possible competitive advantage in the market. This research has
taken into account that the integration of Al tools can enhance the tourist satisfaction level (Shafiee et al., 2020).
Thus, this research examines the following hypotheses:

Hi: Al Chat-Bot considerably advance the satisfaction level of the tourists

Hoi: AI Chat-Bot does not considerably advance the satisfaction level of the tourists

Ha: Al- Personalised Services considerably advance the satisfaction level of the tourists

Hoz: Al- Personalised Services do not considerably advance the satisfaction level of the tourists
Hs: Al Fraud Detection System considerably advance the satisfaction level of tourists

Hos: Al Fraud Detection System does not considerably advance the satisfaction level of tourists

2.1.2. Tourist Loyalty

Loyalty is described as the inclination or actual action of a customer to consistently buy certain items or services
(Prum et al., 2024). Managers in the hotel business have prioritised the retention or growth of visitor loyalty in
response to fierce competition and varied client expectations. Diverse approaches have been used and assessed to
enhance the quality of service and boost the rate at which guests revisit (Latif et al., 2024). Ali (2024) demonstrated
that hotel services and loyalty programs have a substantial impact on a guest's loyalty toward hotels. Previous
research indicates that consumer loyalty is established through a combination of psychological commitment and
recurrent purchases(Ali, 2024). Similarly, Hussain et al. (2023) mentioned that Tourist loyalty toward hotels can
be comprehended with the help of attitude measurements such as repurchase intent, purchase frequency, and word-
of-mouth recommendation(Hussain et al., 2023). This research aim was to determine the following objectives:

RO1: The integration of Al tools, which are Al Chat-Bot, AI- Al-Personalised Services, and Al Fraud
Detection System, increases tourist loyalty.
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Methodology

Current research has utilized a mixed-method approach. Mixed methods research combines qualitative and
quantitative research to solve a research problem (Leonhardt & Overa, 2021). For the data collection, three hotels
that provide services to tourists have been targeted. These hotels were situated in Riyadh, Mecca, and Madinah.
The rationale behind the selection of Madinah and Mecca was that they are the holiest locations in Islam, attended
by a substantial crowd of Muslims for the Umarah and Hajj pilgrimages, respectively. Furthermore, Riyadh was
selected due to its reputation as a prominent economic and business center, renowned for its sophisticated
infrastructure, which attracts international investors.

For the quantitative data, a questionnaire was performed with the aim of determining the impact of fraud
detection systems, Al-enhanced personalisation, and chatbot implementation on tourist satisfaction. The rationale
behind choosing quantitative analysis to assess tourist satisfaction with Al-integrated tools is that customer
satisfaction is connected with tangible measurement. A questionnaire based on the 5-point Likert scale was formed.
There were two primary sections to the questionnaire. The initial segment provided an overview of the
demographics of the research sample. The subsequent segment comprised statements pertaining to the dependent
variable (tourist satisfaction) and the independent variables that are Al Chat-Bot, Al-Personalised Services, and
Al Fraud Detection Systems.

As a means of facilitating arbitration, the questionnaire was presented to a panel of experts in the respective
disciplines. Following the arbitration process, the questionnaire underwent revisions and adjustments in line with
their feedback. These modifications enhanced the questionnaire items' reliability and consistency with the primary
objective of the research.

Three five-star hotels, each one from Riyadh, Madinah, and Macca, were targeted for the data collection.
Hundred randomly selected participants from each hotel were requested to fill out the questionnaire at the time of
the checkout. Overall, 300 questionnaires were gathered. Out of which 283 were filled, the rest of the 17
questionnaires were then excluded.

Furthermore, to assess the impact of the Al integration tool on tourist loyalty, qualitative analysis has been used.
The rationale behind assessing tourist loyalty through qualitative analysis is due to the reason that loyalty is mostly
connected to emotions, and that can be better interpreted into words instead of numeric values. For the qualitative
data collection, nine tourists, three from each hotel, who spent the highest number of days in the hotel were
requested to answer the questions as attached in Appendix No. 1.

Results
Qualitative Analysis

The impact of the Al tool integration on the tourist’s loyalty was determined through qualitative analysis, for
the interviews were taken from the selected tourists. The selection of the tourists was based on their days of stay
and how frequently they visited the hotels.

AI Chat Bot
The tourists who visited the Mecca, Madinah, and Riyadh hotels have approved that the hotel's Al chatbot
increased their loyalty level. One of the Mecca tourists shared his experience by coting the following words:

“The hotel's AI Chatbot has significantly transformed convenience and efficiency. The Chatbot would always
respond to my queries or issues within record time. It was useful to me when looking through a myriad of hotels.
Above all, the Chatbot s fast and smart replies to my questions and ability to help me with most requests, such as
ordering room service or recommending the best local rvestaurants, was a massive improvement on my stay in
general.”

The Madinah tourist has also mentioned the same point of view. He added:
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“I was greatly satisfied with the efficiency and promptness of the hotel Al Chatbot in assisting. It was as if one
had an assistant-whenever and wherever. The chatbot responded to my questions quickly, whether I was looking
for suggestions for a place to eat, information on what amenities were on site, or just inquired about something
else generally.”.

On the other hand, the Riyadh tourist coted:

“The hotel's AI Chatbot always provided me with the latest information and support. It also helped in
understanding background inquiries and easing conversation. It helped me in providing details about
nearby attractions and retrieving hotel regulations.”

AI personalised Services
The responses from the interviewer regarding the Al personalised services clearly depicted that they were
highly impressed with it. One of the Riyadh hotel tourists has cited the following for the Al personalised services:

“I would like to mention that the hotel Al personalisation services were very impressive. Al personalisation
services always provided me with the services that I wanted until the time I stayed in this hotel. 1 felt very
overwhelmed while staying here due to the personalisation services I have been served according to my preferences
and choices.”

On the same hand, the Mecca hotel tourist has also shown a positive response regarding the Al personalisation
service. The tourist coted that:

"Whenever I ordered through the hotel portal, I always got the recommendation of food, juices, and snacks that
1 like most. I must say, their personalised services are very well developed.”

Similarly, the Madinah hotel tourist responded that:

“The personalisation services this hotel is offering just want me to stay more in this hotel. The hotel mobile
application sent me the notification as per my interest level. Well, this is their best strategy to catch the customer's
attention. The technology not only retained my choices but also adjusted in real time according to my interactions.
As an example, it accurately predicted my schedule and made automatic changes to the lighting and room
temperature appropriately. This adaptive response resulted in a more pleasant and satisfying atmosphere.”

AI Fraud Detection System

Al fraud detection system implementation not only assists the hotel consumer but also the hotel management.
It ensures the security of data of both the consumers and the hotel management. The Madinah hotel tourist coted
her experience by mentioning that:

“I must say, the hotel's Al Fraud Detection System gave me a sense of security and confidence in my
transactions. Knowing that there is a sophisticated system in place to safeguard my information and financial
transactions provided peace of mind. It seamlessly operated in the background, and I never encountered any issues.
The proactive nature of the system in identifying and preventing potential fraud added an extra layer of trust to
my overall experience at the hotel."”

While the Riyadh hotel tourist coted that:

“I observed that the system actively monitored transactions and flagged any dubious activity throughout my
stay. I am grateful for the proactive measures taken to safeguard my financial information; undoubtedly, they
contributed to the establishment of a secure environment. In my opinion, this is a valuable feature that enhances
the hotel's credibility.”

Furthermore, the Mecca hotlists share his overview:

“Throughout my stay, I had no concerns regarding the security of my personal information. The hotel's
investment in cutting-edge technology to protect guests from potential fraudulent activities demonstrates a dual
dedication to delivering exceptional service and fostering guest confidence. This is undoubtedly an important
measure for me when deciding where to remain, and this hotel surely delivered in that regard."”

Similarly, the Riyadh tourist shared that:
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“My stay in this hotel was very overjoyed. This hotel treated me like a prince. It is not wrong to say that this
hotel is the Riyadh smart hotel. I found that this hotel has integrated Al into all its elements, ultimately enhancing
the guest experience. I have already recommended this hotel to my friend, who is going to visit Riyadh with his
family next year. As I believe, this hotel over joy the trip of the tourists.”

Hotel Recommendation
To determine the tourist loyalty toward the hotel, it was also asked from them if they recommend this hotel to
their family, and friends and their overall experience in the hotel. The Mecca tourist replied that:

“I will definitely recommend this hotel to my family and friends. The experience and the services I got here
were up to the mark. Whenever I come here, this hotel will be my first choice for the stay.”

The Madinah tourist replied that:

" I considered this hotel as one of the best hotels in Madinah. This hotel's services have just overwhelmed my
overall trip experience. All the services I received from here were as per my likes. When I visit Madinah next year
for Umrah with my family, I will come here to stay. I suppose this is the most suitable hotel to stay when you are
with your family.

Quantitative Analysis
As mentioned above, a mixed approach was utilised to assess the impact of the Al tool integration in the

hotels on tourist satisfaction and loyalty level. For the satisfaction level, reliability tests, correlation, and
regression tests have been performed. The results of these tests, along with the demographic analysis, are given

below:
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Reliability Statistics

Cronbach's Alpha N of Items

.823 4

Table No # 1: Reliability Analysis

Table No. 1 shows the overall reliability of the model. Reliability is basically the consistency of a measure
(Gong et al., 2024). According to the Cronbach alpha value, which is 0.823, it has been proven that the model that
has been considered in this research is highly reliable. Since the value of the Cronbach alpha is above the given
benchmark that is 0.07.

Demographic Analysis
Frequency Per cent Valid Percent Cumulative Percent
Age 20-35 18 6.4 6.4 6.4
26-50 109 38.5 38.5 44.9
51-65 110 38.9 38.9 83.7
Above 65 46 16.3 16.3 100.0
Total 283 100.0 100.0
Frequency Per cent Valid Percent Cumulative Percent
City Mecca 82 29.0 29.0 29.0
Madinah 111 39.2 39.2 68.2
Riyadh 90 31.8 31.8 100.0
Total 283 100.0 100.0
Frequency Per cent Valid Percent Cumulative Percent
Reason of Stay Business 77 27.2 27.2 27.2
Religious 41 14.5 14.5 41.7
Tourist
Cultural 77 27.2 27.2 68.9
Tourists
Adventure 58 20.5 20.5 89.4
Tourists
Other 30 10.6 10.6 100.0
Total 283 100.0 100.0

Table No # 2: Demographic Analysis

Table # 2 shows the demographic stats. As per the above table, 6.4% of tourists aged from 20-35, 38.5%

of tourists aged 26-50, 38.9% aged ranging from 51-65, and 16.3% of tourists are above 65. As far as the hotels

are concerned, 29% tourists were from Mecca hotels, 39.2% tourists were from Madinah hotels, and 31.8% were

from Riyadh hotels. Among these tourists, 27.2% stayed at hotels for business, 14.5% were religious tourists,

27.2% were cultural tourists, 20.5 were adventurous tourists, and 10.6 visited hotels for other kinds of tourism.
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Correlation

Correlations
Al Chat Al Personalised Al Fraud Tourist
Bot Services Detection System Satisfaction

Pearson Correlation 1 762" 449™ .613™
AI Chat Bot Sig. (2-tailed) .000 .000 000

N 283 283 283 283

Pearson Correlation 762" 1 755™ 558"
Al Personalised Services Sig. (2-tailed) 000 000 000

N 283 283 283 283

Pearson Correlation 449" 7557 1 707
Al Fraud Detection System Sig. (2-tailed) .000 .000 .000

N 283 283 283 283

Pearson Correlation 613" 558 707 1
Tourist Satisfaction Sig. (2-tailed) .000 .000 .000

N 283 283 283 283

**_Correlation is significant at the 0.01 level (2-tailed).
Table No # 3: Correlation Analysis

Table # 3 shows the correlation analysis among the variables. Correlation analysis is a statistical technique used
to determine whether or not two variables/datasets are related and, if so, the strength of that relationship (Nie et
al., 2023). As per the above table, Al Chat Bot and Al Personalised Services are highly correlated, having a value
of 0.762. At the same time, Al Chat Bot and Al Fraud Detection System are less correlated than other variables.
Since its correlation value is 0.449, furthermore, other variables are high to moderately correlated to each other,

having a correlation value of more than 0.6.

85



Descriptive Analysis

N Minimum Maximum Mean Std. Deviation
AT Chat Bot 283 1.50 4.5 3.6652 .8654
Al Personalised Services 283 1.50 4.75 3.5989 99128
Al Fraud Detection System 283 1.25 5.00 3.3940 72370
Tourist Satisfaction 283 1.25 4.75 3.6551 .83921
Valid N (listwise) 283

Table No # 4: Descriptive Analysis

Table # 4 shows the descriptive statistics chart. Descriptive analysis is a type of data research that facilitates
the clarification, demonstration, or concise summarisation of data points to identify patterns that meet all of the
data's criteria. As per the above descriptive stats, Al Chat Bots have the highest mean (3.6652), while Al Fraud
Detection System has the lowest mean (3.3940). Similarly, Al Personalised Services has the highest standard
deviation (.99128), and Al Fraud Detection System has the lowest standard deviation (0.72370).

Regression Analysis
ANOVA
ANOVA®
Model Sum of Squares df Mean Square F Sig.
Regression 137.509 3 45.836 211.000 .000°
1 Residual 60.391 278 217
Total 197.900 281

a. Dependent Variable: Tourist Satisfaction

b. Predictors: (Constant), Al Fraud Detection System, Al Chat Bot, Al Personalised Services

Table No # 5: Anova Analysis

Table # 5 is regarding the model summary. ANOVA is a statistical technique utilised to partition observed
variance data into distinct components, which are subsequently utilised in further analyses. According to the

Anova table, the model considered in this research is a good fit. It is also supported by the model significance

value that is 0.00, less than 0.05, and the F value (211.000), which is critically high, supporting the model relevancy.
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Coefficient Table

Coefficients
Model Unstandardised Coefficients Standardised t Sig.
Coefficients
B Std. Error Beta
(Constant) 1.120 135 8.325 .000
Al Chat Bot .059 .004 11 13.259 .003
: Al Personalised Services -.544 .062 -.643 -8.803 .001
Al Fraud Detection System 1.012 .061 .873 16.509 .000

a. Dependent Variable: Tourist Satisfaction

Table No # 5: Coefficient Analysis

As per table # 5, all the variables of the research have been accepted since their significance values are less
than 0.05. It shows that the Al integration tools, including AI Chat Bots, Al personalised services, and Al fraud
Detection systems, have significantly increased the satisfaction level of tourists. Therefore, the research has
accepted the following hypotheses:

H;: AI Chat-Bot increases the satisfaction level of the tourists
H,: AI- Personalised Services increases the satisfaction level of the tourists

Hs: Al Fraud Detection System increases the satisfaction level of the tourists

Discussion

The quantitative and qualitative results of this research depict that the integration of Al tools into the hotels of
Saudi Arabia tends to improve tourist satisfaction and loyalty levels. As per the satisfaction level is concerned,
the integration of an Al chatbot, Al personalised services, and fraud detection system has significantly increased
the satisfaction level of the tourists, as all the hypotheses of this research have been accepted. Similarly, the
qualitative analysis also proved that the Al tools in hotels make tourists more loyal to the hotels. Past studies
already support these results. According to several researchers, if the hotel provides personalised services to their
tourists and regular customers, then it enhances their satisfaction, and loyalty level and catches their attention
(Bulchand-Gidumal et al., 2023; Roy et al., 2020).

This can also be further explained through the TAM model that was utilised in this research to support the
implementation of Al-personalisation services. TAM serves as a foundational framework for research on consumer
experiences pertaining to the adoption of new technologies. Its explanatory capacity can be enhanced by
integrating supplementary variables that account for the specific circumstances of evolving consumption patterns
and new technology implementations. According to TAM model, inclusion of the extra factors into the current
technological system help in enhancing the overall tourists experience in hotel management (Han et al., 2021).

Similarly, the results also depicted that the integration of Chatbots has helped in gaining tourist satisfaction and
loyalty. According to Nguyen et al. (2023), Chat Bot plays an influential role in enhancing the guest experience.
According to this research, chatbot implementation provides the customisation, anonymity, and empathy response
that ensures substantial interaction with the guest and thus increases satisfaction and loyalty levels (Nguyen et al.,
2023). Satheesh et al. (2020) offer further support for the CRM framework that was implemented to facilitate
chatbot integration.

The research shed light on the importance of chatbots utlisation in hotel management. The employer can
utlisation chatbots to effectively interact with their customers and get information regarding their needs, and
preferences, and serve them according to it. This ultimately enhances their relationship with the customers
(Satheesh et al., 2020).

In the same context, Putri et al., (2020) research have shown that Chatbots enable visitors to reach hotels for
customised services at any time and from any location. It is a personal front desk that provides customers with
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real-time, context-appropriate hotel service information and the ability to verify room availability, reserve, and
price rooms (Putri et al., 2019). This customised interaction guarantees positive tourist experiences that lead to a
higher satisfaction level which in turn impacts their loyalty level too as the tourists feel that their preferences and
needs are acknowledged and valued.

Furthermore, the research also shows that the integration of Al fraud detection provides more overwhelming
experiences to the tourist and thus enhances their satisfaction and loyalty level. In this research, the Al fraud system
integration is supported by Social Control theory. This theoretical integration is well explained in Tan et al (2023)
research. According to the research, the inclusion of the Al fraud detection system guarantees social security to
the consumers (Tan et al., 2023). In this context, the Social Control theory posits that the implementation of an Al
fraud detection system would significantly reduce the likelihood of fraudulent activities. This is because
individuals would be less inclined to engage in deceptive practices, given that they would be completely cognizant
of the fact that their activities are being monitored. According to Al-Hyari et al. (2023), through the integration of
the Al fraud detection system, the hotel management cannot only protect its data but also ensure the full security
of the tourist’s data and the transaction (Al-Hyari et al., 2023).

Limitations and Future Research

This research is limited to Saudi Arabia and did not take into account the other geographical states. More
geographical states and hotels could be considered to increase the research's generalizability. The research is only
limited to assessing the satisfaction and the loyalty level of tourists. The future researcher can consider hotel
management to get a deeper insight into Al implementation. Furthermore, the research data was collected in a
short time frame of three months. Data could be collected considering the longer time frame for data collection to
catch the potential variation.

Recommendation

The research supports that the integration of Al into the hotel has the ability to enhance the overall tourist
experiences. However, some recommendations should be taken into consideration to improve Al performance in
hotels. The hotel management can utilise Al to collect data on customers' preferences and activities, including
their lodging choices, eating preferences, and favourite activities. The hotel administration could also use Al
technologies to handle typical requests like room service, maintenance, and bookings to help tourists promptly
and free up staff time for more complicated duties. Furthermore, there should the inclusion of feedback system
from the tourists to gather timely information regarding the tourists' experience within the hotel.

Conclusion

Artificial intelligence can improve visitor satisfaction in luxury hotels by delivering tailored and streamlined
services. Technological tools like chatbots, face recognition, personalised services, and Al fraud detection systems
have the potential to improve the tourist experience, leading to higher levels of satisfaction and loyalty. The current
research investigated the impact of Al on tourist satisfaction. The study provided theoretical viewpoints on the
impact of technology in the hospitality sector and proposed recommendations to improve tourist satisfaction
through the use of Al. The practical implications of the research indicated that understanding the impact of Al on
tourist satisfaction and loyalty levels might lead to the implementation of Al-powered solutions in luxury hotels,
thereby improving tourist preferences.
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Abstract

Recently, there has been a surge of interest in food and beverage pairing research, yet much of the available
information stems from experiential knowledge rather than empirical studies.

This study bridges that gap by exploring professional food pairing practices using complex, high-value Swedish
products, specifically focusing on white wine, sparkling wine, and sturgeon caviar.

Through involving semi-structured interviews with experts in wine and caviar combinations, our empirical
findings highlight the intricate interplay between sensory attributes and contextual elements in shaping the dining
experience.

While specific assurances of an optimal pairing may be elusive, general recommendations proved effective,
underscoring the subjective nature of taste perception and emphasized the importance of social interaction in
discovering ideal pairings for guests. For example, Swedish wines was recommended to explained and the caviar
shown how to be eaten. These preliminary findings from a pilot study lay the groundwork for further investigation
into food pairings.

Key Words:

Sommelier, beverage combination, Sturgeon caviar, sustainable products, Expert insights
Track: Customer Experience Track

Focus of the Paper: Theoretical/Academic

Type of Submission: Full Paper

Introduction

The field of food and beverage pairing research has witnessed significant growth in recent years, prompting a
surge of interest in the topic (C. Spence, 2020). However, much of the pairing information available originates
from experiential and tacit knowledge, disseminated through various culinary experts (Rune et al., 2021). Despite
the recognition of professional food and beverage pairing as a vital skill, empirical studies within gastronomy
remain limited. While early research focused on the measurement of food and beverage combinations, recent
developments underscore the intricate nature of taste combinations, emphasizing the importance of sensory
attributes and contextual elements (Harrington, 2006; Nygren et al., 2017).

As research progresses, there is a shift towards investigating food and beverage combinations in natural
environments, exploring language as a tool for conveying combinations, and embracing interdisciplinary
approaches (Chartier, 2012; Donadini et al., 2012; Donaldini et al., 2008; Herdenstam et al., 2018; Herdenstam et
al., 2009; Nygren et al., 2017). Moreover, advancements in sensory science have led to the development of novel
methods applicable to food and beverage combinations (Aaslyng & Frost, 2010; Eschevins et al., 2019; Jung et
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al., 2017; Kim & Hong, 2015; Mielby & Frest, 2010; Paulsen et al., 2012; Rohm et al., 2010; Charles Spence,
2020; Velasco, Beh, et al., 2018; Velasco, Tu, et al., 2018)

Recent research delves into the health implications of food and beverage combinations, societal patterns of
consumption, and the sociological aspects of taste preferences (Scander et al., 2018a, 2018b; Scander et al., 2019;
Scander et al., 2020). Additionally, review papers have shed light on the divide between cognitive ideals and
experiential realities in food and beverage pairing research, with systematic reviews offering insights into
experimental design and findings (Rune et al., 2021; Spence, 2022)

The act of eating and drinking in combination may appear simple, yet it encompasses a complex interplay of
factors. Sommeliers navigate a myriad of decisions regarding food and beverages pairing daily in their professional
work, each choice influenced by a multitude of factors such as sensory attributes, experience, knowledge, social
craft, and cultural norms (Scander & Jakobsson, 2022). While research has demonstrated the potential for
optimizing taste experiences through product pairing, there remains a dearth of literature on the practical
application of food pairing knowledge within the restaurant industry. In this study, we aim to provide insights into
professional food pairing as a culinary practice, bridging sensory expertise with cultural taste.

Aim

Our aim is to explore applicable food pairing for restaurant professionals using complex, high-value Swedish

products, focusing on white wine, sparkling wine, and sturgeon caviar.

Method

This qualitative research investigates Swedish white and sparkling wines paired with Swedish-cultivated
sturgeon caviar. Semi-structured interviews were conducted with experts in the field of wine and caviar
combinations, and thematic analysis was performed using approach of Graneheim and Lundman (2004).
Participants were selected using the snowball effect, with an emphasis on their experience in professionally
combining wine and caviar as sommeliers. The pilot study involved six interviews, with plans to expand the
participant pool to include additional wine experts and chefs in subsequent publications.

Analysis

After transcription, a content analysis was conducted in line with Graneheim and Lundman (2004). The
transcripts were read closely to foster familiarity with the content, creating a sense of closeness to the material.
Meaningful units, particularly those related to the practices of sommeliers in competitions and dining halls, were
identified for further condensation and coding. The codes were then compared to highlight similarities and
differences, and subsequently sorted into subcategories and broader categories. At each step of the analysis,
contextual comparisons were made to ensure the empirical foundation of the data. All authors were involved in
both the research design and data analysis process. The first two steps of the analysis were carried out by the first
author, and these results were then discussed and agreed upon with the other authors. In the final step, all authors
worked together to enhance the trustworthiness of the study (Graneheim & Lundman, 2004; Suh et al., 2009).

Ethics

Ethical considerations were prioritized throughout the research. All participants gave informed consent
following the guidelines of the Swedish Research Council. They were informed that their participation was
voluntary and that they could withdraw at any time. Formal written consent was obtained at the time of the
interviews. Given the small size of the Swedish culinary field, conducting a study with participants who do not
know each other would have been both scientifically and practically difficult. Therefore, all personal and restaurant
names in the data are presented under pseudonyms.

Results

In these preliminary results, three themes emerge regarding guidelines for professionally recommending
successful wine and caviar combinations: Traditions and origins, sensory taste, and interaction with the guest.

Traditions and origins

The informants emphasized the importance of taking advantage of origin and tradition in food and wine pairings
to enhance guest satisfaction. As one informant explained, “It’s essential to create authenticity by matching food
and wine from the same region. When we talk about Swedish caviar and pair it with a Swedish wine, we give the
guest a more genuine taste experience.” This approach highlights the value of connecting food and wine through
geographical and cultural origins to deepen the dining experience.
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Furthermore, the importance of respecting and benefiting from traditional food and wine pairings that have
developed over time was underscored. Another participant noted, “For a new origin like Swedish wine regions,
there’s a real opportunity to create a story that markets itself, making it appealing both from a taste and storytelling
perspective.” This comment points to the potential for expanding traditions and narratives in new culinary contexts,
especially when introducing lesser-known wine regions like Sweden. Adapting the atmosphere and presentation
to reflect the origin of the food and wine was also highlighted. One informant shared, “Using regional ingredients
and even adding cultural elements like decorations or music from that region can make the entire experience more
immersive and memorable for the guest.”

Sensory taste

Regarding the sensory experience, several strategies were identified to maximize guest satisfaction when
combining Swedish wines and caviar. One common insight was the need to adjust the flavor profiles and intensities
of both elements to create harmony. “Swedish wines can have prominent acidity,” noted one participant, “so
sometimes we have to tone it down to match the delicate flavors of caviar.” This process involves adjusting the
wines' characteristics to maintain balance and reflect local traditions. The importance of texture in creating a
satisfying mouthfeel was also discussed. As one informant mentioned, “It’s about matching the structure of the
wine with the texture of the caviar. When done right, it creates a unified and enjoyable taste experience that really
brings out the best of Swedish flavors.” This speaks to the role of texture in enhancing the pairing experience,
ensuring that both elements complement each other.

Additionally, creating balance or contrast in flavors was seen as crucial for a dynamic taste experience. One
participant highlighted, “Sometimes, it’s the contrast between the wine and the caviar that makes the pairing
exciting for the guest.” By either complementing or contrasting the flavors, sommeliers can offer more engaging
and memorable pairings. Another aspect discussed was the idea of breaking traditional taste patterns to provoke
and engage guests. “Offering a surprising combination can challenge the palate in an interesting way, which often
makes for a memorable meal,” noted one sommelier. This approach reflects an intention to push boundaries while
honoring Swedish gastronomy.

Interaction with the guest

In this theme, the informants shared strategies for enhancing the guest experience through active interaction
between the sommelier and the guest. A key point raised was the importance of attentiveness. As one sommelier
stated, “Often, the guest won’t tell you exactly what they want, but if you can read between the lines, you can
create a personalized experience that exceeds their expectations.” This kind of subtle observation helps sommeliers
tailor their service to each guest. The role of the sommelier as a guide and educator was also emphasized. One
informant explained, “We’re not just serving wine; we’re educating the guest. By introducing them to wines from
new regions, like Skéne, we help them explore flavors they wouldn’t have chosen on their own.” This reflects the
duty of the sommelier to inform guests about emerging wine regions, particularly those from southern Sweden,
and to expand their culinary horizons.

The sommeliers also discussed their role in creating entertaining and memorable experiences for guests.
“Sometimes it’s about telling a great story—whether it’s about the origins of the wine or setting up a special tasting
event that really draws in the guest’s attention,” said one informant. These strategies help ensure that the dining
experience is not only satisfying but also engaging and enjoyable for the guest.

Finally, the idea of the sommelier acting as a bridge for guests to impress their companions was mentioned.
“By giving them that little extra advice, you can help the guest make a choice that leaves an impression on their
friends or colleagues,” one sommelier shared. This interaction helps to elevate the guest’s dining experience,
adding an element of personal satisfaction and connection. By focusing on these interactions between sommelier
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and guest, the restaurant can create a unique and memorable experience for each guest, leading to increased
satisfaction and loyalty.

Discussions

The study unveiled a load of empirical knowledge from the experts, shining a spotlight on the essential role of
sensory cues and contextual elements in shaping the food pairing of Swedish wines and sturgeon caviar. This
emerged into three themes regarding applicable guidelines for professionally recommending successful wine and
caviar combinations: Traditions and origins, sensory taste, and interaction with guest.

The emphasis on leveraging origin and tradition in food and wine pairings to enhance guest satisfaction is
notable and in line with traditional wine paring recommendations (Harrington, 2006). Discussing how
incorporating elements such as regional ingredients, cultural details, and storytelling about the origins of food and
wine can contribute to creating an authentic and memorable dining experience would be intriguing to further
investigate due to different guests’ interest or purpose of their visit.

To further explore the strategies highlighted for maximizing guest satisfaction through the sensory experience
of wine and caviar combinations offers rich discussion potential. This could include delving into the importance
of adapting flavor profiles, considering textures, and creating balance or contrast in flavors to create dynamic taste
experiences that celebrate local flavors and traditions.

While specific assurances of an optimal dining experience may remain elusive, the study found that general
pairing recommendations wielded considerable efficacy. Through these in-depth interviews, the subjective nature
of taste perception emerged as a recurring factor, underscoring the importance of experimentation and exploration
in uncovering ideal pairings (Herdenstam et al., 2009; Scander et al., 2018b). Experts consistently emphasized the
need to strike a balance and achieve balance between wine and caviar to enhance the overall sensory journey
without overpowering either component. Despite the inherent challenges in guaranteeing an ideal pairing, the
study underscored the effectiveness of general recommendations, highlighting the inherently subjective nature of
taste perception and emphasizing the role of social interaction in crafting memorable dining experiences. For
instance, experts recommended Swedish wines accompanied by practical guidance on savoring caviar, thus
enriching the dining journey for guests (Scander & Jakobsson, 2022). This part where the experts could interact
to also impress the guest is also a way of bridging the gap between guests and dining room workers, and could be
understood as a form of cultural intermediator of taste (Smith Maguire, 2018a, 2018b)

Looking ahead, this pilot study acknowledges the evolving landscape of culinary research, particularly in light
of food paring. Shifts in cultivability, resource efficiency, and natural selection might also necessitate a
reevaluation of consumption patterns in relation to pairing dynamics. Moreover, the dining experience is intricately
woven with a complex tapestry of sociological, cultural, psychological, and physiological influences (Herdenstam
etal., 2018).

Conclusions

In conclusion, this study offers nuanced insights into the pairing of Swedish white and sparkling wines with
Swedish sturgeon caviar, drawing upon the expertise of industry professionals. The findings underscore the
importance of experimentation and overarching guidelines in navigating the multifaceted realm of food and wine
pairings. While specific assurances of an optimal pairing may be elusive, general recommendations proved
effective, underscoring the subjective nature of taste perception and emphasized the importance of social
interaction in discovering ideal pairings for guests. For example, Swedish wines was recommended to explained
and the caviar shown how to be eaten. It's important to note that these results are preliminary as it is a pilot study,
offering a foundational understanding for further investigation into food and wine pairings.
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Abstract

The study aims to compare the decision-making processes in the educational institutions of Oman and the UK,
considering their respective strategic management models to achieve this aim; the data regarding the decision-
making was collected from the respective colleges of the UK and Oman. The target population was concerned
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from a study between the UK and Oman showed differences in risk management and internal procedures. This
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decision-making processes in higher education. Furthermore, it highlights the need for a well-rounded strategy
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policymakers and administrators to improve strategic decision-making and entire institutional performance.
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Introduction

Within the educational sector, decision-making plays a crucial role in fostering positive outcomes for teachers
and students and ensuring the effectiveness of the whole education system (Mulford, 2003). The review of existing
literature reveals that decision-making practices help in the optimal utilization of resources, ensure accountability,
and, therefore, improve the final outcomes (Munna, 2021).

Research indicates that colleges, nowadays, are inclined towards taking data-driven and evidence-based
decision-making (Wilcox, 2021). The study conducted by the American Association of Community Colleges
(AACC) demonstrates the reliance of higher education institutions to inform decision-making. The data include
the performance of students, community demographics, workforce, and retention rate (AACC, 2018). Furthermore,
there is an assertion that result-focused decision-making in colleges includes collaboration between industry and
community organisations, student support services, and program selection choices (AACC, 2018).

Equity and diversity are necessary in decision-making. This diversity is necessary when making decisions for
program designs, resource allocation, recruitment and retention of students and staff, and providing them support
services (Aspen Institute, 2018). Therefore, universities are highly reliant on technology to get data, which could
assist in making decisions by utilizing tools and software for analysis and making decisions (Nanda, 2022; Michael
& Shuaieb, 2021; Power, 2015). In this regard, online platforms are employed to facilitate collaboration among
stakeholders to assist in making informed decisions.

The results of a research conducted by National Foundation for Educational Research (NFER) in the UK
showed a high dependency on data while making decisions that proves to be effective for resource allocation and
ultimately affect student’s development (NFER, 2017). Evidence-based practices are gaining importance in the
UK education industry, providing evidence to support curriculum design, teaching practices, and strategies
evaluation. (Education Endowment Foundation, 2020).

Accountability is also recognized as crucial in decision-making within the UK education sector, utilizing data
and performance evaluation to ensure schools and educational providers are held responsible (CEY, 2018).

Problem statement

Oman’s educational landscape is relatively unstable and underdeveloped compared to the UK's. Various factors
contribute to these differences, including different management practices in the educational sector. However, the
lack of research comparing the strategic management practices and decision-making process between Oman and
the UK poses a significant research gap. Therefore, there is a need to investigate the strategic management
practices in the educational sector of Oman and the UK. This research aims to fill the gap by gathering real-time
data from college representatives of colleges of both countries. By comparing strategic managerial practices and
decision-making approaches, this research could provide valuable knowledge that can enhance the decision-
making process in the educational sector of Oman and the UK.

Research aims and objectives
This research aims to compare strategic decision-making processes and management practices in the UK
educational sector. To achieve this aim, the following objectives have been devised:

To analyse and compare management practices in the educational sector of Oman and the UK, focusing on
leadership style, resource allocation, and governance framework.

To investigate the factors that contribute to the effectiveness of decision-making.
To identify the strategic management practices that could enhance the development of educational institutions in
both countries, encompassing areas such as curriculum design, technology integration, HRM, and partnership with

industries and community organisations.

To provide evidence-based recommendations to improve management strategies and decision-making processes
for educational institutions in Oman and the UK, keeping the specific challenges of the education system in mind.

Research Questions
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This research intends to answer following research questions:
What is the difference between the management practices of educational institutes of Oman and the UK?

What are the strategic management practices through which educational institutions can enhance their progress
and development?

Literature review

Oman, a country situated in the southeastern corner of the Arabian Peninsula, is one of the seven Muslim-
majority Arab Gulf countries (Alkindi, 2006; Rajasekar and Khan, 2013). With an area of 309500 square
kilometers, Oman is divided into 11 governorates comprising a of total 61 provinces (Al-Balushi, 2017). As of 4th
January 2017, the total population of Oman was reported to be 4,552,688, with 54% Omanis and 46% foreigners
(Al-Balushi, 2017). Geographically, the country holds a very important position with the United Arab Emirates to
the northwest, Saudi Arabia to the west, and Yemen to the southwest (Allen Jr, 2016). Since 1970, Sultan Qaboos
has been the ruler of Oman with Muscat as serving capital city. Historically, before the 1970s, most of the Arab
population used to live in tribal communities. Resultantly, informal education within an Islamic cultural context
constituted the primary source of knowledge (Al-Lamki, 2009). These informal educational initiatives focused on
improving Quranic and Arabic language proficiency, putting limitations on former schooling (Alkindi,
2006). Therefore, prior to the 1970s, there were only three schools in the whole of Oman, catering solely to males,
with an enrolment of students less than 1,000 (Al Mahdy et al., 2018). In comparison, the United Kingdom has
established an education system dating back to the 19th century. Higher education in the UK has undergone
significant changes in the last four decades of the 20th century, including an overall increase in number of
universities, changes in funding sources, and modifications in allocations of public funds (Haynes and Greenaway,
2003). Although public funding is reduced drastically but the compliance requirements have been rigorously
practiced, including the establishment of systematic evaluations of teaching and research performance.

The review of previous literature showed a different management practice in the education sector of UK and
Oman. The primary difference, as Kezar (2004) indicates, was in funding sector, training of staff, curriculum
design. These differences reflect cultural, political, and economic situation of both countries and different
educational priorities and objectives.

The national government in the UK contributes significantly to education management by setting rules,
designing the national curriculum, and setting rules (House of Commons Education and Skills Committee, 2019).
On the contrary, the educational sector in Oman is decentralized, providing more authority to schools and
provincial educational agencies (Al-Hajri, 2018).

As the research indicates, the funding structure of both countries is significantly different. According to World
Bank data, the percentage of GDP spent on funding education in both countries is as follows:

Year Government Government
expenditure on education expenditure on education in
in Oman UK

2020 - 5.5

2019 5.4 5.2

2018 5.2 5.2

2017 5.8 5.4

2016 - 54

2015 - 5.5

The funding structure in the UK is centralized and relies on government sponsorship (House of Commons of
Education and Skills Committee, 2019). Although the funding situation is continuously evolving, still the
government is the primary funding body. Research explored the impact of funding in conducted by Azmat (2017)
explores the impacts of changes in higher education funding in England on student’s performance (Azmat, 2017).
The shift from state-funded undergraduate programs to considerable tuition fee results in poor performance and
means-tested grants and loans. Whereas the funding system in Oman is private, with families and private
enterprises providing the major funding for schools, colleges, and universities (Al-Hajri, 2018).
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Not only the funding criteria, but the eligibility of teachers also plays an important role and there has been
observed a drastic difference. According to UK’s House of Commons of Education and Skills Committee, teachers
must have a minimum bachelor’s degree and training on professional development to get eligibility. In contrast,
Oman’s educational sector lacks pre-defined rules for the eligibility criteria of teachers, resulting in minimal
training or on- the-job training (Al-Hajri, 2018).

There is limited research focusing on decision-making in Oman’s educational system. The research analysed
the decision-making methods of school principals in Oman. Effective decision-making in schools was correlated
with enhanced school performance and student outcomes. Moreover, the research focused on data-informed
decisions and the involvement of stakeholders in decision-making. In addition, the sense of responsibility among
staff and the school’s culture are considered significant factors that influence decision-making (Al-Shaikh & Al-
Mabhrouqi, 2019).

Methodology
Research design

The research aims to analyse the effectiveness of decision making in educational sector of UK and Oman. To
achieve the aim, the qualitative methodological approach was employed. The research includes two phases. Firstly,
an extensive literature review to identify the effectiveness of decision making in educational sector of Oman and
the UK. This leads to the second phase of research which was an open-ended interview questionnaire.

Study area

The study focuses on laying out strategies for better management of colleges in the UK and Oman. The UK is
in the European union and the educational sector there is developed. On the other hand, Oman is in the Arabian
Peninsula, and colleges there are not well structured. This study evaluates the strategies and management of
different colleges in Oman and the UK and implements the results on the colleges in Oman.

Data collection

Based on the literature review, the questionnaire was designed to identify strategic management practices in
Oman Tourism Colleges and colleges in the UK. The questionnaire had different sections, including demographic
profiles of respondents, their opinion on strategic planning and future orientation, risk management and
opportunities, and the academic excellence of colleges in both countries. About 14 respondents were agreed to
have an interview.

Target population

The data was collected from tourism colleges in Oman and the UK. The target population was the Deans,
Directors, and Heads of departments. The questionnaire was designed and approved by sending an email with the
objectives and questionnaire to each department’s office. Once they confirmed, the interview was conducted online
or in person, depending upon the feasibility of the respondents.

Data analysis
The study implements thematic analysis technique to answer the research questions and to identify relevant
themes and the strategic management practices commonly employed in higher education system of Oman and the

UK.

Ethical Consideration

The participants were provided with a consent form that contained all the details about the research's aims and
objectives. To ensure the participants' anonymity and confidentiality, details about their personal identity were not
gathered during the research. Additionally, all the participants were allocated and identified by a number to ensure
their names would not be asked. The data gathered during the research was kept confidential and inaccessible to
anyone except the researcher.

Results

The table indicates a thorough overview of the critical characteristics of respondents from the UK and Oman,
including their gender, age, education, and occupation. 42.9% of the respondents from the UK were female, while
57.1% were men. According to the age, 28.6% of people were between the ages of 31 and 40, 35.7% were between
the ages of 41 and 50, and 14.3% were beyond 50. Regarding education, 7.1% of people possessed undergraduate
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degrees, 42.9% postgraduate degrees, and 35.7% doctoral degrees. Regarding occupation, there were 14.3% Deans,
21.4% Assistant Directors, and 28.6% Directors and Heads of Departments. All respondents in Oman were men,
with 21.4% falling into the 41-50 age range, 35.7% of those over 50, and 42.9% between 31 and 40. The
occupations of all Omani respondents included Assistant Directors (21.4%), Directors (42.9%), and Deans (14.3%),
and they all had postgraduate or doctoral degrees.

Characteristic Frequency Percentage
Gender

Male 8 57.1%
Female 6 42.9%
Age

31t0 40 4 28.6%
4110 50 5 35.7%
Above 50 2 14.3%
Education

Undergraduate 1 7.1%
Postgraduate 6 42.9%
Doctorate 5 35.7%
Occupation

Directors 4 28.6%
Head of Department 4 28.6%
Assistant Directors 3 21.4%
Dean 2 14.3%

Theme 1: Strategic Planning and Future Orientation

The results will explore how much emphasis educational institutions in Oman and the UK put on long-term
planning and flexibility in response to opportunities and difficulties in the future. The responses' analysis provided
helpful details about the strategies used by educational institutions in both nations.

Theme 1, "Strategic Planning and Future Orientation," encompasses questions about the importance of strategic
planning in higher education institutions, its impact on decision-making, and the need for continuous evaluation.
Eight of the fourteen respondents from the UK said that their universities provide a competitive edge in
professional development. This advantage can be obtained using various strategies, such as annual staff
development plans based on needs assessments, performance reviews, and observations. Furthermore, college-
funded training programs and conferences help employees improve their knowledge and abilities, which benefits
their performance. In comparison, only six of the fourteen Oman respondents identified the presence of staff
development committees. However, some participants also emphasized the importance of having great industry
connections, teamwork, and partnerships to enhance their competitive advantage.

Responses in the UK for future-oriented plans and strategies showed a proactive commitment to managing the
future, with many institutions looking to be the top educators in their specialized disciplines. Usually, the plans
are well-organized and in line with the desired goals of the country. A few strategies include extending academic
programs, creating professional courses based on market demands, and increasing student enrolment and training
possibilities. The fewer participants in Oman gave more in-depth answers, but those who did stress the importance
of being competitive and relevant in the long run. Government initiatives, regulatory organizations, and the
Ministry of Higher Education's focus on outstanding research and excellent instruction are some external
influences pushing these strategies.
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The UK colleges' long-term institutional plans demonstrated immense dedication to long-term development
and advancement. The college's brand and marketing communications needed to be strengthened, industry
relationships needed to be strengthened, programs needed to be expanded, and new ones needed to meet industry
demands. Some institutions also attempted to become the top universities in the Middle East, strongly emphasizing
staff professional development and research efforts. Respondents in Oman emphasized the need to compete
favourably in the educational field, ensure sustainability and good governance, and expand vocational training. In
contrast to the UK responses, Oman's responses could have been more comprehensive. UK institutions concentrate
on long-term goals and clearly defined strategies in their strategic, integrated approach to future planning. While
Oman institutions prioritize competitiveness and significance, they link strategies with national objectives and
industry demands.

Theme 2: Risk Management and Improvement Opportunities

Theme 2, "Risk Management and Improvement Opportunities,” revolves around identifying and mitigating
internal and external risks within educational institutions and exploring areas for improvement in the management
system. The findings will examine how Oman and UK colleges recognize and reduce internal and external risks
and their competency with particular internal procedures. The study of the responses gained an interesting
awareness of how these institutions manage risk management and their areas of competence. Colleges use various
techniques in the UK to detect potential risks and take steps to reduce them. Responses emphasized using surveys,
input from students and staff, and regular meetings to evaluate the seriousness of challenges and identify feasible
alternatives.

A well-structured set of policies and procedures ensures that risk management is applied and managed
effectively. Some institutions indicated that the number of students enrolled, and the quality of the teaching staff
presented external risks. At the same time, the absence of essential management positions negatively impacted
organizational quality as an internal risk. However, Oman's responses could have been more thorough, and only a
small number of them mentioned using risk incorporation and a community at the university level to manage risks.
Still, there needed to be more references to out-of-date managerial strategies and academic and human resources
concerns.

The UK colleges' skill with internal procedures demonstrated their knowledge of numerous internal processes.
Course development appeared as a key strength, with many respondents describing it as an area in which they
develop. Significant references to marketing and student mentoring also show the institutions' attention on
attracting students and offering assistance during their educational journeys. Research and financial management
were recognized, and expertise areas that assisted the overall institutional performance were identified.

Responses in Oman showed a more comprehensive range of expertise, with respondents choosing all internal
procedures. This suggests that Omani colleges are taking a more equitable approach to internal process
management.

The analysis demonstrates that UK colleges' structured risk management methods strongly emphasize risk
policies, meetings, and stakeholder participation. While they demonstrate balanced expertise across all internal
operations, Omani institutions excel in particular areas like course creation and marketing. These results indicate
the sector's positive attributes as well as its limitations.

Theme 3: Academic Excellence and Institutional Success

Theme 3, "Academic Excellence and Institutional Success," focuses on the achievements of the institutions,
the factors contributing to their success, and the desired academic aspects for future success. The results highlight
the significant achievements of educational institutions in Oman and the UK and the aspects influencing those
achievements. The responses' thematic analysis offers insightful information about the main forces that encourage
excellence in both nations.

The accepted significant accomplishments in the UK centre on graduating an essential percentage of students
in tourism and hospitality-related professions, which increases the job market with skilled experts. Furthermore,
the universities received awards for their commitment to community service and research and for regularly raising
student achievement. Some institutions emphasized successful programs like Oman Chef, OTC graduation, and
other corporate social responsibility initiatives.

In Oman, the achievements were mainly concentrated on maintaining high standards of instruction, attaining
national and international accreditations, and forming collaborations and worldwide recognition.
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Several elements have been pointed out as contributing to the success of the accomplishments in the UK. These
include hiring qualified and experienced academics, proposing cutting-edge facilities and tools, and inspiring well-
organized and cooperative management methods. Their success was also significantly supported by transparent
management, clear procedures, and an emphasis on staff and student motivation.

While in Oman, elements prompting success were connected to close associations with the Ministry of Higher
Education, a committed culture, knowledgeable professors, and effective management techniques. Strong
collaborations, teamwork, and leadership contributed significantly to the institutions' successes.

The UK universities stressed the importance of academics' continual professional development through
seminars and courses to keep up with educational modifications when investigating the academic characteristics
essential for future institutional success. Clearly, stress was placed on increasing a stimulating learning
environment that draws students in and stimulates self-directed and ultimate learning. In addition, it was assumed
necessary to integrate high-tech teaching methods and update the curriculum to replicate market demands while
confirming that teachers had solid educational backgrounds and experiences.

In Oman, the emphasis was on executing creative programs to stimulate growth and success and assimilating
Al technology to the institution's advantage. It also highlighted how crucial it is to increase teachers' industrial
experience and link student achievement to the business world. Following is the SWOT analysis of strategic
management practices in Oman as reported by respondents:

Threats

Decrease in the
number of students

Potentially shifting
strategic directions

Stregths

Brand reputation
and adequate
resources

Opportunities

Contracting with Weaknesses

competent
authorities for
training and

Limited financial
resources

Lack of follow up

employment to goals

Discussion

The study aims to understand the strategic management practices and decision-making processes of colleges
in Oman and the UK and highlight key areas of strategic planning, risk management, and academic excellence.
Educational institutions benefit a lot from the strategic planning process as it helps to establish a direction for the
future, define concrete goals, provide the tools for the optimal use of resources and coordinate the work of the staff
members. The study's findings showed the UK and Oman's mutual perception of incorporating strategic planning
to boost teaching effectiveness and research activities and improve cooperation within academic institutions and
local communities.

With a focus on effective decision-making, the study compared the strategic management of colleges in Oman
and the UK. Strategic planning is necessary in the educational institutions as a primary driver for defining goals,
resource allocation and distribution to achieve those goals. The findings showed that Oman and the UK value
strategic planning in their colleges (Bayraktutan ef al., 2023).

Literature showed that strategic planning is necessary in the educational sector for effective teaching and
research activities. Findings of current research highlighted the academic success and excellence as primary theme,
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emphasizing on achieving academic objectives to improve institutions' reputations (Hladchenko et al., 2015).
Moreover, strategic planning helps in identifying the internal and external risks (Mbanefo ef al., 2022).

Research conducted by Yaakob et al. (2019) stressed on strategic planning for regular evaluation. In addition
to strategic planning, Nair ef al. (2023) emphasized on innovative technology, the importance of introducing new
programs and expanding academic offers to get competitive advantage and relevant.

Risk management is considered a crucial theme for institutions to make informed decisions. The research
results showed that colleges in Oman and the UK recognizes the internal and external risks as important aspects
and strive improve it (Siegel et al., 2018). Research has highlighted the importance of managing these risks for
continuous improvement. Research conducted by Mahardhika explored this from private institutions perspective.
Institutions has understood the importance of risks and how they impact the efficiency and therefore developed
techniques to overcome those hazards. This proactive approach toward risks is necessary to manage future risks
and difficulties (Mahardhika et al., 2023).

Leadership style and management also hold a significant importance in managing risks. Therefore, managerial
bodies must consider evaluating the overall performance and quality of the institution. Effective planning in
institutions can be helpful in identifying risk and managing it, emphasizing its importance in decision-making
(Audebrand et al., 2010). The educational resilience is another crucial factor in risk management. Research
conducted in Tanzania found areas for opportunities and growth by fostering strategic thinking and enhancing
cooperation areas of improvement for educational resilience (Nnko ef al., 2023).

The internal procedures include research and budget allocated for it, training, and opportunities for upgrade.
Successfully achieving success in these areas, institutions can be confident to handle risks and improve further
(Bell et al., 2018). The concept of acafemic excellence is crucial yet subjective. It mostly builds around
accomplishments and mentoring plays an important role in this regard. Research by Amoli et al. (2016) stressed
on growth through internal academic procedures such as mentoring. Efficient mentoring can enhance capacity and
transfer information and overall academia performance. By carefully planning and strategizing academic goals,
academic institutions can achieve their strategic objectives (Betancur et al., 2022).

Similar to other colleges across the globe, colleges in Oman and the UK might have same idea that academic
achievement depend on ranking (Parakhina ef al., 2017). Research by APavlichenko stressed on importance of
exchange of internal information. It is necessary for teaching staff motivation including money management and
designing course (Pavlichenko et al., 2022). Recent research stressed on e-learning to enhance the quality of higher
education and institutional performance (Alsuwaidi et al., 2023). By prioritizing the academic criteria and
upgrading their palms, educational institutions can improve their performance (Roy et al., 2023).

Present research compared the strategic management practices employed in the colleges of Oman and the UK
to have a thorough understanding of decision-making process in educational sector of both countries. It was
observed that strategic management practices were given the prime importance. However, the decision-making
process was different in educational sector of both countries. Omani institutions followed a centralized approach,
and senior management holds a key role. On the other hand, key stakeholders including faculty, staff, and students,
were included in the strategic decision-making process. The educational decisions might be affected by these
differences in decision-making frameworks (Nuel et al., 2021).

Secondly, the institutional culture, leadership styles, and availability of resources impact the decision-making
in institutions. Colleges that have strong collaborative management and cooperation culture make better decisions
(Stukalina et al., 2014).

Furthermore, universities with financial resources and human resources make informed decisions. (Latorre-
Medina et al., 2013). The comparison showed that UK has a decentralized decision-making process that give a
chance to stakeholders to shift the situation. On the contrary, the centralized approach, as practiced by Oman’s
institutions avoid the delays and speed up the decision-making process. Bhopal et al. (2020) considered balance
of centralized and decentralized decision making beneficial to make active and broad decisions without delays
(Bhopal et al., 2020).

By being aware of the advantages and disadvantages of numerous decision-making strategies, educational
institutions may speed up their strategic management processes and expand their effectiveness. Strongly
emphasizing shared governance and stakeholder collaboration can result in better decision outcomes (Kayyali et
al., 2023).
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This research has some limitations regardless of the helpful findings presented. First, because the study's scope
was restricted to colleges in Oman and the UK, it may not be related to how decisions are made in other nations
or educational fields. It would be possible to gain a more comprehensive knowledge by extending the attention to
integrating more wide-ranging geographic areas and academic institutions. Second, the research mainly depended
on college students' self-reported data, which may have some prejudice or errors. Future studies can merge
qualitative and quantitative methods for a more consistent and objective understanding.

Theoretical contribution

The main theoretical contribution made by this study is that despite being in different countries, namely Oman
and the UK, it looked at the strategic management practices and decision-making processes in higher education
institutions in both countries. Evaluating the significance of strategic planning, risk management, and academic
prestige is one of the objectives of this study that contributes to the increased comprehension of how these factors
influence organizational effectiveness and success in the educational realm. Moreover, the comparison of
centralized decisions in Oman and decentralized decisions in the UK reveals how decision-making frameworks
affect the performance of these institutions.

Conclusion

Present research is carried out to investigate the efficiency of decision-making in colleges of Oman and the UK.
By interviewing the key stakeholders, the study found different approaches to decision-making. Culture, leadership
style, and access to resources impact the decision-making abilities and therefore impact the final outcome.
Therefore, it was concluded that involvement of key stakeholders in decision-making process is necessary. By
including the stakeholders in the decision-making process, institution must improve the efficiency of their strategic
management. Furthermore, the research found a need of proper rules and regulations. This study offers various
recommendations for improving decision-making in education going forward. It’s imperative for educational
institutions to prioritize strategic planning. Moreover, stakeholder cooperation, resource allocation, and staff
development spending can all contribute to long-term institutional success. Based on the findings of this research,
further research can be conducted for future advancements in strategic management methods in education by
providing details on difference of decision-making environments in Oman and the UK.

Recommendations

Based on the results, it is recommended that educational institutions consider a balanced approach to making
decisions and ensure the involvement of stakeholders to ensure diverse perspectives. Moreover, institutions must
develop leadership training and prioritize strategic planning. Other than that, institutions of Oman can learn that
innovation in instruction methods, investment in staff development, and high-quality research should be part of
their strategic planning. Based on the results, it is recommended that Oman and the UK must embrace innovation
in curriculum development to meet the continuously evolving needs of educational sector.

Oman must follow a decentralized decision-making approach and involve stakeholders in an inclusive decision-
making process. For this, the decision-making framework must be reframed to include multiple stakeholders to
make effective decisions. Moreover, there should be continuous professional development initiatives for teachers
in Oman to deliver knowledge effectively. Besides that, the country must be inspired to use high-end technology
in classrooms.

Practical examples of how educational institutions may include the findings in the policies and practices should
be considered. For example, to ensure the participation of all the major players and balance the decision-making
process, it is advisable to establish committees or advisory boards that will consist of representatives from
university staff, faculty, students, and external stakeholders. These committees can be entrusted with evaluating
the decisions made, presenting their feedback, and ensuring various views are considered before any significant
policy and direction settlements.

Moreover, leadership training and strategic planning prioritization could be achieved by facilitating workshops
or training dedicated to cultivating the administrative staff's and faculty’s leadership skills. Such programs may be
designed to tackle strategic visioning, change management, and decisive strategies, and leaders may receive the
tools and information needed for an institution's success through them.

Furthermore, the implementation of the innovation in curriculum and instruction design can be initiated by the
setting up of special task forces and laboratories which are assigned to investigate possible new ways of teaching,
integration of technology into instruction as well as conducting research of methods best suited for the design of
programmes. These facilities may stimulate a culture of innovation and continuous perfection within the college,
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resulting in its responsiveness to the dynamic demands of the educational world. Overall, by offering practical
recommendations and feasible measures, educational institutions can transfer the findings into practical changes
in their functioning, leading to higher educational effectiveness and impact.
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Abstract

Coping with uncertainty, ambiguity and risk is a crucial future competence that needs to be
addressed in entrepreneurship education, as the business landscape is increasingly unpredictable. The
Erasmus+ project EICAA (Entrepreneurial and Intrapreneurial Competences Assessment Alliance) has
undertaken the development of a digital platform explicitly designed for the evaluation and
enhancement of entrepreneurial competences. This encompasses a comprehensive spectrum of
competences, including those germane to the adept handling of uncertainty, ambiguity, and risk. The
evaluative methodology is predicated on a questionnaire-based approach, allowing for a systematic
and quantifiable assessment. This paper, situated within the context of a higher education institution in
Austria, draws upon empirical data gathered during the year 2023 among cohorts of students
specializing in tourism and management. The ensuing analysis endeavors to shed light on significant
correlations between Dealing with Uncertainty and specific competences within the EICAA framework,
underscoring the need for further attention to these competences.
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Introduction

Drawing from Social Cognitive Theory (Bandura, 2001), initially known as Social Learning Theory,
entrepreneurial learning is inherently experiential (Cope, 2005; Politis, 2008). In the context of
entrepreneurial learning, Social Cognitive Theory suggests that individuals learn entreprencurial skills
and behaviors primarily through observation, imitation, and modeling of others. Within the European
Union, entrepreneurship competence development holds a pivotal role in lifelong learning. However,
the conventional definition of entrepreneurship often confines it to the establishment of businesses and
startup intentions. In contrast, the EU adopts a more comprehensive perspective, defining
entrepreneurship as a collection of competences that enable individuals to think and act
entrepreneurially. This broader conceptualization sees entreprencurship as a means of personal
development, active goal pursuit, fostering creativity, and instigating change; It underscores the role of
entrepreneurship in empowering individuals, driving innovation, and shaping a future characterized by
resilience, ingenuity, and meaningful progress and celebrates entrepreneurship as a vehicle for personal
fulfillment, societal impact, and the pursuit of purpose-driven endeavors (Bacigalupo, et al. 2016). The
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EICAA initiative seeks to pioneer a platform for assessing this spectrum of entrepreneurial competences
and proposing interventions to enhance specific entrepreneurial skills. The ultimate goal is to transcend
the limited understanding of entrepreneurship, emphasizing its broader relevance and contribution to
personal and professional development.

Coping with uncertainty, ambiguity, and risk is an ongoing process that involves a combination of
strategic thinking, adaptability, and emotional resilience. Developing these skills will not only help
navigate challenges effectively but also contribute to personal and professional growth. University
graduates are required to engage in judicious decision-making within the business milieu. This
necessitates a nuanced comprehension of fundamental business functions, the application of
enterprising knowledge, and the adept utilization of economic and financial principles. Such
competencies are indispensable for effectively addressing contemporary transformative phenomena,
including the green transition, the aging workforce, and the pervasive influence of digitalization
(Bernardo & Teodoro, 2022; Teodoro et al., 2022a, 2022b).

Notwithstanding the imperative nature of these competences, a discernible disjunction emerges
between the educational offerings at the management level proffered by academic institutions and the
requisites articulated by industry stakeholders (Zehrer & Mossenlechner, 2009). This disjuncture
underscores a prevailing incongruity in the alignment of educational curricula with the dynamic
demands and expectations of the contemporary business landscape. The chasm between pedagogical
endeavors and industry exigencies accentuates the imperative for a recalibration of educational
paradigms to better cater to the exigencies of a rapidly evolving business ecosystem.

In the present context, learners are introduced to a competency monitor as a didactic instrument,
leveraging it to discern the intricacies of students' proficiencies, both in terms of deficiencies and
strengths. Furthermore, its utility extends to a comprehensive review of the knowledge assimilated
during prior academic pursuits, with an emphasis on forging meaningful connections between
theoretical constructs and practical application. This pedagogical approach entails a conscientious
utilization of the competency monitor as a reflective tool, prompting students to engage in an
introspective examination of competencies previously acquired and facilitating the transference of such
cognitive frameworks into the pragmatic exigencies of the business milieu. This pedagogical strategy
is conceived to instill a cognizant and adaptive mindset, wherein students learn to extrapolate and apply
their acquired competencies in a purposive manner within the dynamic landscape of business practice.

Literature Review

Risk is a concept characterized by multiple definitions, reflecting its subjective nature and variability
in perception across individuals and contexts (Brustbauer & Peters, 2013; Claver et al., 2008). For
instance, Palmer and Wiseman (1999, p. 1039) conceptualize risk within organizations as "income
stream uncertainty," highlighting its dependence on firm-specific attributes and external factors. Within
decision-making frameworks, risk is often articulated as "the probabilistic uncertainty of outcomes
resulting from a choice, encompassing variation in the distribution of potential outcomes, their
associated probabilities, and subjective values" (Brustbauer, 2016, p. 71).

Nevertheless, a broader and more inclusive definition that serves as common ground across different
perspectives is the notion of risk as "the distinction between reality and possibility" (Renn, 1998, p. 50).
This definition underscores risk as the delineation between what is known and what could potentially
occur, encapsulating the fundamental essence of uncertainty and the inherent challenge of navigating
between existing circumstances and future contingencies.

Risk encompasses various categories that span financial, reputational, operational, personal,
strategic, and legal dimensions within organizational contexts (Memili et al., 2010). Financial risks
pertain to liquidity management, treasury operations, and asset allocation. Image risks are associated
with a company's reputation and adherence to regulatory compliance. Operational risks encompass
human errors, process inefficiencies, and technological challenges. Strategic risks involve factors such
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as market intelligence, employee retention, competitive pressures, and knowledge transfer. Legal risks
arise from evolving workplace, environmental, and fiscal regulations (Tavares et al., 2021). Personal
risks extend to health issues, mortality, or other individual circumstances (Zahra, 2005). Industry-
specific risks emanate from competitors and market dynamics.

Alternatively, risks are categorized into internal and external dimensions by Brustbauer & Peters
(2013). Internal risks encompass factors such as quality standards, operational processes, partner
relationships, IT infrastructure, and product development. External risks are linked to emerging market
trends, technological advancements, customer behavior, political shifts, and supply chain disruptions.

Despite the often negative connotations associated with risk, it can also yield positive outcomes such
as increased profitability and enhanced performance (Brustbauer, 2016). This dual nature of risk
underscores its role as a critical factor in organizational decision-making and strategic management,
where effective risk assessment and mitigation strategies can lead to both resilience and competitive
advantage.

Hence, risk, which can be regarded as a future core entrepreneurial competence, is traditionally
characterized as the likelihood of an event occurring along with its ensuing repercussions, coexists with
uncertainty, a pervasive element in situations where the computation of event probabilities and
consequences prove challenging (Takemura, 2021). Within the realm of conducting business operations
amid an uncertain milieu, aspiring entrepreneurs consistently grapple with the intricacies of decision-
making amidst uncertainty (Bevan, 2022). The entrepreneurial landscape introduces challenges that
demand adept navigation through the market's inherent ambiguity, a landscape shaped by the fluidity
of client preferences and competitive dynamics (Schindehutte et al., 2006).

An entrepreneur's reaction to uncertainty hinges upon a combination of analytical acumen for risk
evaluation and a disposition towards unpredictable circumstances. Amidst heightened uncertainty, the
concept of ambiguity tolerance becomes pertinent, denoting an individual's ability to make decisions in
situations where information is incomplete (Moriano & Gorgievski, 2008). Moreover, individuals
endowed with elevated self-efficacy within a particular domain demonstrate increased resilience when
confronted with situations marked by complexity and uncertainty (Gist, 1987).

Nonetheless, entrepreneurs frequently manifest overconfidence by relying on scant information,
engaging in optimistic planning devoid of retrospective consideration of past challenges, and
maintaining a robust belief in their capacity to exert control over performance even in chance-influenced
scenarios. Consequently, when chance factors prominently in a situation, entrepreneurs often perceive
lower levels of risk (Chell, 2013). The significance of risk perception is accentuated, as individuals
perceiving elevated risk levels across diverse scenarios may exhibit reluctance in recognizing nearly
any concept as a genuine opportunity (Baron, 2006). The inclination towards risk-taking is shaped by
antecedent experiences or profound knowledge in a particular domain (Sitkin & Pablo, 1992).

Empirical Study

In the pursuit of empirical insights, a quantitative research methodology was employed, manifested
in the utilization of the Entrepreneurial and Intrapreneurial Competences Assessment Alliance (EICAA)
self-administered questionnaire. This instrument was systematically administered to a cohort of students
specializing in tourism and management within the confines of a distinguished higher education
institution in Austria during the temporal span extending from November 2022 and December 2023.
The questionnaire, designed for self-administration, necessitated respondents to evaluate the
applicability of a comprehensive set of 19 entrepreneurial competences. The evaluation process was
structured through a meticulously calibrated five-point interval scale, wherein respondents were
solicited to assign ratings ranging from 1 denoting a complete lack of knowledge to 5 representing an
expert level of proficiency.
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The participant pool comprised a total of 186 students, constituting a representative segment of the
targeted demographic. This cohort engagement yielded a response rate of 21.77% underscoring the
meaningful participation of students in the evaluative exercise. The quantitative data gleaned from this
survey affords a structured foundation for subsequent analytical endeavors, offering a quantitative lens
through which to scrutinize and interpret the perceived efficacy and relevance of entrepreneurial
competences within the delineated academic context.

Results

In the data sample, 83 students were female and 77 males. The majority of students, n=121, belonged
to the age group of 18-23 years old. The age group of 24-30 years counted 57 students, 31-40-years 7
students and one student was between 41 -50 years old.

Table 1. Years of work experience

Work experience in years Number Percent

0-2-years 86 46,2
10-plus-years 6 3,2

2-5-years 45 24,2
5-10-years 25 13,4

Of the 186 students, 84 were not employed and 102 had employment. From the employed students,
10 were self-employed.

Preliminary results are exploring the correlations of the competence Dealing With Uncertainty and
the relations to the other entrepreneurial competences. The competences can be split into three main
areas, which are ideas & opportunity, resources and into action. In the following, the correlations for
the competence Dealing With Uncertainty are shown for each competence from the three areas.

Dealing With Uncertainty and Ideas & Opportunity Competences

The area Ideas & Opportunities involves the competences Spotting Opportunities (OPP), Design
Orientation (Des_OR), Creativity (CREA), Vision (VIS), Valuing Ideas (VALUE IDEA) and Ethical
and Sustainable Thinking (SUST). The correlations in table 2 show that all competences correlate
significantly and positively with the competence Dealing With Uncertainity (UNC).

Table 2. Correlations of Dealing With Uncertainty with Ideas & Opportunities Competences.

UNC OPP  Des OR CREA VIS  VALUE IDEA SUST

UNC 1 0547 0.6227 0.522  0.615 0.648™  0.463™
OPP 1 0.694™ 0.685" 0.618" 0.558™  0.522™
Des OR 1 0.720" 0.675" 0.663™"  0.545™
CREA 1 0.699™ 0.661™  0.585™
VIS 1 0.733  0.616™
VALUE_IDEA 1 0.595"
SUST 1

** The correlation is significant at the 0.01 level (two-tailed).
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Dealing With Uncertainty and Resource Competences

The competence area Resources includes the competences Self Awareness and Self efficacy (SELF),
Motivation and Perseverance (MOT), Mobilising (financial) Resources (MOB_FR), Enterprising
Literacy (ENT_L), Mobilising Others (MOB_0O), Digital Competence (DIGI). The results in table 3
show that all competences correlate positively with Dealing With Uncertainty (UNC) above a value of
0.5.

Table 3. Correlations of Dealing With Uncertainty with Resource Competences

UNC  SELF MOT MOB FR ENT L MOB O DIGI

UNC 1 05757 0.565™  0.693” 0.603 0.578"  0.580™
SELF 1 0712 0.641" 0.548™ 0.678™  0.496™
MOT 1 0.636™ 0.562" 0.570  0.548™
MOB FR 1 0.638" 0.604™  0.578™
ENT L 1 0.561™  0.654™
MOB O 1 0.570"
DIGI ) 1

** The correlation is significant at the 0.01 level (two-tailed).

Dealing With Uncertainty and Into Action Competences

The competence area Into Action includes the competences Taking the initiative (INI), Planning and
Management (PLAN), Process Management (P_M), Design Validation and Co-Creation (DESN_VAL),
Working with Others (OTHERS) and Learning through Experience (LTE). The results in table 4 show
that Dealing With Uncertainty (UNC) correlates positively at values above 0.5 with every competence.

Table 4. Correlations of Dealing With Uncertainty with Into Action Competences

UNC INI PLAN PM DESN VAL OTHERS LTE
UNC 1 0551 0.623™ 0.725™ 0.558™ 0.604™ 0.559™
INI 1 0.693" 0.669™ 0.403™ 0.656™ 0.567"
PLAN 1 0.781" 0.501™ 0.682" 0.562™
P M 1 0.528" 0.653"" 0.605™
DESN_ VAL 1 0.483™ 0.467"
OTHERS 1 0.661™
LTE 1

**_The correlation is significant at the 0.01 level (two-tailed).

Discussion
The observed correlations suggest a noteworthy association between the competency of Dealing
With Uncertainty and specific dimensions within the EICAA framework.
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In the realm of Ideas & Opportunity Competences, Dealing With Uncertainty demonstrates the
strongest correlation with Valuing Ideas (0.648**), succeeded by Design Orientation (0.622**) and
Vision (0.615**). In this context, the substantial correlation (0.648**) between Dealing With
Uncertainty and Valuing Ideas implies that students who exhibit a higher proficiency in navigating
uncertainty are also more likely to place a significant emphasis on the valuation of ideas. This suggests
a potential linkage between the ability to handle uncertain situations and the recognition or appreciation
of innovative concepts or opportunities. Similarly, the positive correlations with Design Orientation
(0.622**) and Vision (0.615**) indicate that there is a notable connection between Dealing With
Uncertainty and these competences. Students adept at managing uncertainty may also demonstrate a
propensity for creative design thinking (Design Orientation) and possess a forward-looking, strategic
perspective (Vision).

Turning to Resource Competences, our findings indicate that Dealing With Uncertainty exhibits the
highest correlation with Mobilising (financial) Resources (0.693**) and Enterprising Literacy
(0.603**). In this instance, the substantial correlation of Dealing With Uncertainty with Mobilising
(financial) Resources (0.693**) suggests a robust positive relationship. This indicates that students
proficient in navigating uncertainty are more likely to demonstrate a heightened capability in mobilizing
financial resources. In practical terms, this could mean that those adept at managing uncertain situations
are also skilled in securing and effectively utilizing financial resources for entrepreneurial ventures.
Furthermore, the positive correlation with Enterprising Literacy (0.603**) implies that there is a
meaningful association between Dealing With Uncertainty and a broad understanding of entrepreneurial
principles and practices. Students who excel in handling uncertainty may also exhibit a higher level of
enterprising literacy, encompassing knowledge and proficiency in entrepreneurial concepts and
strategies.

Within the domain of Into Action Competences, the most notable correlation for Dealing With
Uncertainty is with Process Management (0.725*%*), followed by Planning and Management (0.623*%*),
In this case, the substantial correlation of Dealing With Uncertainty with Process Management (0.725%*)
suggests a robust and positive relationship. This implies that students who exhibit proficiency in
handling uncertainty are highly likely to also excel in the domain of process management. Process
management involves organizing and overseeing activities and workflows to achieve specific goals.
The positive correlation indicates that those who can navigate uncertainty effectively are also adept at
structuring and managing processes in their entrepreneurial endeavors. Similarly, the positive
correlation with Planning and Management (0.623**) suggests a significant connection between
Dealing With Uncertainty and the ability to plan and manage tasks and resources effectively. Students
who demonstrate competence in handling uncertainty are also likely to excel in strategic planning and
overall management.

Conclusion

In conclusion, the observed correlations underscore a nuanced relationship between the competency
of Dealing With Uncertainty and various dimensions within entrepreneurial competence frameworks.
The associations suggest a potential interdependence between the ability to navigate uncertainty and
the emphasis placed on valuing ideas, design orientation, and visionary thinking within the
entrepreneurial context. Additionally, the correlations highlight the robust link between Dealing With
Uncertainty and effective mobilization of financial resources, as well as a comprehensive understanding
of entrepreneurial principles encapsulated by Enterprising Literacy in the Resource Competences
framework. Furthermore, the competency of Dealing With Uncertainty is strongly correlated with
proficiency in effective process management and strategic planning within the domain of Into Action
Competences. These findings collectively illuminate the multifaceted nature of entrepreneurial
competencies and the integral role of Dealing With Uncertainty in shaping diverse aspects of
entrepreneurial success.
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As discussed by Bevan (2022), in the context of conducting business operations within an uncertain
environment, emerging entrepreneurs consistently grapple with the complexities of decision-making
amid uncertainty. The entrepreneurial terrain presents challenges that necessitate adept navigation
through the inherent ambiguity of the market, a landscape shaped by the dynamic nature of client
preferences and competitive dynamics (Schindehutte et al., 2006). Our findings reveal a significant
correlation between Dealing with Uncertainty and specific competences within the EICAA Framework,
underscoring the need for further attention to these competences. In the realm of higher education,
educators stand to benefit from an awareness of these correlations, allowing them to implement
interventions and course modules aimed at enhancing these crucial competences.

The present case study serves a dual purpose: firstly, it illuminates the efficacy and pragmatic
applicability of the instruments developed within the framework of the Entreprencurial and
Intrapreneurial Competences Assessment Alliance (EICAA); and secondly, it functions as an illustrative
guide delineating the utilization of the EICAA platform. Notably, this study underscores the practical
instantiation of the EICAA Competence Monitor within an educational milieu.
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Abstract

Current tourism learning in higher education system often lacks a focus on the recent technologies
necessary for tourism growth, competitiveness, and adaptability. Hence, the alignment of tourism
transformative education with the changing needs of the practical tourism context is pivotal to prepare
students to be responsible, informed and technologically qualified learners for a best future of the
industry. This research highlights the crucial role of the transformative education and strives to bridge
the gap in the existing tourism literature. Through meticulous analysis, this paper aims to improve the
quality and effectiveness of tourism education and its interaction with the industry by evaluating and
implementing a distinctive potential of big data and blockchain synergy.
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Introduction

In light of recent and emerging challenges such as climate change, violent and hateful ideologies,
conflicts, and the potential hazards of global pandemics, education must teach young people the
knowledge, skills, values, and attitudes required to live cooperatively, be flexible, think critically,
respect diversity, care for the environment, and enthusiastically participate in finding solutions both
locally and globally. Accordingly, Transformative Education is critical in assisting individuals to
develop these competencies. (UNESCO, 2022)

Transformative Learning was first presented in 1978 by Jack Mezirow. It presents a wide-range
approach to adult education that includes identity changes and considers numerous perspectives and
experiences, (Mezirow, 2008). Transformative Education can also be defined as “an approach to
teaching based on promoting change, where educators challenge learners to critically question and
assess the integrity of their deeply held assumptions about how they relate to the world around them”.
(Eschenbacher, 2020)

Transitioning to digital transformative education, new digital technologies have rapidly transformed
societal functions and have created a continuous need for the acquiring and mastering of new skills.
The education sector has witnessed a series of paradigm shifts in its system of delivery influenced by
technology. In the past two decades, distance education and e-learning have become an important means
of delivering knowledge and skills in the education sector (Daniel, 1996, Altbach, 2005). This trend has
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filtered down to tertiary level education in travel and tourism, where there has been a significant push
towards digital delivery of unit materials as a way to adequately prepare students for the digital
workforce that awaits them.

As the tourism industry undergoes rapid transformation, the integration of cutting-edge technologies
such as big data, blockchain, and emerging technologies presents new opportunities for revolutionizing
tourism education (EU Commission, 2020). Integration these technologies enable tourism educators to
analyse vast amounts of data, including travellers’ preferences, booking patterns, and market trends, to
inform curriculum development and strategic decision-making (Li et al., 2021).

This article explores the potential of these technologies to enhance experiential learning, foster
global collaboration, and prepare students for the dynamic landscape of the tourism sector. This study
is structured into four parts: the first part entails the potential opportunities of adopting Bigdata in both
realms of learning analytics and tourism industry. The second part examine the role of Blockchain in
creating a transparent and secure academic and industrial environment. The third part is dedicated to
illuminate the authors’ proposed scheme presenting the transformative potential of integrating big data
and blockchain synergy. Then, the analysis of the combined impacts of these technologies paves the
way for advanced solutions that fill the gap between education and industry. Finally, challenges and
future directions are discussed to open the doors for further research.

Big Data in Transformative Education

Applying big data in education using learning analytics plays a crucial role in measuring students’
learning outcomes and implementing efficient teaching process. This can facilitate the determination of
the best teaching strategies and contribute to track the level of students’ engagement in the learning
process.

The immense potential of big data in organising, interpreting, and analysing massive amount of data,
will enable educational institutions to analyse students’ learning behaviour and design a personalized
learning experience and informed decision-making process (Dishon, 2017).

Table 1 illustrates Big Data learning analytics, highlighting their critical role in developing educational
experience.

Table 1: Big data learning analytics

Significance Description
Implementing Data-driven decision-making assist in improving teaching and students
Data-Driven | learning experience. As well as enhancing accountability and transparency and promoting
Decision innovation and collaboration in the educational institution. Moreover, DDDM help educators
Making to evaluate students’ behaviour and preferences and provide personalised instructions and
(DDDM) | feedback. (Estrellado, 2020)
Data Ethical considerations surrounding data privacy and security are crucial when implementing
Privacy and | big data initiatives in education. Ensuring the protection of student data is essential for
Security maintaining trust and compliance with legal regulations (Reidenberg, 1995).
The integration of predictive modelling and learning analytics into educational institutions
Integration | can lead to more effective student support mechanisms and improved educational outcomes.
of Analytics | This integration optimises resources and enhances decision-making processes (Baker, 2009).
Personalised | When compared with more technical subjects such as IT, students of tourism often have
Learning problems in seeing the direct benefits of computerised systems and the potential cost savings

involved. Personalized learning opportunities give students the chance to practice and
improve their weak points in knowledge. This is a direct improvement over traditional
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teaching through a fixed curriculum and is made possible through utilizing Intelligent
Learning Environments (Cheung et al.2021)

Predictive
Analytics
for Student

Predictive analytics powered by big data can forecast student success and identify potential
areas of concern. This proactive approach allows for early intervention strategies to be
implemented, thereby supporting students in achieving their academic goals (Fahd and Miah,

Success 2023).

Big data in the transformative Tourism sector and Educational Empowerment

By incorporating big data in the tourism industry, it is expected to expand more efficiently and
effectively in determining the future patterns of the industry. Big data can be gathered from private and
public sources. The ability to gather and evaluate customer data and other forms of information has
transformed tourism marketing and pricing strategies (Tong-On et al.2021). In fact, data in the travel
industry is being used to better comprehend business and leisure travellers, develop customer service,
offer the right pricing on the product, and more effectively promote and distribute their services. With
the incremented availability of data, such technology will also enhance operational efficiency within
tourism industry. This can be seen by utilizing data to find out patterns and make quick decisions (Naqvi
et al.2021). Through carefully maintained business processes, data can help avoid making decisions out
of habit or from emotional incentives. This makes the industry more methodical, and operators will be
able to embrace well-informed changes that are beneficial to their company and clients.

The significance of big data analytics in tourism is exceedingly critical. It has numerous implications
and could change the whole perspective of how the tourism industry works. Utilising big data tools can
help tourism organisations to expand their productivity and enhance their offers to potential travellers,
by analysing data from social platforms, commerce websites as well as review sites, to find out what
travellers think about specific destinations and what can be developed. This is becoming increasingly
important in the tourism industry where there is an overabundance of data and where it is often difficult
to determine the information that will provide the most valuable insight. This necessitate improving
training and education requirements for the industry (Lim et al.2023)

The integration of big data in tourism education would create innumerable benefits for the students
as well as the educators. In the case of students, it would create opportunities for engaging in real-life
work environment (Fettes et al., 2020). Students will be able to engage in experiential learning, allowing
them to apply what they are learning in the classroom to a real work environment. This can be achieved
through the use of simulations and case studies using the big data sets from the business environment.
Real-life examples can foster a greater understanding of concepts and data analysis that will stay with
them throughout their career. Big data will create opportunities for more internships with tourism
businesses (Ivkovic & McRae, 2021).

For educators, the use of big data in tourism education can help measure student learning and teacher
effectiveness. This can be done using learning analytics to track how students are engaging in the
learning process and determine what teaching strategies are effective. Big data sets can also be used to
evaluate curriculum effectiveness through measuring the knowledge and skills gained by students as
they progress through the program. This can ultimately lead to program improvement. The increase in
data analysis skills required in the tourism industry can also create more research opportunities for
educators in their respective fields. Table 2 presents the role of Big Data in tourism education.
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Table 2: Leveraging Big Data in Tourism for Enhanced Education

Importance Description Education Awareness Benefits

Big data facilitates the analysis of | The incorporation of big data analytics in
Understanding | massive dataset to identify travellers’ | educational curriculums will result in
Traveler preferences, motivations and booking | raising students’ awareness on the
Behaviour matters (Zhao et al.,2019). critical role of data-driven decision
making and the advanced industry
practices (Manyika et al., 2011).

Enabling destination managers to | Enhancing students’ comprehension
track tourists flows, evaluate carrying | about the critical role of sustainable

Enhancing capacity and enhance resource | tourism practices and responsible
Destination allocation (Emmer and HoleSinska | resources management in  tourism
Management 2020). industry.

Big data analytics allow to identify the _ _
emerging markets and recognising the | Through the analysis of big data,

Facilitating business opportunity as well as | students will be able to identify the recent
Market designing creative and customised | market trends and create effective
Research marketing campaigns to enhance | marketing strategies.

tourists’ experiences in the industry
(Xiang & Gretzel, 2010).

Big data assist tourism organisations | Students will recognise the importance
to personalise tourists’ experiences | of customer-centric approaches and will
through information gained from their | learn  to  personalise ~ consumers’
Enabling experiences based on their preferences.
Personalised preferences and interactions (Yoo &
Experiences Gretzel, 2011).

Blockchain in Education

Blockchain is a decentralised, distributed ledger technology that securely records transactions across
multiple computers in a tamper-resistant and transparent manner (Tapscott & Tapscott, 2016). Each
transaction, or block, is linked to the previous one, forming a chain of blocks, hence its named
blockchain. This technology utilises cryptographic techniques to ensure the integrity and immutability
of data, making it highly secure and resistant to unauthorised alterations. The technological evolution
raised the need of digital educational development (Balcerzak et al., 2022). However, the physical
presence remains a necessity presenting a restriction for learning advancement (Ghazali & Saleh, 2018;
Daraghmi et al.,2019; Islam et al., 2018).

Blockchain learning analytics.

Blockchain offers learning analytics advantages such as secure assessment and certification
emerging a pivotal application of this transformative technology. Applying Blockchain within the
education sector guarantee a secure credentialing and certification. Indeed, it facilitates the execution
of tamper-proof as well as transparent certification systems. This will help these establishment to ensure
the authenticity of academic achievements certifications stored on the blockchain ledger (Lam &
Dongol, 2022).
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This technology presents an essential tool addressing different challenges encountered by
educational institutions such the case of Saudi Arabia, undertaking a rapid educational expansion based
on the Saudi Vision 2030. Blockchain allows the verification of various obstacles encountered by both
students and educators. This will assure safeguarding the education integrity and the rapid advancement
of digital transformative education (Savelyeva & Park, 2022).

Similarly, the use of Blockchain within the Indian Higher Education context seeks to combat the
propagation of counterfeit degrees by improving transparency and security across the education system
(Grech & Camilleri, 2017). India Higher Education presents a successful case of applying blockchain-
based ecosystems such as Secure Key Technologies. Higher Educational Institutions in this country
strength authentication and identity validation processes, laying a solid basis for an efficient digital
future (Grech & Camilleri, 2017; Savelyeva & Park, 2022).

Incorporating Blockchain Technology in Assessment Methods

The growing difficulty in remote assessment, remarkably reached unprecedented levels of fraud and
plagiarism during the Covid-19 outbreak. In order to combat plagiarism and e-cheating in remote
assessments, the use of Blockchain technology, Digital Signature principles, and plagiarism detection
tools successfully reduce or remove these difficulties by carefully analysing and classifying these
elements. Eventually, the primary goal is to implement and encourage information security and
reliability within the assessment system of distance learning. By incorporating cutting-edge
technologies and best practices, higher educational institutions strive to uphold academic integrity and
ensure the credibility of remote assessments (Dias et al., 2023).

Furthermore, blockchain-based assessment platforms offer secure and transparent environments for
conducting exams and assessments, ensuring the immutability of student performance data (Lam &
Dongol, 2022).

The Role of Blockchain in Transformative Tourism Education
Table 3 outlines the benefits of blockchain implementation and underscores the significance of
fostering digital awareness within tourism education.

123



Table 3: The Role of Blockchain in Transformative Tourism Education

Innovation and
Collaboration

Role Description
The exploitation of Blockchain technology in tourism education will assist students to
Enhancing generate advanced solutions for enhancing transparency and accountability in the industry.
Transparency& This may involve process like validating supply chain integrity and certifying travel
Trust documents. (Van et al,. 2023).
Exploring Through decentralised applications, students and teachers can collaborate and interact
Decentralized directly and smoothly by relying on innovative approaches to deliver the content of their
Applications tourism study. Exposing student to this technology will motivate them to understand its
potential in reforming the business models and tourists’ experiences (Ozdemir and Erol,
2020).
Promoting Blockchain technology fosters the concepts of innovation and collaboration by allowing

stakeholders to share data securely and transparently. Hence, students need to be
encouraged to participate in blockchain and industry research projects to strengthen the
industrial partnership (lvanov and Webster, 2024).

Facilitating
sustainable
Tourism

Educators can reinforce students’ knowledge on how blockchains are promoting
sustainable tourism practices and responsible consumption and production. (Park and Kim,
2023).

Enabling Financial
Inclusion

Tourism industry can financially benefit from blockchain technology through presenting
secure and low-cost payment systems. Therefore, teachers can discuss with students the
critical role of blockchain in facilitating access to financial services and its role in
empowering communities in tourism industry (Zheng and Law, 2022).

Decentralized

Decentralised Blockchain system offers secure techniques to verify travellers’ identities

Chain Management

Identity and decreasing the dependence on centralised agencies. Hence, educators should

Verification encourage students to learn about blockchain-based identity solutions to create a secure
tourism experience (Zheng and Li, 2023).

Transparent Supply | Blockchain provides another advantage of enabling transparent supply chain management.

Educators can engage students in comprehending the pivotal role of blockchain in
encouraging supply chain transparency in the tourism field, while encouraging reliable
sourcing and sustainable practices. (lvanov and Webster, 2020).

Facilitating Smart
Contracts

Smart contracts are usually used to automate the implementation of an agreement so that
all participants can be instantly certain of the outcome, without involving any
intermediaries or time loss. these are written contracts which will be converted into lines
of code. Smart contracts in the tourism industry can revolutionise the need for contracting
services. It helps to connect travellers directly with the service providers

through smart contracts (Luo and Hu, 2023).

Big data and Blockchain synergy
The marriage of Blockchain and Big Data illustrates a perfect union of innovation within the digital
transformative education. This dynamic partnership offers a new era of data-driven learning

transformation.

The below scheme (Figure. 1) illustrates the role of Big Data and Blockchain synergy in bridging
the gap between academia and the industry.
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Figure. 1: Big Data & Blockchain Synergy
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This scheme isn't only a theoretical construct. It demonstrates a blueprint for enhancing tangible,
transformative change within the educational environment. This will create a better future involving
effective cooperation, innovation, and progress. The approach combines systematic steps of Big Data
as well as Blockchain decentralised system.

Through a series of efficient phases, Big Data enables educational institutions gain actionable
insights, update teaching strategies, and improve students’ experiences. The collection of data can be
gathered from private datasets including learning outcomes, students’ performance, and administrative
processes. As well as publicly available datasets from various sources such as social media, online
reviews, and booking platforms.

However, the characteristic of unstructured nature of big data including an enormous amount of
valuable information remains unprocessed. This information could be utilised to enhance the predictive
capabilities of data analytics, and aid in better decision-making within the education sector. However,
this is a challenging feat as unearthing this information requires sifting through a vast volume of data,
and this requires storage and computation of such big data. Yet, current data analytics platforms
implemented within educational institutions may run into scalability issues, given the volume of data
involved, and this is where there is a potential for big data analytics on Blockchain. Moreover, within
the tourism industry, big data analytics in the realms of fraud detection, consumer behaviour prediction,
revenue management, etc. could benefit from a more cost-efficient analytics platform in the form of
blockchain.

The interaction between educational institutions and industry can lead to generate numerous benefits
and opportunities not only through implementing Big Data Technology but also Blockchain which plays
a primordial role across decentralisation, smart contract, and Immutable Records. In fact, the
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decentralisation system can ensure the authenticity of academic achievements and manage the process
of validating credentials for students by verifying academic records and certifications. In turns,
employers can easily and securely streamline the recruitment process.

Challenges and Future Directions
Data Privacy and Security Concerns in Educational Innovation

Big data and Blockchain technologies pose a critical challenge of Privacy and Security Concerns
(Kerzner et al., 2023). To address such restriction, educators should ensure the implementation of a
transparent system ensuring secure data processing practices mitigating the risk of algorithmic bias
(Koh et al., 2022).

On one hand, educational data privacy is often relatively under addressed when compared with other
domains such as health or business where there are strict regulations on what data can be collected and
how it can be used (Reidenberg, J.R. 1995). However, due to the sensitive nature of the student data
and changing laws reforms new tools and methods are needed to ensure that educational data can be
utilized in manners that preserve student privacy and adhere to emerging regulations. Therefore, the
best practices methods for secure data storage and analysis are still in development.

Particularly, the extended database and analysis within the tourism education domain is related to
various kind of risks associated to the collection, storage, and usage of personal data like students'
academic records and learning behaviours. This is why it must fulfil data protection regulations like
GDPR (General Data Protection Regulation) (Park et al., 2023). Moreover, the implementation of clear
policies and the Compliance with regulatory frameworks governing data privacy and security is
primordial to protect individuals' privacy rights and to mitigate legal risks associated with data
processing and storage (Al-Kasasbeh et al., 2021; Faiella et al., 2022).

These challenges may also be addressed by the implementation of a strategic investment in education
technology infrastructure, standardized protocols, scalable architectures to encourage learning
outcomes and gutting students ready for the dynamic tourism industry (Guo et al., 2022).

Despite of the existence of several blockchain-based initiatives focusing on data integrity and Secure
Record Keeping in education (Mitra, Tauz, & Dolecek, 2022; Kan & Kim, 2019; Zhu, Guo, & Zhang,
2021; Guesmi & Farah, 2021), challenges remain in selecting the appropriate blockchain technology
and addressing storage complexities (Xu et al., 2017; Alawida, Samsudin, & Teh, 2019).

Additionally, the integration of blockchain technology into education requires careful consideration
to ensure privacy, security, and scalability (Alawida et al., 2019; Farah & Belghith, 2017).

Embracing Continuous Professional Development for Educators

The issue of time has been cited as another factor that inhibits the ability of educators to seek
continuous, professional development (CPD). Full-time educators may face a lack of relevant CPD
opportunities due to the highly specific nature of their subject. This is a point which could apply to
several teaching disciplines.

Due to the demands of teaching innovation and change, CPD remains a significant factor in the
success of any educational course. In the field of tourism, it is widely regarded that educators delivering
and teaching elements of the product to students must have an up-to-date knowledge and industry
experience of their subject. However, this need is often cited as a point of weakness as many educators
with valuable industry experience are often part-time or adjunct staff and may not have regular access
to CPD opportunities.
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Enhancing Collaboration for effective implementation

Data scientists, often employed for their expert analysis and interpretation of large data sets, are the
leading force behind the big data phenomenon. Their skills and knowledge will be in high demand
according to the potential benefits of big data in education. It is essential that education systems and
institutions have a strong collaboration between data scientists or professionals, educators policy-
makers, and researchers.

Such collaboration is necessary in the development and improvement of assessment and learning
analytics tools. Data scientists must consult with educators to identify the needs of educational tools.
This will ensure that tools are properly aligned with learning objectives and subject content. Together
they must develop the competences and key abilities that students will need for the future workforce
(Bereiter, 2002). Educators have a more focused understanding of educational theory and practice and
can provide insight to data scientists on the educational context in which tools and data analysis will be
applied. It will also be necessary for data scientists to train educators in the use of new tools and data
analysis for the purpose of empowering educators to interpret data and ultimately use it toward the
improvement of their own teaching and student learning. (Luan et al., 2020).

This collaboration will result in continual improvement and refinement of data analysis, providing
more meaningful results and feedback to educators for the betterment of student learning. However,
such collaboration may take a lot of work to interconnect across different disciplines and industries.
Particularly, when none of the parties have a clear idea of their mutually beneficial interests or the
expertise and abilities to make that vision a reality.

Figure 2 shows the latest accomplishments and changing future trends resulting from the use of big
data and artificial intelligence (Al) in education, at the intersections of researchers, policymakers, and
industry stakeholders.

127



Figure 2: Contemporary developments and future trends at the intersections between research,
policy, and industry driven by big data and Al advances in education.

Policy-prioritized Technology Development
Research and Development Resear‘h and Transfer
- Technology assisted - Form one-size-fits-all
education research ¥ / to precision education

- Privacy-preserving Applied Al research in

education research ‘ education
Pre-service + in-service - Education-oriented

teachers education . | analytics development
- Micro-credit education P°|lcy A 'ndUStry - Vocational education
reform i change

'Markert-stAimdlrating ]
Legal and Policy Frameworks

Privacy Protection

- Data Protection

- Neutralization of
algorithmic bias

- Market stimulation for
educational technologies

Source: Luan et al., (2020)

Conclusion

Today, technology has advanced from just facilitating and managing educational systems to
becoming the foundation of creating different ways of learning. As technology rapidly grows, digital
education is a continuous process that aims to provide the best learning experience among its learners
where this enables them to gain knowledge anywhere and anytime. During this process, digital
technology offers continuous interaction between learners and their environment, creating more
meaningful educational process that result in new knowledge transfer, and changes in learners'
behaviour. Through meticulous analysis, this paper aims to improve the quality and effectiveness of
tourism education and its interaction with the industry by evaluating and implementing a distinctive
potential of big data and blockchain synergy. Using Big Data and Blockchain technologies ensure data-
driven insights, transparency and security integrity serves to improve and update curriculum design for
better academic and practical future. This will create an educational vision based on flexibility, reactivity,
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and alignment with continuous change of the digital era, particularly in the tourism sector, creating an
environment where advancement, cooperation, and creativity coexist peacefully.
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Current tourism learning in higher education system often lacks a focus on the recent technologies
necessary for tourism growth, competitiveness, and adaptability. Hence, the alignment of tourism
transformative education with the changing needs of the practical tourism context is pivotal to prepare
students to be responsible, informed and technologically qualified learners for a best future of the
industry. This research highlights the crucial role of the transformative education and strives to bridge
the gap in the existing tourism literature. Through meticulous analysis, this paper aims to improve the
quality and effectiveness of tourism education and its interaction with the industry by evaluating and
implementing a distinctive potential of big data and blockchain synergy.
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Introduction

This article presents the results of educational exercises conducted at two Swiss hospitality schools
from 2018 to 2022, involving over 200 Generation Z undergraduate students. It comprises a literature
review on this cohort's characteristics, followed by insights from classroom activities at HIM (Hotel
Institute Montreux) and SHMS (Swiss Hotel Management School). HIM students
addressed stereotypes through blog posts, whilst SHMS students discussed their views on academic
modules and acquisition of hospitality skills.

The same lecturer, who is also the author of this article, led both school activities. Despite
the differences between the two activities and their consecutive occurrence, the author chose to
consolidate the results into a single article. This decision was made as both activities aimed to highlight
Generation Z students' perspectives on their own qualities and skills. This article provides valuable
insights into adult learning, suggesting ways to enhance teaching methods and curriculum. Moreover,
it sheds light on how the hospitality industry can become more appealing to Generation Z.

Generation Z Characteristics

Generation Z, born between 1997 and 2012, is the second-youngest generation,
following Millennials and preceding Generation Alpha. Whilst there's no universal agreement on exact
birth years (Jayatissa, 2023), this group is marked by their lifelong exposure to technological

132



advancements, including mobile phones, Wi-Fi, social media, and unrestricted information access.
These factors have profoundly influenced their worldview and interactions (Dimock, 2019). Prensky
(2001) coined the term "digital natives" to describe this generation, emphasizing their innate comfort
with technology. Turner (2015) further elaborated that Gen Z's technological fluency extends beyond
mere usage to include an intuitive understanding of digital ecosystems. They've also felt the aftermath
of the great recession, observing parental job losses and Millennial siblings returning home. They're
acutely aware of the growing wealth disparity and have a clearer grasp than previous generations of
financial pressures related to rent and transport. Lastly, the escalating expenses of pursuing higher
education have resulted in Generation Z bearing the highest levels of debt (Gomez et al., 2022).

Jayatissa (2023) has outlined Generation Z's defining traits based on various academic
sources. These characteristics are categorised into positive or neutral aspects and areas of criticism.

Table 1. Generation Z Characteristics

Positive or neutral points Negative points
Communication Tech savvy Short attention span
skills Creative Soft skill Gap

Informal communication Lack of interpersonal skills

Inability to deal with emotions and
words Bad listeners

Behavioral / Self-confident Individualistic
attitudes Independent Social media-driven.
Multi-tasking Materialistic
Pragmatic
Adaptable
Collaborative

Attention to detail

Core values Environmentally conscious Social | Dislike authority and hierarchy
activism
Loyalty
Transparency
Mutual respect

Career Prefer stable employment Job hopping
Ambitious Dislike routine

Source: Jayatissa's literature review summarised by the author.

Furthermore, the impact of the Covid pandemic on the current generation is significant, as they have
endured extended periods of isolation and reduced face-to-face interactions. This has led to a marked
increase in mental health issues, making Generation Z the most vulnerable across all age groups (Parker
and Igielnik, 2020).

Z.Lab by HIM

The initial class project ran from 2018 to 2021 in a Digital Marketing module for second-
year students at HIM. Students were tasked with writing a blog post about their own generation, with
the best articles featured on Z.Lab. The subsequent analysis focused on the first fifty articles written
by students from 27 different countries.
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It's crucial to note that this activity was part of a course module and not a formal research study. The
blog posts weren't subjected to in-depth qualitative analysis. The primary aim was to teach students the
basics of blog writing. Students consented to their articles being shared and used by the
instructor. While some qualitative analysis methods were applied, such as identifying common themes
and patterns, the content should not be viewed as the results of a formal research study. Therefore, the
feedback and observations presented here are not definitive.

This discussion aims to compare the students' self-perceptions with the findings of a
literature review conducted by Jayatissa (2023). Four main themes will be explored.

Generation Z feels unloved.

When reviewing the comments about their generation, the students initially expressed surprise and
disappointment at the level of criticism directed at Gen Z, particularly regarding their reliance on social
media. However, they also voiced strong disapproval of the older generations who judged
them, highlighting the widespread lack of intergenerational understanding. One student wrote: " In
todays world lecturers think that when the class is boring, displaying a video on a screen will catch
our attention. However, the truth is that if we were not engaged since the beginning there is no video
on the internet that will make our brains process or even retain the information they want to
transmit." (Murillo, 2018).

Similarly, another student challenged the importance of CVs in job hunting: " We don 't understand
how some companies grade people based on a piece of paper! For me, its like judging its book by its
cover and we all know we shouldn t." (Wyngaard, 2019).

Overall, the students expressed a wish for older generations to reassess their own biases
and worldviews. One student noted: "Just because we prefer to hear the news from a quick video rather
than a newspaper doesn 't mean we have no attention span, just like wearing jeans to the office rather
than a suit doesn t make Millennials lazy." (Pow-Sang, 2019).

They saw a clear generational gap, believing that older generations should adapt to younger ones:
"It is said that depression and low self-esteem is increasing in our society, and who is responsible for
this? Generation Z needs guidance to help them find their own values and not to get lost on the
way. They need role models. Older generations are responsible of helping them on their way to
success." (Lundqvist, 2019).

Generation Z craves meaning and belonging.

In blog posts, this generation often appears cynical about the world, resulting in heightened values.
On environmental issues, one student explained: "My generation is up to date about with every news
around the world; we have seen and heard about economic crisis and animals getting endangered. We
are a generation that actually cares about sustainability as there might not be much left when we have
children or grandchildren. " (Talapatra, 2021).

Many students shared their career aspirations, revealing that their main priority was finding
a company offering job security, personal development, and self-expression opportunities. " 1 am
looking for a work environment where I can thrive and where I am able to be in psychologically safe
teams." (Nguyen, 2019). They seemed less interested in large corporations, viewing them as unable to
recognise individual employees: " We don t want to work for big corporations, we don t want to be a
number. We value small environments where everyone knows each other and where everyone’s voice
impacts general decision-making." (Frances, 2019).

Contrary to expectations, they portrayed themselves as humble and open-minded. They genuinely
want to learn and adapt, whilst also desiring recognition. "Gen Z wants to do what they feel is right. It
does not mean that we are not willing to change according to the feedback we receive. At the contrary,
we want to be able to fail and see our mistakes in order to really understand why we are doing things
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in a certain way. When we learn something and it is recognized, we have a feeling of accomplishment
that leads to higher personal productivity." (Gullo, 2019).

Generation Z's relationship with technology is multifaceted.

All participants recognised technology's impact on their lives, views, and actions.
They demonstrated a deep grasp of these tools' advantages and limitations: " [ know that we want
everything RIGHT NOW, but this is how we are used to. With all the advances in technology we don 't
even need to wait to download any type of files, like it happened with past generations. For us
everything happens fast, and everything is on our hands." (Gomez, 2019). Some students believe new
technologies are their best means to positively transform the world: "Our generation is hungry for
improvement and driven by curiosity. What has happened in the past generations will be completely
altered by the Generation Z as we will make huge world improvements, choose clean food over fast
food, emphasize on diversity, and create things that may be currently unimaginable for you." (Wei,
2019). Nevertheless, they're aware their expectations can be unrealistic, partly due to social media: "
We are addicted to the Internet. We are free and unconventional. We are dreamer that always talking
about things that are unrealistic" (Yu, 2019).

Generation Z is tailored for hospitality.

By 2025, Generation Z is expected to constitute 27% of the workforce (OECD, 2021). A hallmark
of Generation Z is their openness to the global community. This cohort travels more frequently than
previous generations and shows a strong interest in varied cultures (Pitrelli, 2023). Thus, the hospitality
sector is ideally suited to nurture their passion for exploration and cultural immersion. Indeed, Zandotti
(2021) noted in her blog article: " Hospitality is a worldwide industry open to welcome people from all
over the world and make of it a melting pot”. Their travel aspirations are linked to their vision of a
more equitable world. " GenZ breaks stereotypes. By travelling in foreign countries, they strive
for equality, less discrimination and fairness among each other." (Labar, 2020).

This emerging generation possesses heightened emotional intelligence, which, according to Longi
(2020), makes Gen Z particularly valuable to the hospitality sector: "Today older generations find

mental coaching to be a remedy to those communication skills that have been lacking over decades
of theory-based education, instead we have grown in a world that needs us already equipped of 4
emotional intelligences: self-awareness, self-management, social awareness and social skills."

Generation Z can significantly enhance the hospitality industry, which needs reinvention, as " The
world of hospitality is the last place where we can find magic!” (Panni, 2019). Gen Z
hoteliers recognise their ability to innovate with technology whilst restoring authentic customer
relationships. " Generation Z needs little to no training in technology, which saves valuable time and
money." (de Rooj, 2019)." Authenticity through sustainability, the less-is-more concept and even taking
a few steps back in order to more forward. We value the real and pure over the fake and plastic
versions." (Bergerud, 2020).

The students' rationales align with Jayatissa's research on social media dependence,
limited resilience, social engagement, and resistance to hierarchies. However, their online journal
entries don't reflect a significant lack of soft skills. This cohort actively seeks and values interpersonal
connections more than previous generations, possibly due to the scarcity of such interactions in their
daily lives.

Soft skills gap:

The author studied soft skills with a new group of hotel management students. The
students completed a questionnaire to assess their soft skills and identify which modules helped
develop these skills. The author shares a summary of the questionnaire data with the students and
instructors. The first group of 68 students was interviewed in January 2023, and the second group of
32 students was interviewed in May 2023. The author selected the soft skills for assessment based on
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the curriculum and student input. The self-assessment was voluntary and conducted during class time.
The author clarifies that the feedback is not from a formal survey and includes anonymous comments
from participants.

Team Player

Despite slight variations in feedback across different cohorts, it is intriguing to observe that
despite considering themselves as proficient team players, students tend to have a preference for
working independently. They assert that it is during hands-on serving and cooking classes that they
acquire the most valuable insights into teamwork. Nevertheless, their inclination towards self-reliance
leads them to favor working alone. “Most people are very united. But there are always one or two very
lazy and irresponsible ones.”

The results validate Jayatissa's examination of literature, portraying Generation Z as self-sufficient
and self-reliant. The students interviewed further elucidated this characteristic by articulating
their reluctance to depend on the ineptitude of others.

Adaptability and Flexibility

The practical classes are also those which helped them develop their adaptability and flexibility:
“In kitchen practice we often dont have enough ingredients to make the dishes, so we need to
change something.” In general, they demonstrate a willingness to collaborate with individuals of
diverse backgrounds and possess the ability to adjust accordingly. This observation aligns with the
traits previously outlined: Generation Z is known for its collaborative nature and adaptability.

Working under pressure

Furthermore, the students perceive the service class and the development of their restaurant concept
as valuable experiences that have taught them to effectively handle high-pressure situations. A
significant number of students expressed their appreciation for the supportive and instructive nature of
their instructors. “First service practice was scary, and I felt very nervous and pressure since it is the
first time doing the service run despite Mr Thompson and Mr Florent guiding us.” Effective
supervision plays a crucial role in helping students cope with stress. However, this assertion contradicts
the findings of the literature review.

Dealing with problems & Solving conflicts
The practical courses provide a valuable opportunity for students to develop conflict resolution

skills. Many students perceive themselves as proficient problem solvers and attribute conflicts to a lack
of

effective listening skills. “Sometimes during our group work, we had some different opinions and
views and not all people choose to solve them easily.” In addition, group projects in other disciplines
are also an opportunity for them to face difficulties and resolve them. “There s a lot of difficulties
during group projects so I have to stay alert and be tough when something unexpected happens.”
Members of Generation Z exhibit a pragmatic mindset and are adept at leveraging their soft skills to
tackle challenging situations.

Active listening

The module "Art of Employability" significantly contributed to the enhancement of their active
listening abilities, as it provided them with the necessary tools to create compelling CVs and cover
letters, as well as to refine their interview skills. Through engaging in personal development activities,
both on an individual and group level, they were able to gain valuable insights into their own selves
and others. Once student wrote: “It was very emjoyable to hear a very good student share his
experience.” Students believe they can influence peers through active listening, contradicting
Jayatissa's review of Generation Z's poor listening skills. This raises the question of whether this
generation can listen attentively when motivated.
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Communication

Students have expressed that the Business & Academic Communication module has
been instrumental in enhancing their comprehension of professional communication, not only with
their instructors but also with their peers. They noted the difference with high school: “Here you learn
to talk to people in a professional environment, different from high school, day to day classes” Their
incorrect usage of words seems to be a result of insufficient explanation and context: ” I got to learn
more about the theory behind effective communication in this class, which helped me learn how to
better communicate in real life.” It is crucial to offer a framework and avoid assuming that Generation
Z possesses knowledge about the habits and customs of the professional world.

Receiving feedback

Jayatissa's literature review underscores the fundamental values of Generation Z,
emphasizing transparency and mutual respect. The ability of GenZ members to embrace feedback is
closely tied to these values, as they acknowledge the significance of acquiring knowledge and seeking
advice to enhance their performance. The author's study reveals that practical service and kitchen
courses, along with hospitality design courses, were particularly effective in supporting this
developmental process. “For my design project I had put much effort and thought but sadly my way to
presentat lowered impacted my grade. Receiving feedback and seeing the critical thinking of the
professor lead me to work more on this skill, which was the first step to many other personal and
professional improvements.”’

Creativity

Hospitality design is the preferred module among students as it provides them with ample
opportunities to nurture their creativity. It is intriguing to observe the teacher's role in fostering self-
confidence among the students, as evident from the comments. “In the module the professor showed
how there is no necessary artistic background to be called creative, being presentable and innovative
will give you the freedom to be considered creative.” The students who were interviewed showed a
certain level of uncertainty towards creativity, which contradicts Jayatissa's literature review. They have
a unique perspective on the world compared to previous generations, yet they seem to lack confidence
in suggesting original solutions.
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Feedback from January 2023

Feedback from May 2023
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Soft skill 3: Adaptability / Flexibility
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Soft skill 5: Problem Solving

Are you a problem solver?
68 réponses:

4(59%)

6(8.8%)

10 (14,7 %)

Are you a problem solver?
32 réponses

[}

)
BUT% 12(176 %) 4

4(59%)

13.1%)

5(156 %)

4(12.5%)

5(156%) 5(156%) 5(156%)

4125%)

105%
) 0% 0(0%) 0f0%) 0(0%)
! 2 ’ 4 4 0 T ¢ ° bt ° 1 2 3 4 5 ] T L] 9 10
NO YES NO YES
Problem is Problem is
Sarigrones 32 réponses
2 0.0
15 J 75
° 50 4(125%) 4(125%) 4(125%) 4(125%)
7(103%) 7(103%) GEA%) G(EA%)
4(59%) 2(63%) 2(63%) 2(63%)
5 3(a4 %) X k .
2(29%) 25 1(3,1 %)

1015 %)

1 2

something to avoid
as often as possible

0(0%)
8 9 1 . , N N

8 9 10

an opportunity 10 | gomething to avoid
change and improve | a5 often as possible

an opportunity to
change and improve

things things
. P
Soft skill 6: Creativity
Are you a creative? Are you a creative?
68 réponses 31 réponses
B
= 13(19.4 %)
L ) e
N 5(18,1%) 5061 %) e
o s CUEY 4(129%) 4(129%)
{ 7(10.3 %) * { 7
U
8 459%) gk v 2(65%) 2(65%)
34A%) 3@E4%) 2 yp2% 1(32%)

0(e%)
0 L}
1 2 3 4 5 [ 7 8 9 10 1 2 3 4 5 L] 7 L] L] 10
NO YES
NO YES
Creativity is about Creativity is about
68 réponses. 32 réponses
“ L]
16(235 %)
i ) 6(18.8%)
" 6 Ti@ias) 721ia)
1 (182%) 11 (162 %)
0 9(13.2%)
T7(10.3%) .
S(7.4%) 304%) I (@A%)
4B5%) 263 -
229%) 2029%) : .
1osm 2 13w 13,1%)
’ 00 %)
1 2 3 4 5 3 T L] L) 10 0
1 2 3 4 5 L] T 8 9 10
Avrtistic talents Thinking out of .
the box Artistic talents Thinking out of
the box

140



Soft skill 7: Communication

Do you communicate with others in a professional and effective way? Do you communicate with others in a professional and effective way?
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Soft skill 9: Solving conflicts

Are you good at solving conflicts? Are you good at solving conflicts?
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Limitation:

The results compiled in this paper primarily consist of information gathered in class during various
activities.These data were not originally intended to be used as a subject of research. However, given
the diverse nature of the information collected, the author deemed it beneficial to share these findings
in a more formal manner with the academic community, particularly within hospitality education. The
author observed that many analyses regarding Generation Z often fail to provide these young
individuals with an opportunity to express their perspectives. To further this exploration, it is essential
to adopt a more structured pedagogical approach utilizing a formal academic methodology. The author
fully acknowledges that this paper may be viewed as a preliminary study leading to more extensive
research endeavors.

All participants in these activities who agreed to have their texts published on the blog are students
from hospitality programs. This introduces a bias in the responses, given that these individuals are
generally more aware of soft skills, interpersonal communication, and cultural diversity than their peers
in Generation Z.

Conclusion:

The analysis of findings reveals a clear generation gap, often stemming from misunderstandings.
The tendency to frequently change jobs is primarily linked to Generation Z's desire for workplaces that
value loyalty, mutual respect, and environmental consciousness. While renowned for their creativity
and technological prowess, this generation may struggle with emotional management and professional
communication. It's evident that they require guidance and clarification, seeking more substantial
support from older generations without unfounded assumptions. Generation Z displays a complex mix
of traits, blending individualism and pragmatism with collaboration and flexibility.

These results can be viewed as a strong incentive to maintain vocational training initiatives: students
favor experiential learning, tangible skills acquisition, and social engagement. This is precisely what
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hospitality institutions provide in their curricula. Highlighting vocational programs is an
excellent strategy to attract young individuals to the hospitality industry.
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Abstract

This paper investigates employee well-being and Human Resources (HR) strategies in luxury
Maldivian resorts to determine how the current HR practices meet the needs of expatriate and local
workers in this remote area. Semi-structured interviews were conducted with nine local and expatriate
employees and an HR manager revealing challenges such as loneliness and adaptation to new cultural
norms. While employees cope through technology and HR-provided psychological support, restrictions
on facilities and a lack of activities for women remain concerns. HR initiatives, including training
programs and salary benefits aim to promote work-life balance and satisfaction. The study highlights
the complex interaction between isolation, organizational policies, and individual experiences in the
luxury resort industry, offering insights for HR professionals and policymakers aiming to improve
employee well-being in isolated workplaces.

Key Words:

Luxury resort, Employee wellbeing, Isolated workplace, Human Resources Practices
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Focus of the Paper: Theoretical/Academic
Type of Submission: Full Paper

Introduction

While the Maldives presents itself as a paradisical holiday destination with its bungalows atop
sapphire seas and immaculate beaches, previous research exposes an uglier side for the workers who
maintain this remote haven in the form of employment law breaches and poor employee well-being.
The literature has yet to explore how HR departments perceive and address the needs of their employees
in this context. This study aims to fill that gap by comparing the lived experiences of employees in
luxury Maldivian resorts with current HR practices. Thematically analyzed interview data provided
valuable insights into HR strategies including psychological support to alleviate loneliness and training
and salary benefits to act as external motivational factors to compensate to some extent for the
remoteness of the working environment. An unexpected finding was that HR strategies need to
recognize the role played by gender in employee well-being in remote areas like the Maldives. Further
similar research into under-studied isolated areas where luxury tourism is booming could include
locations such as jungles, mountains and savannahs to determine to what extent the findings from this
study are transferable to other remote contexts.

Literature review
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Employee perspective
Employee well-being in luxury establishments

The workplace environment is a crucial factor for job seekers (Hassan, 2022). Current studies
highlight the impact of psychological well-being on economic outcomes, addressing challenges such as
excessive workloads, long hours, and limited career opportunities faced by frontline employees (Lee &
Moreo, 2007; McNamara et al., 2011). Migrant workers encounter additional issues including low pay,
discrimination, and substandard living conditions (McDowell et al., 2007; Najeeb & Barrett, 2019).
Seasonality exacerbates those difficulties, making matters such as leave entitlements during peak
seasons more complicated (Del Bono & Weber, 2008). Nevertheless, a good level of training in luxury
hotels assists employees achieve their career goals as they are eager to stay within the company
(Karatepe, 2013). Still, there are gaps in understanding employee well-being, especially in remote
environments like islands where workers are significantly impacted by stress and isolation (Douglas et
al., 2018). In popular tourist destinations like the Maldives, employment regulations prioritize local
hiring, yet expatriate workers remain integral to organizational success, and face issues ranging from
inadequate living conditions to limited medical services (Najeeb & Barrett, 2019; Shakeela et al., 2011).
This underscores the need for enhanced Human Resources Management (HRM) practices and a more
comprehensive understanding of employee well-being within luxury establishments, particularly in
areas characterized by remoteness and seasonal fluctuations.

Employee well-being on islands

Several studies (see Baum, 2012; Mullings et al., 2021; Ozcelik & Barsade, 2018) highlight the
unique challenges faced by employees in remote areas, such as expatriate workers adjusting to a new
lifestyle without urban conveniences (Mullings et al., 2021). This adaptation process can lead to feelings
of loneliness and isolation, ultimately affecting job performance (Ozcelik & Barsade, 2018).
Furthermore, working in isolated areas can be detrimental to physical and mental health with increased
stress among foreign workers (Mullings et al., 2021). Support from family is considered as a crucial
mitigating factor for stress and mental well-being in isolated workplaces (Golden et al., 2018). While
difficulties such as burn-out and lack of work-life balance are widespread, it has been found that some
employees find comfort in the slower pace of life and lower cost of living associated with remote
environments (Wieland et al., 2021).

Employee well-being in the Maldives

A closer look at employee well-being in the Maldives reveals the complex environment shaped by
both regional laws and business norms. Workers in the hospitality industry face various challenges, such
as inadequate living conditions and imposition of restricted leave policies during peak season, due its
reliance on expatriate labor (Najeeb & Barrett, 2019; Shakeela et al., 2011). Employment regulations
mandating a minimum percentage of local hires aim to foster sustainable development, yet migrant
workers remain essential to organizational performance (Najeeb, 2011; Najeeb & Barrett, 2019). The
practice of assigning a whole island to one resort contributes to the feeling of isolation of employees by
restricting their access to basic services and intensifying their sense of solitude (Shakeela et al., 2011).
The industry’s seasonal nature and limitations of the resort model present further barriers to worker
well-being, such as a reduction of meaningful leave benefits and challenges in obtaining legal
protections (Najeeb & Barrett, 2019). Despite these obstacles, many expatriate employees are driven
by the excitement of travel and professional prospects, indicating a complex environment where
financial incentives and concerns for one’s own well-being overlap (Baum, 2012). Nonetheless, the
body of research highlights the necessity of paying more attention to workers’ well-being in the
Maldives, as the country’s present procedures fall short of meeting the needs of a diverse migratory
labor force.

HR practices to support workers in isolated workplaces

HR and employees tend to have diverse needs and interests (Najeeb and Barrett, 2019), however,
the role of HR is to develop a positive workplace environment and mitigate negative outcomes in the
favor of workers (Wong et al., 2019). When HR anticipates employees’ needs, both local and expatriate
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workers exhibit a lower stress level as the resources and organizational demands are balanced (Torvisco
et al., 2022). Indeed, the HR department is expected to serve as a bridge in the gap between the
management and employees by guiding, supporting and helping workers (Najeeb, 2016). As the role of
HR is to propose solutions to business problems (Najeeb, 2016), they should be aware of the workers’
needs and issues related to employees’ well-being at the workplace, which provides credence to the
research question this work set out to answer: To what extent do the current HRM practices meet the
needs of both expatriate and local workers? A case study of the Maldives.

Methodology

In order to answer the research question, a qualitative, interpretive research approach was used in
the form of a revelatory case study which provided insight into a previously unexplored phenomenon
(Yin, 2009), involving the Maldives as the selected region of research (Veal, 2018).

The themes covered in the 45-minute to two-hour long interviews were derived from the literature:
work-life balance, social connection, working conditions, career growth and coping strategies and were
phrased as open-ended questions, such as, “How has working in an isolated area affected your ability
to maintain a work-life balance?” in order to gain an in-depth understanding of the individuals’
perspectives (Friborg & Rosenvinge, 2013). An informal tone was maintained throughout the interview
and text supplemented with was shown on the screen to guide the interviewee, see figure 1 below.

Figure 3. Images shown during the interview
How does working in isolated N U}e/Hmm?«
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ees? A case study of 2

lo ;
employ e WMJL’I«‘V/ balance
Social Connection Career Growth
onking Conditions Coping Strategies

Slide 1 Slide 2

%

Slide 3 Slide 4

The participants, four Maldivians, five expatriate workers and one HR manager, were selected
purposefully to provide insights into the specific situation rather than randomly for reasons of
representativity and generalization as would be required in quantitative work (Schoch, 2019). To
guarantee anonymity, pseudonyms were used for participants, see Table 1 below.

Table 4. Interviewees' demographics

Pseudonyms Department Position Gender Age Nationality Previous resort
working experience
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El Food & Hostess Female 31 Ukrainian 3

Beverage
E2 Spa Spa manager Female 42  Filipino 7
E3 Sales Manager Female 38  Russian 2
E4 Front Office Duty manager Female 27  Swiss/ 5
French /
American
E5 Front Office GEM (Guest Male 26 Kazakh 2
Experience Maker)
L1 Front Office Duty manager Male 28  Maldivian 4
L2 Front Office Bell supervisor Male 26  Maldivian 3
L3 Housekeeping  Executive Male 36  Maldivian 6
housekeeper
L4 Front Office GEM (Guest Male 28  Maldivian 7
Experience Maker)
HR1 Human Learning and Male 42 French 1
Resources development
manager

To assure internal validity, a pilot interview was conducted before the data collection process which
led to adding more questions to the interview schedule. The interviews were transcribed and then
analyzed using thematic analysis (Braun & Clarke, 2006). As is typical in exploratory case study
research, this study has restricted external validity and there is no aim to generalize the findings (Clark
et al., 2021; de Saint-Georges, 2018) rather, it gives voice to otherwise unheard locals and expatriates
working in a particular remote luxury environment. This is in contrast to most social research which
involves participants who are usually white, educated, and from industrialized, rich and democratic
countries (Henrich et al., 2010).

Limitations of the approach taken

The constraints of this study include the online nature of conducting interviews and the resulting
lack of face-to-face interactions, particularly for those respondents who did not know the interviewer
well. It is hoped that the findings of this study will have transferability rather than generalizability and
will act as “working hypotheses™ for future work in remote areas as Lincoln and Guba (1985) and
Eisenhart (2009) describe. Data from the HR perspective is limited to that provided by the sole HR
employee participant but this is not uncommon in case study research. The insider positioning of the
interviewer, with her professional experience of working in the Maldives, provided a layer of knowledge
(Teusner, 2016) and ease of access (Mercer, 2007) possibly not available to outsiders, however, this
same positioning could potentially lead to interview bias (Mercer, 2007) which was at the forefront of
her mind during data collection. Finally, the interviewer was attentive to and guarded against the
potential for this insider positioning to lead to subjectivity in the data analysis (Chowdhury, 2014).

Findings and discussion
Geographical isolation

One of the main themes expressed by the employees was the impact of geographical isolation on
their well-being and work-life balance although perceptions differed between the locals and expatriates.
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Local participants acknowledged the remoteness of the Maldives, but this did not seem troublesome as
L1 noted: “You are in the middle of our Earth ... surrounded by the sea,” while L2 mentioned, “[we are]
living far from the civilization” and always staying on the island. None of the local respondents felt the
isolation was problematic, indeed, L3 stated categorically, “I never feel loneliness,” and for many it was
advancements in communication technology which alleviated this feeling. Interviewees were in touch
with their families through “phone calls” and “social media” as “Internet is provided on the island for
the team members as well without any additional charge” (L1). Expatriate participants on the other hand
viewed isolation more negatively, describing the challenge of being away from home and loved ones,
having limited access to ordinary amenities, and experiencing difficulty adapting to a different way of
life. These findings are congruent with Golden et al. (2018), Ozcelilik and Barsade (2018) and Wieland
et al. (2021), who mentioned that the main challenge associated with isolation is adaptation to a new
lifestyle. Shared accommodation was a challenge faced by line staff with participants mentioning that
they have to share rooms for four or six people and cultural differences complicating living standards.
Expatriate workers noted it was difficult to rest in accommodation as not all roommates respect the
personal space of others. The management-level staff stated they have better living conditions and more
private space than their line staff colleagues supporting the finding of Najeeb (2011). Expatriate
employees expressed more concerns about facilities than their local counterparts, suggesting a need for
further improvements corresponding to the findings of Douglas et al. (2018). Finally, female participant
E3 noted that there were few activities women could join in with indicating that well-being might be
considered to be a gendered issue.

To mitigate the negative impacts of isolation, HR1 prepares “a lot of activities” such as “going to
the beach” and “increasing...trips to Male” and offers a “higher salary” to compensate for being away
from the employees’ loved ones. All respondents acknowledged the importance of HR efforts in
arranging activities that contribute to employee well-being, with L1 noting, “Human Resources in the
Maldives, they understand, since it is an isolated area and the mental health being of team members is
very important.” L3 mentioned that “cultural trips” were organized by HR for expatriate workers to
enhance their understanding of local life. Attending to the matter of gender, HR1 admitted they consider
integrating “a female only gym time” which seems insufficient provision for the “40% of female
employees” (E3). This finding is considered to be a novelty as previous studies did not explore gender
as a specific phenomenon, mainly focusing on religion (Domroes, 2001) and gender roles (Bayhan
Karapinar et al., 2020; Sun et al., 2023). HR1 recognized the impact of isolation on employee well-
being and adaptation, particularly evident during employees’ initial “first 2-4 weeks in the Maldives.”
The absence of infrastructure, especially in pre-opening resorts, exacerbates the challenge of
acclimatizing to an unfamiliar environment. HR1 highlighted the psychological strain associated with
isolation, workload and “separation from family...[and] ... social friends,” emphasizing the need for
early assessment of employees' mental health, which is in line with Golden et al.’s (2018) findings. To
address this issue, HR1 explains that resorts maintain on-site medical staff to identify “first signs of
depression...or anxiety,” with provisions for referral to psychologists in Male, underscoring HR's
proactive approach to employee welfare. Additionally, an “open door policy” operates in the Maldivian
resort where HR1 works, facilitating employees’ access to HR staff. This demonstrates that HR and
hotels are adapting to changes in order to reduce negative effects of isolation on employees’ well-being
(Mullings et al., 2021) and improve business performance (Ponting, 2020).

Career opportunities and professional growth
Throughout the interviews, participants emphasized career growth opportunities within the industry,
with E1 noting the availability of “cross-training” and “lectures” for staff interested in development.
Despite this, both locals and expatriates noted a lack of training from employers, with local staff (L2)
highlighting a scarcity of industry professionals and expatriate workers (E1, E3, and E4) mentioning
insufficient education for Maldivian employees. Local employees highlighted the superior career
prospects in international resorts compared to local ones, although E3 observed a tendency for locals to
go “into stagnation mode” when reaching desired positions due to entrenched attitudes. Contradicting
this, local employee L1 noted “a lot of experience [gained] with regards to the hospitality and guest
150



relations in Maldives,” contrasting it with the broader business perspective offered by city hotels.
Regarding salary benefits, E3 noted that “the Maldives is now very attractive in terms of salaries”,
providing an opportunity “to save a lot” as reported by L1. Overall, some expatriates initially struggled
with isolation but eventually found opportunities for career growth. Najeeb (2011) noted that climbing
the career ladder is also a possibility for local workers but this was not consistently observed by the
expatriates interviewed.

The themes mentioned by the HR manager were aligned with those of the employees but,
unsurprisingly, framed more positively. He mentioned two specific training practices: “cross exposure”
practice, which allows individuals to “do a 40-hour training” within a desired department and switch
roles as well as “internal career transitioning positions.” In an attempt to address the problem of high
turnover in the Maldives, HR1 stated they can help with outside transfers, while trying to retain
employees who they try to attract through “salary and benefits” with “an extra $500”. Previous studies
(see Najeeb, 2011; Najeeb & Barrett, 2019) pointed out a significant gap in salaries for expatriates and
local workers, prioritizing a need for a change in HRM practices. Professional growth opportunities are
also linked to salary considerations (Najeeb, 2011), with HR leveraging strategic incentives like salary
extras to attract and retain talent.

Despite employees' adaptability to isolation, separation from family poses a significant challenge
particularly for expatriate resort workers. To address this, HR1 notes that psychologist support is
available, underscoring a commitment to employee well-being but in a reactive rather than proactive
manner. Additionally, HR1 emphasizes equitable treatment for all nationalities and offers monetary
benefits and career development programs.

Returning to the research question, this work has demonstrated that the current HRM practices
explored in the Maldives anticipate the needs of both expatriate and local employees to a certain extent
by providing communication tools, training, financial benefits and reactive psychological help to
compensate for isolation, while lacking the required improvements in infrastructure and diversified
recreational activities for especially for female workers.

Implications for the industry

This study into the experiences of local and expatriate staff in a remote luxury hospitality setting
demonstrates that in such an environment, salaries are unsurprisingly a great attraction and compensate
for the living conditions for both locals and expatriates. It has shown too that HR must attend
particularly to providing female expatriate workers whose needs have previously not been specifically
attended to with appropriate living conditions and activities to safeguard their mental well-being.
Clearly defined plans for career growth seem to mitigate feelings of loneliness such remote locations
can instill in expatriate workers while the ambition to “climb the ladder” is not experienced in the same
way by local workers who express a desire to receive more training from individuals they see as
“professionals”. A pro-active stance by HR personnel is recommended to intervene early if signs of
difficulty in acclimatizing become apparent and the researchers suggest developing a sense of openness
regarding mental health difficulties if these might be seen as troublesome and even shameful depending
on the cultures of the individuals concerned.

While the study has provided some insights into how the well-being of employees is affected by
working in isolated areas, there are still more questions to be answered. The study has focused only on
the area of Maldives. Therefore, conducting an in-depth analysis of the employees working in the luxury
segment in different geographical locations could provide valuable insights into more unique challenges
faced by staff and the HR response in different types of remote areas including jungles, mountains,
savannahs and bushland where high-end luxury establishments are flourishing. Moreover, it is
recommended to conduct quantitative research about the effectiveness of HR practices addressing
worker well-being in isolated areas. These findings could benefit businesses by integrating initiatives
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and incentives which would potentially reduce stress and anxiety during the acclimatization period of
resort staff.

Conclusion

The study compared employee and HR perspectives on well-being and working conditions in a case
study of a luxury resort in the Maldives. Isolation emerged as a significant factor for expatriate workers,
leading to negative emotions like depression and anxiety mitigated to some extent by technological
solutions to communication. An ability to adapt to the new environment was seen as crucial. HR
initiatives focused on promoting work-life balance through activities and services like training programs
and reactive psychological support. Nevertheless, restrictions on facility use were noted, along with a
lack of activities for women, a novel finding. The study reaffirmed the influence of factors like salary
benefits and career opportunities on employee satisfaction and turnover rates, emphasizing HR's role in
providing competitive benefits. Overall, the research offers valuable insights into the interplay of
isolation, organizational policies, and individual experiences in a remote luxury resort setting.
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Abstract

This study investigated the relationship between hotel Human Capital Investment (HCI), employee
productivity (EP) and the Return on Investment (ROI) of Human Capital (HC). When hotels invest in
their HC, they should expect a return on that investment, a concept known as Return on Human Capital
Investment — ROHCI.

Semi-structured interviews with general and operational hotel managers and a survey of employees
sought to understand HCI, EP, and ROHCI and how these were measured and tracked. Participants
were from international and domestic hotel brands in New Zealand.

This research reports hotel managers and senior hotel head office human resource directors do not
understand or measure ROHCI at operational or tactical levels. These findings have not previously
been considered or reported in the literature. The key message for industry practitioners and hospitality
researchers is that they should work together to co-produce research that will help managers better
understand ROHCI and its calculation.
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Human Capital, Return on Investment, Hotels, New Zealand
Track: General Track
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Introduction

The value-generating competencies of employees, known as human capital efficiency, are vital for
organisational financial success (Barros, Peypoch, & Solonandrasana, 2009). Such competencies are
bought into the hotel when the employee is first employed or as a result of training and learning to
improve the knowledge, skills, and capabilities, which can lead to positive individual and organisational
outcomes (Pelinescu, 2015). Purchasing such competencies and ongoing investment in employee
training can be considered Human Capital Investment (HCI); however, there is a lack of research and
understanding of how hotels confirm the actual financial return on such investments.

While HCI should be viewed as an investment rather than an expense (Namasivayam & Denizci,
2006; Pelinescu, 2015), measuring the outcomes of such investment has been overlooked (Santos &
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Stuart, 2003). Surprisingly, the outcome of this research highlights the concept of Human Capital (HC)
Return on Investment (ROI), which we term ROHCI, is not understood or used within the New Zealand
hotel industry at operational or strategic Head Office levels. This outcome is a significant concern and
missed opportunity, given that hotels report their HC as the greatest asset and should know the return
this investment makes.

The adage that if you don't measure it, you can't manage is valid in many business contexts, and
managing ROI is not exempt from this. Evaluating/measuring training as part of HCI was proposed
many decades ago by Kirkpatrick (1977), with Phillips (1994) extending the model and adding ROI,
which calculated training investment. In acknowledging training is only one aspect of ROHCI, there
are several reported reasons for not being able to quantify HC-ROI, including the lack of managers'
skills and knowledge to understand and collect the required data for calculation and measurement
(Charlwood, Stuart, & Trusson, 2017). Further, Stern (2011) and Kline and Harris (2008) note that
managers report not measuring ROHCI due to insufficient time, ineffective tracking systems and
metrics, and lack of confidence in reporting incorrect values to higher management, dreading they may
lose their jobs. These concerns aside, in today's environment where HC is difficult to find and increasing
in cost, organisations should measure HCI to establish ROHCI by collecting appropriate metrics for
communicating the impact of human resource work in the organisation (Birasnav, Rangnekar, & Dalpati,
2010).

The focus on ROHCI is one component of the overall productivity discussion that every business
has today. Managers generally understand there is a link between HCI and Employee Productivity (EP)
(Tangen, 2005); however, it is vital to know how EP finally tracks to ROI.

Past research on ROI considers benefits and costs; for example, Chambel and Sobral (2011)
suggested benefits can be material or financial gain and social status, money and lost opportunity.
Earlier research by Kirkpatrick (1977) focused primarily on the ROI of training. Still, there has not been
any serious discussion on ROHCI in hotels, even though there are models such as those presented by
Mankiw et al. (1992), Fitz-enz (J Fitz-enz, 2000; 2010), Prosvirkina (2014) and Manuti (2014).
Arguably, the lack of interest and action in understanding this is explained by Kline & Harris (2008),
who suggest, in a hospitality context, this could only be effectively done by larger organisations due to
capturing data as part of the calculation.

The research reported here was undertaken in the New Zealand hotel industry, which set out to fill
the notable gap in the literature related to evidence of increased productivity (and ROI) and positive
returns from HCI. To achieve this, two research questions guided this research. (1) To what extent does
HCI impact EP and, ultimately, hotel performance in terms of their ROI in the New Zealand hotel
industry? (2) Investigate if and how hotel managers calculate or track ROHCI.

Method

This study focused on three to five-star rated hotels with 50 or more rooms from three major tourist
locations in New Zealand - Christchurch, Auckland, and Queenstown. Using differing star ratings
enabled comparison of results while the locations chosen were because this is where most New Zealand
hotels are based. The reason for hotels with more than 50 rooms is supported in the literature (Bergin-
Seers, Jago, Breen, and Carlsen (2006). Further, hotels with less than 50 rooms are assumed to be
operated by owners and are less likely to involve formal HC and strategy functions (Ladkin & Riley,
1996). Finally, it was considered that larger hotels would understand the concepts of HCI, EP, and
ROHCI.

Hotels from each location were listed under their star rating in order of size. Starting with the first
hotel in each list, invitations to participate were sent to hotels until at least five hotels agreed to
participate, or all hotels in the classification if there were less than five.
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Semi-structured interviews with hotel General Managers (GMs) and Operational Managers (OMs)
sought to investigate and gain a deeper understanding of how managers (1) define/measure productivity
in the hotel context, (2) perceive HCI impacts on EP, and (3) understand and measure the link between
HCI and ROHCI. The rationale for interviewing GMs and OMs was to understand if there were
differences in their understanding of the HCI, EP and ROHCI concepts.

Transcripts were analysed via NVivo with themes developed using a Grounded Theory approach via
standard coding. Employee surveys were captured and analysed via Qualtrics.

Results

This section considers the research results under several headings and begins with the participants'
demographics.

Participants

Ninety-two managers were invited to participate in the study, and 25 managers agreed: 12 general
managers (GMs) and 13 operational managers (OMs), which consisted of four Human Resource (HR)
managers and nine Heads of Departments (HoDs). Over half of all managers held at least a Bachelor's
degree, with six managers holding a Master's degree. The majority of managers were over 35 years of
age. Finally, male managers outnumber females by fifteen to ten, with males having longer tenure as a
GM than females.

Human Capital Investment

Generally, GMs and OMs had different views of HCI, including how HCI impacted EP and ROL.
We suggest this reflects their default job descriptions and personal key performance indicators (KPIs).
OMs consistently expressed specific, role-focused interpretations of HCI and gave practical ways to do
this. This went beyond their professed interpretation of HCI and was closer to the comprehensive
understanding of the theory that most GMs professed.

Investment in training was generally via a buddy or on-job training with smaller elements of off-job
training and in-house e-learning. GMs and OMs acknowledge that each type of investment has
advantages and disadvantages, and budgets and staff availability drive the costs associated with each
type. However, no matter which investment method was used, no tracking or measurement of its success
could be linked to ROI. The value of measurement-to-manage is lost and exampled by one hotel
manager who said, "When it comes to budget, financials, or return on investment, you need to speak to
my Chief Finance Officer, who heads the finance department. I definitely know we have a budget, but [
can't help with these questions".

Employee Productivity

GMs generally viewed employees as their greatest asset and HCI as adding value to their employees.
Another GM suggested that adding value to employees' professional and personal development
improved their productivity: "It is really about developing or adding value to people, and allocating
resources for their professional and personal development. HCI is about developing talent for the future
and not [just] now. Examples of the investments are training programmes, reward programmes to boost
morale and productivity, and flexible working arrangements. Sometimes providing training that is
externally focused and not relevant to the work they do. Their own passion makes them committed and
loyal, which impacts their work."

GMs have what could be considered a balanced view of how EP is measured. For example, two GMs
noted: (1) In the restaurant, when they serve 130 covers at night, is it a good 130 or 130 terrible covers?
You don't only look for quantity, but I believe quality has to come in as well. (2) Productivity standards
are set to match service quality levels. We don't want to stretch the employees too much because it will
have adverse effects on service quality, which is more important to us than just the numbers. While
OMs did not discount quality as a measure of productivity, they are more focused on quantitative
evaluation exampled by: (1) "Employee productivity is the ability to complete a task within the assigned
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timeline", (2) Our departments, like housekeeping, have structured productivity, and it is a combination
of how many minutes they have to clean the rooms.

Managers identified factors that hindered EP, the most significant being high staff turnover.
However, most GMs (22 out of the 25) did not know the cost of employee turnover, and only three
managers reported that they had an idea of the cost involved. A GM noted, "We spent about $3,000 to
$6,000 for a front-line employee. We invest in recruitment and training. Supervisors and management
roles are about $10,000 and about $25,000 for Heads of Departments. Another GM pointed out, "That
is a lot of money when you have employees leaving more than expected."

Measuring Return on Investment
This research reveals that the concept of ROHCI is not understood by participating hotel GMs or
OMs as exampled in the following vignettes.

Even though I know the importance of calculating and knowing your investments, we never track
our ROL It is interesting. I report to the CEO of the company and the CFO, and I get questioned on
payroll costs, food costs, using too much soap in the guest rooms, etc. For over 40 years in this industry,
no senior management has ever questioned me about ROI. This is something that never comes up for
discussion." A further representative quote, "Yes, we do use our profit and loss statement and balance
sheets to see how well we are doing." Finally, "I have no idea how to calculate ROIL. Our ROI financials
are done at the head office. Every month, they send us reports showing our profits."

These statements are of concern, with the first statement from a very senior and experienced GM.
The second statement is irrelevant to ROHCI as increased profit may result from increased prices, not
EP. The final statement is a mix of the former and an admission they do not understand how to calculate
any form of ROI. However, managers did view indicators, such as guest satisfaction score, employee
retention, turnover levels, career progression, profitability, profit and loss (P&L) statement, KPIs, and
productivity levels as measures of ROHCI.

Given that hotel GMs and OMs did not understand the concept of or ways ROHCI can be calculated,
the researchers approached a major hotel chain head office, where a senior HR Director said: "ROI was
not calculated or tracked because it was time-consuming, owners are not prepared to invest in sofiware
that can be used to track these investments. The industry is more focused on operational aspects, and
nobody has the time to sit behind a desk to calculate ROIL."

Discussion

This research sought to understand the linkages between HCI and EP to ROI. Developing this
understanding is vital given the extensive discussion in the literature and general hotel industry about
employees being a hotel's greatest asset and increasing productivity. Yet, there is almost no discussion
or research related to checking the ROI hotels make in their HCI aimed at lifting EP.

As a prelude to this discussion and subsequent results, it is important to remember that hotels, at the
macro level, are not homogenous; therefore, no two hotels will have the same KPIs, EP from HCI or
subsequent ROI. That said, in the main, hotels have similar operational variables; for example, they
invest in employees, have rooms to clean, and have restaurants and bars where guests are served.

With the above in mind, this research proposed the movement from HCI to ROI would be sequential
(see Figure 1), and there would be a positive transitional outcome from HCI to EP to ROHCI. However,
this research shows that hotels do not engage the last component (ROHCI). As such, hotels have no idea
whether HCI and EP are better or worse in different departments or if there are operational
improvements from year to year from HCI. There is a disconnect between HCI and ROHCI.

GM's default analysis of ROHCI is from the Profit and Loss Account, and they showed no
understanding of the ROHCI concept as a measure of effectively managing the HCI. The assumption is
that if the P and L report is better than the previous one, then the HCI has been worth it, which they
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further assume has increased EP, but this may not have been the case. Increased room prices may drive
up revenue, but it does not necessarily mean that EP has been better. Another example is that costs in
some products may have been reduced, but there is no change in HCI. GMs and OMs, including Human
Resource Managers, did not discuss the concept in general operational meetings and have never been
asked about it by Head Office. When the researchers queried the concept, all managers felt it might be
something that the Head Office might do. This outcome is surprising and, as mentioned above, worrying,
given that HC can be the most significant cost to a hotel. The researchers were even more surprised
when the Corporate Head Office Human Resource Managers were not interested in gathering or
analysing such information. From an overall chain perspective, such analysis would be valuable to learn
where HCI and EP are better than others and take those learnings across the chain.

The general understanding is that if a hotel completes HCI, it will naturally lift EP, and there will be
a ROHCI; however, there is no evidence to check this is the case. Indeed, some HCI may have a very
low or even no ROHCI, while others may generate a significant ROHCI. Just because it may be
challenging to measure is not an excuse not to do so. Given the present financial challenges hotels have
experienced as part of COVID, arguably at any time, it is essential to know exactly where money is
generating a suitable ROL.

There are various ways to calculate ROHCI; however, all require the total costs of employees —
wages, training, etc. An issue for hotels not being able to calculate ROHCI is that none of the hotels
participating in this research calculated employee turnover costs, a key factor in establishing the overall
costs of employees. There is very little research on the topic of hotel employee turnover costs, but
research by Davidson et al. (2010) in Australia noted it could be as much as $9,591.00 per full-time
operational employee — being made up of recruitment, selection, orientation and training, lost
productivity and pre-departure. The costs for management personnel are much higher.

Returning to the proposed research assumption of a sequential approach from HCI to ROHCI, Figure
1 notes the disconnect but adds the loop-back needed to ensure HCI is considered once ROHCI has
been established. We argue that unless a hotel understands and undertakes ROHCI analysis, they have
no idea if and where HCI has a positive or negative effect.
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Returning to the details of this research, the definition of hotel EP differs depending on who you talk
to. This research notes that employees and General Managers (GMs) had similar views, whereas
Operational Managers' (OMs) views differed from employees and GMs. Employees and the GMs
considered qualitative and quantitative forms of EP, whereas OMs were more focused on quantitative,
such as the number of rooms cleaned or guests served. To be clear, OMs did not ignore the qualitative
aspects, such as customer satisfaction. However, they received less attention, and this outcome is
interesting if we consider the career path from employee to OM to GM. We propose that it results from
the KPIs in the differing roles.

Exploring this outcome further, we note that employees are primarily focused on daily customer
interaction. They are often evaluated via guest feedback and maintaining services numeric standards,
so they see their role as having qualitative and quantitative EP aspects. OMs, however, generally have
different drivers/KPIs, primarily ensuring guests are served within the department staffing budget and
within set limits, for example, the guests served per wait staff. Here, we note guest input as part of
evaluation may be less prominent as an OM seeks to meet budget KPIs if, for example, they wish to be
promoted, and this will sharpen the mind and potentially drive actions.

Achieving GM status presents a different set of KPIs, which can include budget and guest feedback,
and this is where we see employees and GMs having similar views on EP.

We conclude this discussion with a brief reference to the research participants. This study confirms
previous literature findings regarding the demographic makeup of hotel management positions, with
most GMs being male. At the same time, OMs were split evenly between genders, and Human Resource
Managers were mainly female. It is, however, a continual concern that there is a lack of female GMs in
today's hotel industry, something noted in the literature for some time but has not translated to change.

Conclusions and Implications

This research highlights differences in understanding of HCI, EP and ROI between General and
Operational Managers and, further, of particular concern, the hotel sector's lack of knowledge and even
willingness to engage in the discussion about ROHCI. This research identifies three key conclusions: A
shared understanding of HCI, defining and measuring EP, and understanding and calculating ROI.

A shared understanding of HCI:

While HCI has been comprehensively investigated in the general literature, the literature is silent on
management's understanding or interpretation of the concept, specifically in the hotel sector. This
research highlights differences in the interpretation of HCI due to a person's job role, which is
inconsistent with HCI literature. GMs and OMs have different opinions, while GMs and employees
share similar opinions. This interpretation-disconnect also exists between researchers and practitioners
where terms defining and measuring EP in the hospitality industry must include the key elements of
quality of service, client satisfaction, and employee happiness.

While this finding may not be unique to the hotel industry, authoritative international organisations,
such as the OECD, which try to standardise most things, need to acknowledge this and consider how
different sectors measure productivity.

Defining and measuring employee productivity:

The second conclusion is that although hotels are considered a low-productivity sector, EP is not
actively discussed within the New Zealand hotel industry as part of employee output. While there is an
international definition of productivity, hotels internally define productivity differently, which differs
between hotels with different star ratings.
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Regarding measuring EP, the findings match previous literature, which says measuring productivity
in hospitality is challenging due to the unique characteristics of services (and their inputs), including
intangibility, simultaneous production and consumption, perishability, and heterogeneity. Further, this
study revealed that measuring EP appears inconsistent within the industry, resulting in an understanding
disconnect. This disconnect adds other dimensions to the existing complexities when assessing work
outputs by managers within the industry.

It may be impossible to develop such common measures across the whole industry. Nevertheless, a
hotel should define EP, which can happen between hotels of the same chains. Finally, because EP is not
understood in terms of definition and practice, there will continue to be a disconnect between
practitioners and academics on how the sector is perceived in terms of productivity.

Understanding and calculating ROI:

The final and most striking conclusion is that hotels do not track or calculate ROHCI at operational
and head office levels. This finding is significant given labour is reported as the highest cost in a hotel's
operation, and hotels often refer to staff as their greatest asset. The reasons for not doing so have been
reported above, including hotels not having the necessary data or time. This may be correct, but such
data can be gathered, for example, staff turnover costs. Further, without time to understand a hotel's
ROHCI, even down to the department level, it may be a waste of money that could be best used
elsewhere. Knowing why some departments have better ROHCI than others enables overall EP
improvement.

A hotel ROHCI calculator

We conclude this paper with a suggested hotel ROHCI model, which we believe is a starting point
for hotels to understand better if there is an acceptable ROI on the HCI. In doing so, we acknowledge
this requires investment in gathering data and the time to complete the calculation; however, we also
believe that this investment will pay dividends as a hotel is better informed as to where and why
differing ROHCI appears in the hotel.

ROHCI = (Revenue minus Non-Human Capital Expenses divided by Human Capital Expenses)

Revenue: This can be a hotel's total or department's revenue over any period. A more refined calculation
can include removing the cost of capital, depreciation, interest and taxes.

Non-Human Capital Expenses: Operating expenses (including human capital expenses) minus Human
Capital Expenses.

Human Capital Expenses: Fixed and variable remuneration, plus benefits (meals, uniforms, health plans,
etc.), plus indirect costs, including employee turnover costs, training, education, recruitment and leaving
costs, etc.

Example:
ROHCT: ($840.000 (revenue) — {$300.000 (all operational costs) — $184.000 (HC expenses)})
$184,000

$840,000 — $116.000
184,000

$724.000
$184,000

=$3.93

The $3.93 means that for every dollar the hotel spent related to HCI, it received $3.93. It is important
to note that every hotel or department ROHCI will differ. Still, tracking changes enables more effective
strategic future HCI decisions and learnings that can be transferred to other hotels or departments.
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Abstract

The Middle East and Europe have experienced significant growth in tourism over the last decade,
reaching pre-pandemic levels in 2022. Doha, Dubai, and London saw a substantial expansion in their
hospitality sectors. With more expected growth, especially in the Middle East due to investments,
accurate forecasting is crucial for hoteliers in these competitive markets. The main goal of this study is
to comprehensively analyze historical hotel metrics in Doha, Dubai, and London over the past ten years
using STR data. This study uses advanced models such as ARIMA, AUTO ARIMA, GARCH, SARIMA,
and LSTM to assess and compare their effectiveness in predicting hotel demand and performance
indicators, providing insights for the Middle East and European regions. Advanced time series models,
including ARIMA, SARIMA, and LSTM, are utilized to assess and compare their efficacy in forecasting
hotel demand and KPIs, providing insights for the Middle East and Europe.
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Background and motivation

Time series forecasting models are essential tools employed across a wide range of fields, including
business, finance, tourism, and scientific research. These models automatically generate forecasts for
numerous univariate time series, providing invaluable insights into key data features such as trend, cycle,
seasonality, and series length(Hyndman & Khandakar, 2008; Petropoulos et al., 2014). These models
are also valuable in predicting the scientific data, volatility in financial markets, and tourist quantities,
showcasing their versatility across different sectors (Masood et al., 2019; Ramin et al., 2020; Vasilellis
& Meade, 1996; Zhang et al., 2016).

In the context of hospitality, time series forecasting models can aid in predicting demand side (tourist
arrivals), (Béurle et al., 2020) and can assist in forecasting the supply side essential for understanding
economic trends and planning investments in the hospitality industry (Bandara et al., 2020).
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Time series forecasting has been a subject of interest in academia and practice, with the debate
between traditional methods and machine learning approaches being a focal point. Traditional methods
like ARIMA, Exponential Smoothing, and Error Trend Seasonality forecast (ETS) have long been
established as powerful tools for time series prediction (Chintapalli et al., 2020). Although traditional
statistical time series models have been widely employed, recent studies have provided compelling
evidence that machine learning methods frequently outperform these conventional approaches (Alfeld
et al., 2016). The rapid rise of machine learning techniques, particularly deep learning algorithms and
neural networks, has revolutionized the field of time series forecasting. These advanced methods
capture intricate patterns and nonlinear relationships embedded within complex data, surpassing the
limitations of traditional models (Makridakis et al., 2018). The SARIMA model captures linear patterns
and seasonality in time series data, while RNN and LSTM models are designed to handle complex,
nonlinear relationships and temporal dependencies. Testing these models allows for comparison of their
effectiveness in predicting hotel KPIs, particularly under varying conditions like regional differences
and industry disruptions.

Objectives

This study aims to identify the most effective forecasting method for predicting hotel KPIs by
comparing traditional approaches, such as Auto SARIMA, with advanced machine learning techniques
like RNN and LSTM.

Literature Review
Hotel KPIs and Destination Success

During the COVID-19 pandemic, the hotel industry faced challenges, leading to a shift in the
relevance of certain KPIs. Many revenues related KPIs (Eg. REVPAR, ADR, Occupancy) designed pre-
pandemic to assess hotel performance became unreliable (Magnini et al., 2020). However, the use of
good KPIs remains crucial for maintaining competitiveness in top hotel markets (Ballestero et al., 2023).
Further it emphasises the importance of performance measures for Destination Management
Organizations (DMOs) to enhance decision-making (Morrison et al., 2024). Furthermore, the
measurement of tourism success varies across academia, organizations, and governments due to its
multi-dimensional nature and diverse stakeholders (Buhalis et al., 2006); Morrison et al., 2024).

Hotel key performance indicators (KPIs) such as Average Daily Rate (ADR), Revenue per Available
Room (RevPAR), and Occupancy are crucial metrics for forecasting and assessing the performance of
hotels (Schwartz et al., 2021). RevPAR, specifically, is a widely accepted measure of hotel performance
that reflects the earning potential of a hotel in offering accommodation (Ognjanovi¢ et al., 2023). During
the COVID-19 pandemic, the importance of these KPIs has been highlighted, with a focus on revenue
management and forecasting to navigate through challenging times (Singh & Corsun, 2023).

Traditional methods (SARIMA)

Traditional methods like Seasonal Autoregressive Integrated Moving Average (SARIMA) play a
crucial role in time series forecasting across various domains. SARIMA is particularly effective in
capturing seasonal patterns and trends in historical data, making it a valuable tool for forecasting tasks
(Kuru & Calis, 2020). The SARIMA method has been successfully applied in diverse fields, in
forecasting scenarios related to agriculture, healthcare, and climate variables, showcasing its versatility
and applicability (Silalahi, 2020; Wu et al., 2022). While SARIMA models are robust and widely used,
they do have limitations. Such as their inability to capture nonlinear information present in some time
series data and SARIMA assumes a linear relationship between successive values of the time series,
especially in complex systems (Li et al., 2021).

Machine learning methods (RNN, LSTM)

Recent studies have shown that LSTM, a type of RNN, has been widely used for time series
forecasting across various domains, including finance, environmental factors, and energy use (Haq et
al., 2021; Sezer et al., 2020). It is evident that machine learning models, particularly LSTM models,
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outperform traditional methods like ARIMA models in forecasting hotel KPIs, especially during
challenging times such as the COVID-19 pandemic (Binesh et al., 2024; Elsaraiti & Merabet, 2021).
The authors reported that when the SARIMA was combined with LSTM layers, the model could capture
linear and nonlinear data features and resulted in better accuracy in the forecasting trends (He et al.,
2021; Wu et al., 2022).

Rationale for Dubai, Qatar, and London City Trends

City trends significantly impact the hospitality industry, influencing various aspects such as tourism,
state support, innovation management, and marketing strategies. However, this critical research on city
hospitality has been limited (Gesso, 2021).

Dubai has established itself as a significant global destination for hospitality and tourism, with the
Dubai tourism strategy aiming to attract millions of visitors annually (AlMutawa et al., 2023). Dubai's
rapid growth and investments in construction have bolstered its status as a premier real estate destination,
appealing to both investors and tourists (Ajmal et al., 2021). On the other hand, Qatar has been
leveraging its strengths in various areas to enhance its global appeal. Qatar's strategic investments in
sports, such as hosting international sporting events like the World Cup 2022, play a crucial role in
branding the nation as modern, friendly, and legitimate on the global tourism and hospitality stage
(Seyland & Moriconi, 2022). At the same time London’s prominence in the global market is evident
through its continued dominance in cross-border investments, although emerging global cities are also
gaining traction (Fadeyi et al., 2022). London's significance in the tourism industry is highlighted by its
competitive tourism products and increased global competition for tourist arrivals (Woyo & Slabbert,
2021). Doha and Dubai represent rapidly developing markets, while London, as a major global city,
offers insights into a more mature and established market. Comparing these varied destinations helps
assess the adaptability and accuracy of forecasting models across different market sizes and economic
conditions.

In conclusion, city trends are pivotal in shaping policies and strategies in the hospitality sector. By
analysing and forecasting these trends with modern time series, stakeholders can make well-informed
decisions to improve service quality and tackle emerging challenges in urban settings. Furthermore, the
study of revenue management and RevPAR is essential for sustainable recovery strategies in the hotel
industry, especially in the context of crises like the COVID-19 pandemic (Rahman et al., 2021)

Methodology
Data processing

Monthly data for key indicators in the hotel industry, such as Room Occupancy (Room OCC),
Average Room Rate (ARD), and Revenue Per Available Room (RevPAR), spanning from January 2013
to November 2023, were collected from the STR database. The COVID-19 period in 2020 and 2022
was excluded from the dataset due to its disruptive nature on time series patterns. Excluding the
COVID-19 period improves model performance by focusing on data that better reflects typical
operating conditions, enhancing predictive accuracy.

Subsequently, the dataset was divided into 70% for training data and 30% for testing data. This
division ensures that models are trained on a significant portion of the data while reserving a separate
portion for evaluating model performance and generalization to unseen data.

Data Analysis
Time series models

To develop the forecasting model, both traditional methods such as SARIMA (Seasonal
Autoregressive Integrated Moving Average), and advanced machine learning models like RNN
(Recurrent Neural Network) and LSTM (Long Short-Term Memory) were employed.
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SARIMA

SARIMA (Seasonal Autoregressive Integrated Moving Average) is a powerful time series
forecasting technique designed to capture and predict patterns in data with seasonality (Song et al.,
2021). It extends the classical ARIMA model by incorporating parameters for seasonal variations
(Surendran et al., 2022), making it suitable for datasets with periodic fluctuations over time. SARIMA
comprises autoregressive (AR), differencing (I), and moving average (MA) terms, alongside seasonal
counterparts denoted by capital letters P, D, and Q, which govern the model's behaviour. By adjusting
these parameters, SARIMA effectively models short-term dynamics and seasonal variations in the time
series. The 'S' term in SARIMA represents the seasonal period, indicating the frequency at which the
seasonal pattern repeats (e.g., 12 for monthly data with yearly seasonality). This model designation
encompasses regular and seasonal autoregressive and moving average terms, accounting for
correlations with both low and seasonal lags.

The SARIMA model specification is {ARIMA (1,1,1) (1,1,1)2}
(1-¢:B)(1 - B (1-B)(1 - Blz)Yt =1+6,B)(1+ ﬁ1BlZ)et

Where, (1 — ¢ B) = non-seasonal AR(1), (1 — &, B?) = seasonal AR(1), (1 — B) = non-seasonal
difference, (1 — B'?) = seasonal difference, y = forecasted value, (1 + 6, B) = non-seasonal MA(1),
(1 + B,B'?) = seasonal MA(1), e, = error term.

Model selection was conducted using an automated approach to identify the optimal SARIMA
configuration. The auto_arima function from the pmdarima library in Python was employed for this
purpose. The auto_arima function utilizes a stepwise algorithm to iteratively search through the space
of possible SARIMA configurations and selects the model with the lowest Akaike Information Criterion
(AIC) value.

RNN (Recurrent Neural Network):

Recurrent Neural Networks (RNNs) are a crucial class of neural networks designed for sequential
data processing, essential for tasks like sequence modeling and time series forecasting. Unlike
traditional feedforward neural networks, RNNs have an internal memory mechanism, enabling them to
retain information from previous time steps, thus capturing temporal dependencies within the data. This
flexibility allows RNNSs to capture intricate patterns and dynamics in sequential data sequences, making
them invaluable for tasks where past context influences future predictions. The architecture of an RNN
consists of input, hidden, and output layers. The input layer receives data at each time step, while the
hidden layer contains recurrent connections allowing information persistence across time steps.
However, traditional RNNs face the vanishing gradient problem, limiting their ability to capture long-
term dependencies. Despite this challenge, RNNs remain powerful tools for analysing and forecasting
sequential data.

LSTM (Long Short-Term Memory):

Long Short-Term Memory (LSTM) networks represent a specialized variant of Recurrent Neural
Networks (RNNs) designed to address the vanishing gradient problem and capture long-term
dependencies more effectively. Unlike traditional RNNs, which struggle to retain information over long
sequences due to the vanishing gradient issue, LSTM networks incorporate gated mechanisms to control
the flow of information within the network. These mechanisms, composed of input, forget, and output
gates, enable LSTMs to selectively retain or forget information from previous time steps, thus
facilitating the learning of long-range dependencies in sequential data. LSTM networks have
demonstrated superior performance in various tasks such as natural language processing, time series
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prediction, and speech recognition, making them a cornerstone in the field of sequence modelling and
forecasting.

Model selection and validation

Model selection was conducted utilizing metrics such as Mean Absolute Percentage Error (MAPE)
and Root Mean Squared Error (RMSE). These metrics are essential in evaluating predictive model
performance. By comparing MAPE and RMSE values across different models, the most suitable model
was identified. This process ensures the selection of a model that provides accurate predictions while
considering both the magnitude and direction of prediction errors.

Model selection relied on metrics like Mean Absolute Percentage Error (MAPE) and Root Mean
Squared Error (RMSE) to evaluate predictive performance accurately. Comparing MAPE and RMSE
values across different models ensured the identification of the most suitable model, considering both
the magnitude and direction of prediction errors. Serial autocorrelation in the SARIMA model was
assessed using the Durbin Watson (DW) Statistic, where DW around 2 indicates no autocorrelation, less
than 2 indicates positive autocorrelation, and more than 2 indicates negative autocorrelation. The
Lagrange multiplier (LM) test determined serial autocorrelation in the best-fitting model, with a non-
significant result suggesting the absence of autocorrelation. The Jarque-Bera (JB) test detected the
normality of residuals, while the ARCH test assessed residual heteroskedasticity. The model selection
also considered the lowest Akaike information criterion (AIC), RMSE and MAPE values to identify the
best-fitting models. The formulas for calculating JB statistic, MAPE, and AIC are as follows.

.. 5?2 K—3)2
JB test statistic = n[— + &3
6 24

where S = skewness and K = kurtosis.

wape - L3, 25

where n = number of time points, O; = observed value, y; = forecasted value

AIC = —(log-likelihood) + 2K

where K is the number of model parameters.

DW = Yi-z(er—er—1)?

T 2
Yi=1€f

where e, is the residual figure, and T is the number of observations in the experiment.

Results and Discussion

Figure 1 indicates a pronounced impact of the COVID-19 pandemic on room occupancy rates in
Dubai and London compared to Qatar throughout 2020-2021. This disparity highlights the varying
degrees of disruption experienced by hospitality sectors in different regions due to the pandemic's
effects.
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Time Series Plot of Qatar, Dubai, London
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Figure 1: Time series plot of Room occupancy for Qatar, Dubai, and London
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The Average Daily Rate (ADR) consistently tends to be higher in London, while Qatar exhibits
notably elevated rates in November and December 2022 (Figure 2). This trend underscores the distinct
pricing dynamics between the three regions, suggesting potential seasonal and market-specific factors

influencing room rates.
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Figure 2: Time series plot of ADR for Qatar, Dubai, and London
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The Revenue per Available Room (RevPAR) mirrors the pattern observed in the Average Daily Rate
(ADR), with London consistently demonstrating higher figures. Similarly, Qatar exhibits a notable
surge in RevPAR during November and December 2022, aligning with the observed trends in ADR.

169



Time Series Plot of Qatar, Dubai, London
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Figure 3: Time series plot of RevPAR for Qatar, Dubai, and London

The subsequent tables and figures provide a comparative analysis of the three time series models
across three chosen countries for each indicator, utilizing Root Mean Square Error (RMSE) and Mean

Absolute Percentage Error (MAPE) as evaluation metrics.

Table 1 - Evaluation Metrics based on RMSE and MAPE for Room Occupancy in the UK, Qatar, and

Dubai
Rooms Occupancy
country SARIMA RNN LSTM
RMSE 4.44 4.32 4.42
UK
PAPE 4.42 4.38 4.52
RMSE 24.56 6.34 7.37
Qatar
PAPE 15.94 8.27 9.58
RMSE 8.54 7.78 8.28
Dubai
PAPE 8.32 8.42 9.47
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Figure 01b: Best model prediction of Rooms OCC of Qatar based on RNN
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Figure O0lc: Best model prediction of Rooms OCC of Dubai based on RNN

Table 2 - Evaluation Metrics based on RMSE and MAPE for Rooms Average Daily Rate (ADR) in the
UK, Qatar, and Dubai

Rooms Average Daily Rate (ADR)
country SARIMA RNN LSTM
RMSE 43.18 22.9 18.87
UK
MAPE 14.21 6.8 13.70
RMSE 10.35 8.91 17.02
Qatar
MAPE 10.12 5.90 12.13
RMSE 30.95 14.60 25.65
Dubai
MAPE 19.09 9.20 11.08
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Figure 02a: Best model prediction of Rooms ADR of the UK based on RNN
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Figure 02b: Best model prediction of Rooms ADR of Qatar based on RNN
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Table 3 - Evaluation Metrics based on RMSE and MAPE for Rooms RevPAR in the UK, Qatar, and

Dubai

Rooms RevPAR
country SARIMA RNN LSTM
RMSE 26.33 19.15 23.5
UK
MAPE 10.07 9.73 9.2
RMSE 8.98 11.95 9.40
Qatar
MAPE 10.91 10.33 12.39
RMSE 43.26 25.86 26.22
Dubai
MAPE ,26.10 11.03 17.15
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Figure 03b: Best model prediction of Rooms RevPAR of Qatar based on RNN
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Figure 03c: Best model prediction of Rooms RevPAR of Dubai based on RNN

After comparing SARIMA, a traditional method, with two advanced machine learning techniques,
RNN and LSTM, the most effective approach was determined to be RNN based on its superior
performance in accuracy measures such as REMS and MAPE. Predictive capability based on Mean
Absolute Percentage Error (MAPE) can be categorized into several levels of accuracy. MAPE (Mean
Absolute Percentage Error) is a widely recognized precision evaluation indicator in forecasting models
across various domains.

Table 04 shows the typical classification scheme based on Makridakis & Hibon, (2000).

Table 4: Predictability of the Modell based on the MAPE

Predictability MAPE
Excellent Predictive Capability 0-5%
Good Predictive Capability 5-10%

Satisfactory Predictive Capability 10-20%

Fair Predictive Capability 20-50 %

Poor Predictive Capability > 50%

Our predictive models fall into categories of Excellent or Good predictive capability based on Mean
Absolute Percentage Error (MAPE) values, indicating high accuracy and reliability for decision-making.
The RNN method stood out as the most effective approach, surpassing traditional methods like
SARIMA and advanced techniques like LSTM, despite the relatively limited dataset size. This suggests
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RNN's potential to extract insights and make accurate predictions even from smaller datasets. Factors
contributing to RNN's success include its ability to capture temporal dependencies and adapt to varying
data patterns, along with its iterative learning process and memory retention capabilities. However, the
study's limitations, such as the short time series used, warrant further exploration into RNN's
performance with larger datasets and the identification of specific dataset features that contribute to its
success, offering avenues for refining forecasting methodologies.

Conclusion

Firstly, the results highlight the significant impact of the COVID-19 pandemic on hotel industry
indicators across the analysed regions of Doha, Dubai, and London. By excluding the disruptive
pandemic period from the data analysis, the forecasting models were able to better capture the
underlying patterns and trends, leading to improved accuracy in predicting future performance.
Secondly, the comparative analysis of traditional time series forecasting methods, such as SARIMA,
and advanced machine learning techniques, including RNN and LSTM, revealed the superior
performance of the Recurrent Neural Network (RNN) model. RNN consistently outperformed the other
approaches in terms of RMSE and MAPE, showcasing its remarkable ability to handle the complex,
nonlinear relationships, and temporal dependencies inherent in the hotel industry data.

The superior performance of the RNN model, even with a relatively limited dataset, highlights the
potential of advanced machine learning techniques to outperform traditional statistical methods in
complex forecasting scenarios. This suggests that, under certain conditions, the predictive power of
RNN can offset the need for extensive data availability, offering valuable implications for industries
with constrained data resources. This is of particular relevance to both newly developing destinations
(with minimal historic data) and during times of disruption to the industry during times of short-term
shock.
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Abstract

The personalization of products and services has received considerable attention due to the
proliferation of technology and marketing information systems and the growth of interest in one-to-one
marketing. This study explores the luxury hotel personalization outcomes of lifestyle congruence,
loyalty, and willingness to pay more (WTPM). By employing both structural equation modeling (SEM)
and machine learning (ML), explanatory and predictive models are created. SHAP, an explainable Al
method, is used alongside various machine learning methods to turn their "black box" nature into a
"glass box™ by illuminating the feature importance of each variable. The relationship between
personalization and WTPM was found to be stronger for males and Gen Xers. The serial mediating role
of lifestyle congruence and loyalty was also significant in the relationship between personalization and
WTPM. The study results indicate a congruence between the explanatory and predictive models
regarding the hierarchical significance of the variables - personalization, loyalty, and lifestyle
congruence - in determining the willingness to pay more. Both models consistently rank the importance
of these variables in the same order, thereby affirming their robustness in explaining and predicting
willingness to pay more.
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Introduction

Marketers are increasingly adopting personalized marketing strategies in a dynamic and competitive
market to enhance customer service and gain a competitive edge. The personalization of products and
services has received considerable attention due to the growth of interest in one-to-one marketing and
has been studied in various fields and disciplines, such as consumer behavior and marketing,
management, computer science, and information systems, to name a few (Ball et al., 2006; Kwon &
Kim, 2012). Personalization is company-initiated and offered by firms based on collected customer data
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to decide the most suitable marketing mix for an individual customer (Desai, 2016; Kwon & Kim, 2012;
Indeed Editorial Team, 2023).

Chandra et al. (2022) conducted a bibliometric study through a comprehensive review of 383
publications. One of the major knowledge gaps identified was exploring personalized marketing in
offline environments, as most studies have been conducted in the online context. They also
recommended that future research investigates personalized marketing practices across various cultural
contexts, generational groups, and product categories to identify potential areas of convergence for
personalized marketing strategies.

Crafting experiences based on individual preferences has become an essential element of luxury
travel. While practitioners and scholars acknowledge the potential effectiveness of personalization as a
management tool, the hotel industry has yet to explore this area. Hotel companies now have a greater
ability to personalize their offerings. In luxury hotels, this could include personalized greetings, room
amenities, concierge services, dining options, pricing, and even recreational activities (Thornell, 2022).
Also, the proliferation of hotel brands and intense competition calls for a greater understanding of the
outcomes of personalization and how it drives loyalty and willingness to pay more (WTPM hereafter).

As suggested by Dawn (2014) and Chandra et al. (2022), there is a significant gap in our
understanding of the role of personalization in achieving customer loyalty and strengthening service
relationships. The expected positive outcomes of personalization are assumed rather than empirically
studied and validated. This paper argues that personalization influences willingness to pay more through
several routes (brand lifestyle congruity and loyalty). The study develops a model and empirically
investigates the nature of relationships among four constructs, perceived personalization, brand-
lifestyle congruence, loyalty, and WTPM, to delineate the path from personalization to WTPM in a
model. This study contributes to general and hospitality marketing literature in the following ways:
First, while using income as a control variable, this research reveals the pivotal role of perceived
personalization in developing and improving a willingness to pay more directly and via mediating
variables of lifestyle congruence and behavioral loyalty. Second, it proposes and empirically tests a
model involving psychological paths from personalization to WTPM for luxury hotels and provides
initial empirical evidence for the impact of perceived personalization on lifestyle congruence, loyalty,
and WTPM. This makes it possible to examine the mediation, the interrelationships among the
outcomes, and the direct and indirect effects of personalization on those focal outcomes to understand
personalization's efficacy better. Third, the model incorporates gender and generational cohorts (Gen Y
and Gen X) as moderating variables to assess their impact on the relationship between personalization
and WTPM. Finally, the study utilizes both explanation and prediction tools to test the model: structural
equation modeling (CB-SEM) and multiple machine learning algorithms.

Literature Review

The concept of personalization is fundamental to marketing; however, it is also multidisciplinary
and has been studied across fields and disciplines across management, computer science, decision
science, information systems (IS), and psychology (Chandra et al., 2022). Drawing on relationship
marketing theory, a model of personalization outcomes was developed including hypothesized
relationships and moderating and control variables based on a thorough review of literature in consumer
behavior, marketing, psychology, computer science, and hospitality (Mehmood, Verleye, De Keyser, &
Lariviére, 2022; Lei, Chan, Tang & Ye, 2022; Sarkar et al., 2021; Pérez-Troncoso, Epstein & Castafieda-
Garcia, 2021; Li, 2016; Morosan & DeFranco, 2016; Alnawas & Altarifi, 2016; Dawn, 2014; Kuo and
Cranage, 2012; Li, Li, & Kambele, 2012; Kwon & Kim, 2012; Srinivasan et al., 2002; Kuo & Cranage,
2012; Pérez-Troncoso, Epstein, & Castafieda-Garcia, 2021).

Figure 1. Conceptual Model
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A conceptual framework of personalization offered by Vesanen (2007) proposed that the benefits of
personalization for a company would include a higher price paid by customers for products/services,
customer loyalty, customer satisfaction, and differentiation from competitors. Personalization has great
potential to develop intimate customer relationships and is associated with attitude and behavior
(Mehmood, Verleye, De Keyser, & Lariviere, 2022). Li (2016) empirically demonstrated that perceived
personalization, instead of actual personalization, is the underlying psychological mechanism of
message effectiveness. Perceived personalization was found to have a significant and positive effect on
attitudes, purchase intention, or behavioral intention (Lei, Chan, Tang & Ye, 2022; Li, 2016). Smink et
al. (2020) studied the impact of perceived personalization on product and brand responses and found it
leads to more positive attitudinal and behavioral outcomes. Brand-lifestyle or identity congruence refers
to the extent to which the brand matches the consumer's lifestyle or the degree of overlap between a
consumer's self-identity and the retailer's brand identity (Nam, Ekinci & Whyatt, 2011; Roggeveen et
al., 2021). Personalized customer experience was believed to generate strong affective relationships
between the customer and company and increase loyalty and purchasing behavior (Monk & Blom, 2007;
Liang et al., 2012; Baloglu & Bai, 2023).

Consumers' WTPM is defined as the maximum price a buyer is willing to pay for a given quantity
of a good (Kuo & Cranage, 2012). Sarkar et al. (2021) examined how self-brand connection leads to
consumer willingness to pay a premium (WPP) through the mediation of brand attitudes. The findings
showed a strong positive indirect effect of self-brand connection on WPP. However, the study has not
investigated the direct effect of the self-brand connection on WPP. The conceptual framework
developed by Roggeveen et al. (2021) suggested that brand congruence leads to positive outcomes such
as increased customer engagement, brand loyalty, and higher willingness to pay.

The fundamental goal of personalization is to increase customer retention and profitability. Kwon
and Kim (2012) investigated the effects of personalization on customer satisfaction and loyalty and
found that the optimal level of personalization increases customer loyalty and retention. Morosan and
DeFranco (2016) found that the perceived personalization of hotel apps positively influences behavioral
intentions toward using them. Srinivasan et al. (2002) examined the antecedents and consequences of
customer loyalty in an e-commerce setting and found that personalization is a significant antecedent of
e-loyalty and revealed that e-loyalty significantly and indirectly influences WTPM. However, they did
not investigate the direct impact of personalization on WTPM.

Pérez-Troncoso et al. (2021) found that personalization had varying impacts on WTPM for different
segments. A similar call has been made by Chandra et al. (2022). Kuo and Cranage (2012) found a
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significant gender effect that males are more likely to pay more for personalized products under the
extensive choice variety. According to a Bain & Company study, Gen X consumers make up a
significant portion of global luxury spending for travel and entertainment. Millennials and Gen Xers
value personalization, but Gen Xers have significant buying power and disposable income, and they
spend more on luxury brands and trips globally than any other age group. (D'Arpizio, et al.,2023; Degn,
2024). Therefore, gender and generational cohorts were proposed to moderate the relationship between
personalization and WTPM.

Methodology

A survey questionnaire composed of scales used by other studies and demographic questions was
developed and sent to a Qualtrics Panel. Personalization was measured using six items adapted from
Ball et al. (2006) and Nath and Mukherjee (2012), lifestyle congruence using three items (Nam et al.,
2011), loyalty using five items (Hwang et al., 2019), and WTPM using four items (Netemeyer et al.,
2004). All items were measured on a 7-point Likert scale. The study's target demographic is Americans
aged 25 to 54 who have recently stayed at a luxury hotel in the United States. This age range was chosen
because it represents around 75% of U.S. tourists (Peter, 2019), and Millennials will soon overtake
Baby Boomers as the major generational market category for hotels (Bowen & McCain, 2015).

The sample size for 4 constructs, 17 observed variables, medium effect size, 0.80 minimum power
level, and 0.05 probability level resulted in 91-137 respondents. Considering the moderation and 10
respondents per observed variable, data were collected from 220 respondents. The sample size also met
the minimum requirements of 5 respondents per parameter to be estimated (NPAR=42) (Soper, 2024;
Hair et al., 2010; Kline, 2011).

Procedural guidelines and practices (Podsakoft et al., 2003; Podsakoff et al., 2012; Min et al., 2016)
to reduce common method bias were used before data collection. To assess the common method bias
statistically, Harman's single construct test, confirmatory factor analyses of competing models -
hypothesized four-factor model and one-factor model - were used (Korsgaard & Roberson, 1995;
Podsakoff et al., 2012; Serrano et al., 2018). The hypothesized model significantly fit the data better
than the model including all items loading on one latent construct (Normed y2 (¥2/df)=5.37 (628.8, 117
df); CFI=.78; TLI=.74; RMSEA=0.15). Moreover, the chi-square statistics between the two models
were statistically significant (Ax2 = 389.6, df=6, p < .00001), which provided some support that
common method variance is not a serious issue in this study.

The bias-corrected bootstrapping method available through AMOS 27 based on 5000 bootstrap
samples was used for mediation analyses. The study also performed 500 randomized permutation tests
to show whether an equivalent of a better-fitting model could be found. The probability was 0.0002
(1/500) to get a model as good as the proposed.

A novel SEM-machine learning approach was used in this study and closely follows the
methodology of Zobair et al. (2021), where the authors utilized structural equation modeling (SEM),
machine learning (ML), and LIME (an Explainable Al method similar to SHAP). Structural equation
modeling tests mediation, moderation, and indirect effects of latent constructs and is intended to provide
explanations. Machine learning is used to showcase the model's predictive power and model non-linear
relationships as ML incorporates black-box algorithms (Sharma et al., 2021) that do not have the
interpretability of SEM. SHapley Additive exPlanations (SHAP) enables more interpretability for
machine learning methods by showing both local and global feature importance (Liu et al., 2023). Leo
Breiman (2001), one of the pioneers of the Random Forest algorithm, discussed two cultures of
statistical modeling, the "data modeling" and "algorithmic modeling" cultures, where the data modeling
culture essentially focuses on knowledge creation through theory-guided data analysis (e.g., inferential
statistics), while the algorithmic modeling culture focuses on solving specific problems through pure
prediction (e.g., ML). Later, a third culture, termed the "hybrid modeling culture," was introduced by
Daoud and Dubhashi (2023), who advocated combining predictive and inferential statistics.
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Furthermore, machine learning can be used on survey data (Buskirk et al., 2018; Kern et al., 2019) and
is not only reserved for "Big Data." Additionally, it has been argued that methods prominent in
psychology (i.e., social sciences) should focus on ML instead of traditional methods to promote
psychology as more of a predictive science (Yarkoni & Westfall, 2017).

Various scholars in the social sciences have realized the importance of both explanation and
prediction through hybrid methods such as SEM-ANN, which combines the explanatory power of SEM
with the predictive power of artificial neural networks (ANN), an ML method. Papers using SEM-ANN
have been recently published in hospitality journals (e.g., Xia & Zhang, 2022; Chen et al., 2023) and
general business journals (e.g., Lee et al., 2020), showcasing the relevance of this type of dichotomous
methodology. However, one flaw of the SEM-ANN method is that it only incorporates one type of ML
algorithm, which is the ANN. This is problematic due to the "No-Free-Lunch-Theorem" introduced by
Wolpert and Macready (1997), which essentially posits that there is no guarantee that one ML method
will outperform the others due to each dataset and method having its own inherent biases. This is why
Martinez-Torres and Toral (2019) utilized multiple ML classifiers regarding deceptive hotel reviews in
their study. Accordingly, an SEM-ML method will be used as this research aims to establish an empirical
model with both explanatory and predictive power. The performance of classical ML regression
methods, such as support vector machines, random forests, boosted trees, and neural networks, will be
compared.

Results
Most respondents are Caucasian (84%), have Bachelor's Degrees (35%), have a household income
between $100K and $150K (30%), are married (71%), and are company-employed (77%).

The measurement model involving 4 latent constructs and 17 variables produced a moderate model
fit based on the initial Confirmatory Factor Analysis (CFA) (Normed x2 (x2/df)=2.61 (294.9, 129 df);
CFI=.90; TLI=.88; RMSEA=.095). After closely examining modification indices and standardized
factor weights, two modifications were made to improve the model fit and enhance the reliability and
validity of the measurement model. First, an error correlation was added between two items of loyalty
"I say positive things about this hotel to other people" and "I would recommend this hotel to someone
who seeks my advice." As both items were related to word-of-mouth behavior, it was deemed justifiable
on conceptual grounds. Second, an error correlation was added to the items "If I changed hotels, I
wouldn't obtain products and services as personalized as I have now" and "The hotel offers products
and services that I could not find in another hotel." Those two items were related to comparative or
switching costs for personalized services. After the modifications, the model showed significantly
improved fit measures (Normed y2 (y2/df)=2.15 (239.1, 111 df); CFI=.94; TLI=.93; RMSEA=.075).
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Table 1. Measurement model: Factor loadings, mean and standard deviation

Model Variables Factor Mean Std. Dev.

loading

Personalization (CR=0.86; AVE=0.51) 5.02 1.99

If I changed hotels, | wouldn't obtain products and services (g4
as personalized as | have now.

The hotel offers products and services that | could 0.59
not find in another hotel.

Being a regular guest, the hotel offers me special 0.72
treatment.

The hotel sends me greeting cards or gifts on 0.75
special occasions.

The hotel sometimes offers services to me that 067

they do not offer to other guests.
The hotel provides customized products/services to meetmy ( go

needs.

Lifestyle Congruence (CR=0.92; AVE=0.80) 5.40 1.22
This hotel reflects my personal lifestyle. 0.89

This hotel is totally in line with my lifestyle. 0.92

Staying in this hotel supports my lifestyle. 0.86

Loyalty (CR=0.88; AVE=0.59) 4.644 1.62
| say positive things about this hotel to other people. 0.75

I would recommend this hotel to someone who 0.69

seeks my advice.

| encourage my friends to visit this hotel. 0.78

I consider this hotel to be my first choice in lodging g4
accommodation.

| intend to visit this hotel more often in the future. 0.79

Willingness to Pay More (WTPM) (CR=0.85; AVE=0.68) 5.88 1.39
I am willing to pay a higher price for this hotel 0.88

than for other hotels.

I am willing to pay a lot more for this hotel than 0.87

other hotels.
I am willing to pay _ % more for this hotel over other g7
hotels™.

Note: The items were measured on a 7-point Likert scale, 1 being "Strongly Disagree” and 7 being "Strongly
Agree" except for the WTPM item denoted by "*" where the scale used 7 points ranging from 0% to 30% or more,

5% intervals.

The measures of convergent and discriminant validity were satisfactory based on composite
reliability coefficients and validity properties, and heterotrait-monotrait (HTMT) ratio of correlations
(Fornell & Larcker, 1981; Hair et al., 2010; Henseler, Ringle & Sarstedt, 2015).
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Table 2: Reliability and validity results

Model CR P LC L WTPM
Personalization .857 .709

Lifestyle Congruency 922 687 .893

Loyalty .880 .708 .768 .770
Willingness to Pay 851 693 656 .672 811
The Heterotrait-Monotrait P LC L WTPM

(HTMT) Ratios
Personalization

Lifestyle Congruency .698
Loyalty .680 .749
Willingness to Pay 711 646 621

Note: CR =composite reliability. The diagonal values are the square root of the average variance extracted (AVE)
value. The values below the diagonal are correlations (all p < 0.001), which all are lower than their associated
AVE value(s).

The results fully supported the hypotheses proposed in the study. The SEM model, while controlling
income for all variables in the model, presented good fit indices (normed y2 = 2.07; CFI = 0.94;
TLI=0.93; RMSEA = 0.072; SRMR = 0.055). Standardized regression weights showed that
personalization had positive impacts on lifestyle congruency (.64, p <.001), loyalty (.34, p<.001), and
WTPM (.35, p<.001). Lifestyle congruency was positively affecting loyalty (.53, p<.001) and WTPM
(.19, p<.05). Finally, loyalty was also positively related to WTPM (.24, p<0.05).

The findings demonstrate that personalization is the most influential variable on both loyalty
intentions and WTPM. Bias-corrected bootstrapping methods based on 5000 bootstrap samples
indicated that, after considering the indirect effects, personalization influenced loyalty intentions more
strongly than lifestyle congruence, creating a domino effect in the model as well as total effects on
WTPM through lifestyle congruence and loyalty intentions.

The study assessed the mediating roles of lifestyle congruence and loyalty in the relationship
between personalization and WTPM, including serial mediation (Table 3). The serial mediation was
significant at a (.05 probability level. Lifestyle congruence was a partial mediator between
personalization and loyalty but not between personalization and WTPM. Loyalty was a partial mediator
between lifestyle congruence and WTPM, as well as personalization and WTPM.
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Table 3: Mediation Analysis

Relationship Bias-Corrected
Direct Indirect Confidence
Effect Effect Interval P- Conclusion
value
Lower  Upper
Bound Bound
P>LC>L .320 267 175 .396 0.001 LC is a partial
(0.001) mediator
LC>L>WTPM 214 141 .006 276 0044 L is a partial
(0.034) mediator
P>LC>WTPM .507 178 -.018 .384 0.065  LCisnotamediator
(0.001
P>L>WTMP 507 118 .016 272 0033 L is a partial
(0.001) mediator
P2>LC>L>WTMP 507 120 .007 277 0.042  Serial mediation
(0.001)

Note: P=Personality; LC=Lifestyle Congruence; L=Loyalty; Willingness to Pay More=WTPM. The coefficients
are unstandardized.

The moderating effect of gender on the relationship between personalization and WTPM was
significant at a 0.01 probability level. The relationship was significantly stronger for males (.94) than
females (.05). The moderating effect of generation was also significant (p<0.01). The path coefficient
from personalization and WTPM was stronger for Generation X (.90) than for Millennials (.15).

The study evaluated the performance of various machine learning models using a leave-one-out
cross-validation method. This technique is particularly rigorous as it involves using a single observation
from the original sample as the validation data and the remaining observations as the training data. This
process is repeated so that each observation in the sample is used once as validation data. The machine
learning models used in this study are Random Forest, Neural Network, AdaBoost, KNN (k-Nearest
Neighbors), XGBoost (Extreme Gradient Boosting), and SVM (Support Vector Machine).

The performance of the models was measured using five different metrics: Mean Squared Error
(MSE), Root Mean Squared Error (RMSE), Mean Absolute Error (MAE), Mean Absolute Percentage
Error (MAPE), and the coefficient of determination (R?). The results show that SVM was the most
robust model as it has the lowest MSE (1.238), RMSE (1.113), MAE (0.892), and MAPE (0.283), along
with the highest R? (0.391) (Table 4). This study's order from best to worst performing machine learning
methods are SVM, neural network, KNN, Random Forest, XGBoost, and AdaBoost.
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Table 4. Machine Learning Performance by Method

Method MSE RMSE MAE MAPE R2
Random Forest 1.459 1.208 0.962 0.291 0.282
Neural 1.337 1.156 0.931 0.287 0.342
Network

AdaBoost 1.737 1.318 1.029 0.307 0.145
kNN 1.369 1.170 0.935 0.297 0.327
XGBoost 1.656 1.287 1.020 0.306 0.185
SVM 1.238 1.113 0.892 0.283 0.391

SHAP values were utilized to understand the impact of various features on the predictive model's
output (Table 5). Feature importance was measured based on the R? score, with a permutation of 5 to
account for random error. Regarding feature importance, personalization showed the highest impact on
the R? score, suggesting it is the most significant predictor in the model. Loyalty also demonstrated
substantial influence, followed by lifestyle congruence. Income and gender, while still important, had a
relatively lower impact than the other features.

The results show congruency between explanation (SEM) and prediction (ML) regarding the direct
effects between the independent variables personalization, lifestyle congruence, and loyalty with the
dependent variable willingness to pay more. The beta coefficients of the SEM model and the SHAP
feature importance means are ranked the same (personalization ranked the highest, loyalty ranked in
the middle, and lifestyle congruence ranked the lowest).

Table 5. Global Feature Importance of SVM Using SHAP

Feature Mean
Personalization 0.35
Loyalty 0.18
Lifestyle Congruence 0.13
Gender 0.11
Generation 0.09
Income 0.07

Discussion and Conclusion
The hotel industry continually seeks ways to enhance the guest experience and loyalty.
Personalization is one way to accomplish this, and it will help hotels cultivate more meaningful
relationships with guests, boost their loyalty, and increase revenue. Hoteliers are interested in the impact
of personalization on customer-brand relationships, the bottom line, and how it influences focal
marketing variables. Our present research investigates the interrelationships between personalization,
lifestyle congruence, behavioral loyalty, and willingness to pay more in a luxury hotel context. The
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study provides insights for hotel managers' empirical support and implications for the efficacy of
personalization for customer loyalty and willingness to spend more for hotel offerings. Hotels providing
personalized offerings are more likely to be rewarded with higher behavioral loyalty and increased
customer spending. Hotel managers can use personalization as an actionable and controllable element
to increase loyalty and profitability.

The results elucidate that personalization influences willingness to pay more directly and indirectly
through lifestyle congruence and behavioral loyalty intention. Personalization had a significant impact
on all outcome variables included in the study. The study contributes to the existing body of knowledge
by revealing potential outcomes of perceived personalization and psychological path to WTPM and
revealing that the effect of personalization on WTPM is mediated by lifestyle congruence and
behavioral loyalty (serial mediation and/or partial mediation). In addition, it reveals some key
moderators, such as gender and generational cohorts, affecting the personalization and WTPM
relationships for luxury hotels.

The findings offer several practical implications for luxury hotel practitioners aiming to enhance
customer loyalty, align with guests' lifestyles, and increase their willingness to pay more (WTPM).
Personalization may not be for everybody, and certain demographic groups would value it more than
others. Our study found a stronger relationship between personalization WTPM for males and the
Generation X cohort. So, hotels that consider personalization must begin with the guest type. Hotels
could target critical demographics and develop marketing campaigns and personalized offerings that
specifically appeal to these demographics. By focusing on personalized services in line with guests'
lifestyles and loyalty enhancement, hotels could ensure that the hotel's brand and services reflect the
target clientele's personal lifestyles, as they directly impacted WTPM. Hotels should leverage guest data
and utilize customer relationship management (CRM) systems to collect and analyze guest preferences,
enabling more accurate personalization and establishing metrics to evaluate the effectiveness of
personalization strategies on loyalty and WTPM.

Luxury hotel managers would integrate personalization into their core business strategies, leveraging
technology and data analytics to significantly enhance guests' willingness to pay more for improved
profitability. Artificial intelligence (Al) and machine learning (ML) are becoming increasingly vital in
marketing strategies, enabling more effective targeting and personalization efforts. These technologies
can uncover hidden patterns and customer segments, or even at the individual level, in personalization
data and accurately predict future behaviors. Moreover, Al-powered chatbots and virtual assistants are
being utilized to interact with guests, offering personalized recommendations and support based on
individual preferences and past interactions, including customized room amenities, tailored concierge
services, and individualized dining options and recreational activities.

Future research can examine hotel personalization practices across cultures, micro-segments, and
other hotel classes. Specifically, different levels of personalization can be studied using an experimental
design to compare the different levels of personalization on focal outcomes.
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Abstract

As companies increasingly globalise, fostering diversity by attracting talented individuals from
diverse nationalities, challenges arise in the form of heightened misunderstandings,
miscommunications, and conflicts due to cultural differences. Such disparities impact individual
performance and overall teamwork outcomes. To navigate these challenges, companies must
strategically plan for intercultural adaptation, avoiding cultural pitfalls. Outstanding leadership
becomes paramount in creating a harmonious environment and encouraging a common organizational
culture. The case study draws insights from the Global Leadership and Organizational Behaviour
Effectiveness (GLOBE) project and explores how the hospitality sector can seamlessly integrate talents
within a multicultural workplace, particularly in luxury property settings. Findings reveal essential
leadership qualities for effective communication in international teams and advocate for techniques
that promote trust, equal information distribution and clear goals. Emphasising the value of deep-level
team diversity, the paper underscores the necessity of flexible leadership styles to navigate complexities
and ensure successful collaboration in the hospitality sector.
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Introduction

In today’s global business landscape, companies are expanding internationally and embracing
diversity by integrating talents from various nationalities. However, this globalization has led to an
increase in misunderstandings and conflicts due to cultural differences, impacting communication and
organizational dynamics.

Managing a diverse team with both local and foreign members presents a significant challenge,
requiring careful planning and strong leadership skills. Companies must strategically navigate
individual and organizational adaptation in an intercultural marketplace to avoid cultural pitfalls.
Fostering an environment where everyone can coexist harmoniously and contribute to a new shared
organizational culture is crucial (Meyer, 2015). This challenge extends beyond individual perceptions
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and can reinforce stereotypes and intergroup biases based on nationality. Significant differences in
nationality often impact individual performance, affecting overall team outcomes. These differences
have been linked to various outcomes, including reduced promotion opportunities, diminished
psychological attachment, lower levels of organizational citizenship behavior, decreased trust among
colleagues, lower performance levels, and even lower salaries (Subasi, 2017).

In addressing these challenges and suggesting effective leadership behaviors, an in-depth study has
been conducted on a luxury property situated on a remote island. The property counts approximately
600 employees from 31 different nationalities, with 58% having been born and raised on the island and
70 % of the property’s team is comprised of Muslims. The analysis extends to examining the behaviors
of two leaders within this context. Operating in isolation without direct connections to the outside world,
the luxury property demands specific attention to its distinct setting. Within this environment, daily
professional collaboration and social interactions among employees contribute to the formation of a
unique society. This dynamic gives rise to a distinct international workplace that cultivates its own set
of rules, traditions, relationships, and a distinctive culture.

The primary objectives of this case study are:

e to extrapolate practical insights for hospitality leaders, illustrating management strategies
for effectively integrating employees within a multicultural team.

e to provide valuable practices that can be applied by leaders in the hospitality sector to
navigate the complexities of multicultural teamwork successfully to create a healthy and
balanced environment, fostering a strong organizational culture and spirit.

Stage 1 - Theoretical Background - GLOBE

Understanding the influence of culture in organizations goes beyond common sense and general
stereotypes based on nationality categories. It can serve as a parameter for effective preparation and
development of leadership competences (Fernandes et al., 2020). The Global Leadership and
Organizational Behavior Effectiveness project (GLOBE) compares attributes of effective leadership
and societal expectations across cultures to identify commonalities and differences. It seeks to
understand how these cultural variations impact leadership effectiveness and organizational outcomes.
It outlined 10 social clusters that vary in their perception of effective leadership qualities, utilizing
cultural dimensions based on unique cultural norms, beliefs, and identities that are transmitted across
generations (House et al., 2014). Social cluster defined as a geographic region inhabited by people with
similar or related cultures. Inside of the cluster there is cultural predominance that demonstrates
acceptance to the set of competencies/behaviors and as a result can model leader profile (Fernandes et
al., 2020). For instance, Middle East cluster comprised countries such as Qatar, Morocco, Turkey, Egypt
and Kuwait, and Nordic East cluster includes Denmark, Finland and Sweden (Dorfman & Hanges,
2004).

GLOBE dimensions and their associated primary leadership dimensions

Another important question that GLOBE explores is whether certain qualities and actions of leaders
are widely seen as helpful for effective leadership everywhere, and how these qualities and actions are
connected to cultural traits. In international organizations, leaders should comprehend how they can
influence their teams based on cultural backgrounds. It is crucial to analyse the values and how
employees perceive managers who can effectively lead them, earn their respect and also understand
how to manage relationships within the team, motivate individuals, and anticipate behavior from people
of different cultural clusters (2004, 2007 Studies - GLOBE Project, 2022).

GLOBE study resulted in the formation of 21 primary dimensions that collapsed into 6 global
leadership dimensions (Table 1) that are universally relevant across cultures.
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Table 1. Global and primary leadership dimensions

Global dimensions Primary leadership dimensions

Charismatic/Value-Based Leadership Visionary
Inspirational
Self-sacrificial
Integrity
Decisive

Performance oriented

Collaborative team orientation
Team integrator

Diplomatic

Malevolent (reverse scored)

¢ Administratively competent

Team-Oriented Leadership

Participative Leadership e Nonparticipative (reverse scored)
e Autocratic (reverse scored)

Humane-Oriented Leadership e Modesty
e  Humane orientation

Autonomous Leadership e Autonomous

Self-centred

Status conscious
Internally competitive
Face saver

e  Bureaucratic

Self-Protective Leadership

Note: From GLOBE Project, 2022 (http://www.globeproject.com).

These leadership dimensions were then rated by 17,000 managers in 62 societies to measure how
behaviors/characteristics contribute to a person being an outstanding leader (House et al., 2014), on a
7-point Likert-type scale that ranged from a low of “This behavior or characteristic greatly inhibits a
person from being an outstanding leader” to a high of “This behavior or characteristic contributes
greatly to a person being an outstanding leader”.

Stage 1 - Analysis of the property using GLOBE 2020

Outstanding leader from the studied clusters

The first step was to provide a clear visualization of an outstanding leader defined by leadership
dimensions in the studied luxury brand property using GLOBE 2020 results (2004, 2007 Studies -
GLOBE Project, 2022) and average each leadership dimensions present in the property (Figure 1). The
social clusters that were found in the studied property are presented in Table 2; other GLOBE 2020
social clusters were taken out of consideration.

Table 2. Studied social clusters
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Social Eastern . Germanic Southern Confucian Anglo Middle
Latin Europe

cluster Europe Europe Asia Asia countries East
India,
Kazakhstan, France, German Indonesia, Egypt,
Countries Poland, Portugal, Y, Malaysia, China, Japan UK Morocco,
: : Netherlands 2
Russia Spain Philippines, Turkey

Thailand

Figure 1. Leadership visualization per studied social clusters

Eastern Europe Latin Europe Germanic Europe I Southern Asia [ Confucian Asia

. Anglo countries . Middle East @——@ Avarage scores

6.0

5.0

4.0

3.0

2.0

1.0

0.0
Charismatic Team Oriented Participative Human Oriented Autonomous Self-Protective

Note. Elaborated by the author from GLOBE Project data collection, 2022
(http://www.globeproject.com).

In Eastern Europe, individuals are accustomed to power differentiation and exhibit conformist and
aggressive behavior. They prioritize team orientation and loyalty, favoring an autonomous leadership
style where guidance is followed without active participation in decision-making. A successful leader
in this context requires charisma, encompassing visionary, inspirational, self-sacrificing, integral,
decisive, and performance-oriented qualities. Notably, this cluster demonstrates high scores in Team-
orientation (5.9) and Autonomy (4.2). Effective team building with a diplomatic and collaborative
approach is crucial, alongside maintaining independence to uphold a strong leadership position (Results
- Eastern Europe GLOBE Project, 2022).

In Latin Europe, similar to Eastern Europe, there is a focus on power differentiation and high
performance. However, this cluster seeks to increase in-group and institutional collectivism, indicating
a preference for collective resource distribution and actions to enhance individual cohesiveness and
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loyalty. A charismatic leader with a realistic vision, who involves team members in decision-making, is
valued here (Charisma score: 5.8) (Results - Latin America GLOBE Project, 2022).

The Germanic cluster values performance rewards and has a high uncertainty avoidance score.
Despite low scores in Human Orientation and In-group Collectivism, this society emphasizes
participative leadership and the ability to inspire and motivate (Participative Leadership score: 5.9;
Charisma score: 6) (Results - Germanic Europe GLOBE Project, 2022).

Southern Asian and Confucian Asian clusters accept power differentials and emphasize social order
and stability. Leaders in these contexts are somewhat team-oriented but less participative, often making
independent decisions without extensive team engagement (Results - Confucian Asia GLOBE Project,
2022; Results - Southern Asia GLOBE Project, 2022).

The GLOBE Anglo cluster, traditionally performance-oriented, seeks a more humane society with
gender equality. Leaders in this cluster are expected to value freedom, delegate responsibilities, and
have a realistic vision (Charisma score: 6). Self-centeredness inhibits outstanding leadership (Results -
Anglo GLOBE Project, 2022).

In the Middle East cluster, there is a low dimension of future and performance orientation. The
outstanding leadership profile in the Middle East is unique among the 7 studied clusters, focusing on
status enhancement and face-saving, with a deep understanding of the Arab world and Islam religion.
They de-emphasize charismatic and group-oriented leadership, with a notable score in Self-Protective
leadership (3.8) (Results - Middle East GLOBE Project, 2022).

When analysing the overall averages of each leadership dimensions, hospitality leaders who manage
studied social clusters should exhibit a combination of these attributes to be as close as possible to an
outstanding leader:

e Being charismatic, that reflects to the ability to inspire and motivate, rated as desirable
behavior across clusters.

e Fostering team-oriented approach with common goals and realistic vision for exceptional
performance.

e Being participative, by delegating effectively and distributing power and information
equally among all organization levels.

Having clear understanding of Muslim culture, as the majority of employees adhere to this religion.

Stage 2 — Theoretical background - RW3 Global Leadership Model

In order for leaders to be as close as possible to an outstanding leader, the use of RW3 Global
Leadership Model, comprising Self-Awareness/Authenticity, Global Mindset, and Building
Trust/Enabling Collaboration, is crucial (Schell & Solomon, 2019). Leaders must prioritize self-
awareness, understanding how their behavior is perceived and adapting to diverse team traits and
effective behaviors. The Self-Awareness Authenticity Cycle (Figure 2) facilitates personal growth,
enabling leaders to be motivational, inspirational, and charismatic—qualities essential for effective
leadership (Schell, 2019).

197



Figure 2. Self-Awareness Authenticity Cycle

Self-
Awareness

Gain
Authenticity

Identify
Life Story

Reflect on
Values

Note: From The Importance of Global Leadership Skills, by Schell and Solomon, 2019, RW3 Culture
Wizard, p.4.

Self-awareness and Life story

Beginning with Self-Awareness and the identification of one’ Life Story, leaders must cultivate a
profound understanding of their perception regarding various cultural aspects for comprehending
current actions and behaviors. It is essential for individuals to scrutinize their experiences and evaluate
personal biases that may compromise their leadership position within a specific team.

To enhance comprehension, the second stage of the research involved conducting two interviews
with property leaders. They were selected through purposive sampling to ensure representation across
roles with distinct level of power and to capture differences in cultural background and personal
experience. Initial contact with potential participants was made in-person, explaining the purpose of the
study and voluntary nature of participation. Interviews were conducted in English in a private setting to
encourage open dialog, based on prepared and probing questions. With participants' consent, the
interviews were recorded for further analysis while ensuring anonymity and confidentiality. Interview
durations ranged from 30-60 minutes. The gathered data was transcribed and analysed thematically to
uncover patterns and perspectives relevant to the research's chosen theories and practices. A summary
of the interviewees’ profiles can be found in Table 3.
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Table 3. Interviewees’ profiles
Interviewee 1

Interviewee 2

Origin
Gender
Religion
Position

Experienced cultural
issues

Importance of team
diversity

Leadership strategies

Outstanding leader

India (Cluster: South Asia)

Male

Islam

Food & Beverage Director

Racism

Unequal treatment
Differences in salary
Demotivation

Underestimation  of  cultural
background on team members’
leadership expectations
Personality is more important
than cultural background

Managing  personalities, not
nationalities
Understand strengths and

weaknesses of each team member
and appreciate strengths to
transform critics of weaknesses
into learning process

Team involvement in decision-
making process

Being close to people and treat
everyone equally

Recruit people with right attitude,
not skills

Flexible

Team-oriented

Let people speak and be ready to
listen and understand; leader
should be someone people open
to talk to

Portugal (Cluster: Latin Europe)

Male

Christianity

Resort Manager

Cultural barriers
Different ways to approach
situation

same

Different personalities, different
cultures and different people bring
different approaches and open learning
opportunities

Looking always into the personality and
attitude, not nationality

Be careful and adaptable in the approach
towards people because these are
different personalities

Leading by example

No favouritism

Healthy discussion

Conflicts are unavoidable, leader should
not react right away, but try to find a
reason behind to reach middle ground
inside the team

Flexible

Performance oriented with attention to
details

Participative

Do better - keep the team motivated
Bureaucratic

To align the outstanding leader dimensions from GLOBE 2020 (2004, 2007 Studies - GLOBE
Project, 2022) with the perspective of the current leaders in the property, the authors requested the
interviewees to assign a score to each dimension using a consistent scale ranging from 1 to 7 to evaluate
what in their opinion contributes or inhibit to outstanding leadership. Results are outlined in Table 4.
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Table 4. Interviewees’ evaluation of GLOBE dimensions

Charismatic Team Participative Human Autonomous Self-
orientated oriented protective
Interviewee 1 6 6 7 7 2 1
Interviewee 2 7 7 4 7 3 1

Both interviewees view themselves as charismatic leaders, emphasizing the importance of leading
by example: "It is your body language, your attitude, the way you talk, the way you walk, the way you
look, the way you present yourself, that’s how people find you charismatic as a leader and they’ve tried
to follow you." They possess the ability to motivate and inspire while understanding individual needs
and challenges, in line with findings from GLOBE clusters within the resort context. Cultural
background is deemed less important compared to personality traits, with a focus on understanding team
members’ strengths and weaknesses to drive improved performance.

Regarding participative leadership, Interviewee 1 emphasizes the importance of involving the team
for comprehensive problem-solving, while Interviewee 2 advocates for a balanced approach,
considering the autonomy of the team. This discrepancy may stem from their differing positions within
the organization, with Interviewee 2 overseeing a larger scope of responsibility.

Both leaders agree that the self-protective dimension hinders effective leadership, but Interviewee
1’s perspective is shaped by experience in the Middle East, where status enhancement and face-saving
are emphasized. Interviewee 2 believes that while self-protective leadership inhibits effectiveness, a
bureaucratic approach is necessary for standardization regardless of nationality.

Identify and reflect

The next steps in the Self-Awareness Authenticity Cycle involve identifying team values and
leadership expectations, comparing them with those outlined in the GLOBE study, and selecting
appropriate leadership styles to develop global leadership skills while understanding one's international
experience, biases, and perceptions.

Leaders must cultivate flexibility and employ customized approaches to foster adaptive leadership
without compromising business values and objectives (Schell & Solomon, 2019). Flexibility in
communication styles and processes enables leaders to be more effective in cross-cultural contexts. It
is crucial for leaders to understand their own preferences while allowing others the freedom to
communicate in diverse ways without judgment. Assuming positive intentions facilitates healthy
conversations, helping to discern team members' intent and the impact of behavior on workflow.
Cultural differences may lead to confusion and misinterpretation in communication and behavior. In
such instances, leaders should utilize the D.I.E. process (Describe, Interpret, Evaluate) to ensure the
accuracy of assumptions (Stringer & Cassiday, 2009).

Trust is a foundation upon effective workflow inside the team. Support trusting environment enable
people to take risk and intellectually contribute to performance, that means performance is an indicator
of successful leadership, that needs to be measured and appreciated by leaders (Schell & Solomon,
2019).

To reach high performance, leaders can implement Management by Objective (MBO) program,
which emphasizes on setting tangible, verifiable and measurable goals. Common clear goal can
maintain motivation of diverse team, creating coherence and full team dedication, streamlining decision
making process and eliminating actions that are inconsistent with global interest. Organizational
objectives should be translated into specific objectives for each level. Lower-unit managers can partly
set their own goals that are interconnected with other level objectives and correspond to main goal.
Team members from specific department know more needs and problems of their operations that means
each team/member can adapt its/their approach to overall company objective. In this way, according to
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structure and hierarchy, cascading of objectives can be implemented (Figure 3), showing trust to
team/members’ decisions and actions from leadership perspective.

Figure 3. Cascading of objectives according to the organizational chart

First level CEO _Co.m pany
_| objectives
Second level Department 1 Department 2 Department 3 — De.part.amental
objectives
Third level Job 1 Job 2 Job 3 Job 4 Job 5 Jobe | [ Individual
objectives

Note. Elaborated by the author.

Authenticity

The core of outstanding leadership is authenticity, a quality that has become increasingly rare in
today's world due to overconfidence and feelings of infallibility. Authentic leaders, in their day-to-day
interactions, foster a sense of connection and relatability. They consistently demonstrate respect for
individuals with differing beliefs, express genuine interest in diverse opinions and ideas, and actively
seek common ground. Open and honest communication nurtures engagement within the team, as
members feel valued and meaningful relationships are forged (Miller Perkins, 2023). The Self-
Awareness Authenticity Cycle reinforces the idea of continual development towards authenticity. It is
an ongoing process and lifelong commitment that yields invaluable leadership results, emphasizing self-
awareness, and team growth, trust, and a focus on mutual understanding.

Recommendations

Recommendations for organisational improvement and development stem from both leadership
perspective and style within a multicultural environment. While demographics often lead to surface-
level diversity perceptions, deeper understanding reveals shared values and personalities, emphasising
the importance of personality over nationality. Each team member requires an individualised leadership
approach, highlighting the need for flexibility in leadership styles.

According to GLOBE 2020 (2004, 2007 Studies - GLOBE Project, 2022), an outstanding leader in
the studied property must be charismatic, team-oriented, and participative, with a clear understanding
of religious norms. Moreover, religious stands as one of the pillars of organizational culture and serves

as a determinant of cultural norms, values, and rules governing individual and community conduct
(Barabara, 2020).

Setting goals and cascading them into smaller objectives promotes adaptability to both management
guidance and employee needs, fostering performance-focused operations with equitable power and
information distribution.

Managers should lead with curiosity, continuously learning about the work environment through
questioning and information gathering, while analysing themselves to eliminate biases. Integrating
foreigners and locals in a multicultural workplace necessitates integrating cultural perspectives and
individual personality traits.

Improvements can increase employee motivation and satisfaction, as individuals feel their
contributions impact company success. Given the interconnected nature of work and life in the
hospitality sector, fostering an environment of trust, curiosity, and comfort requires equal attention to
employees as to guests.
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Conclusion
This case study is suitable for undergraduate and graduate level courses with emphasis on leadership,
talent management. Learning outcomes, questions and instructor’s notes could be developed.

References

Barabara, M. (2020). Organizational Culture under Religious Influence. In A Closer Look at
Organizational Culture in Action. IntechOpen. https://doi.org/10.5772/intechopen.90898

Dorfman, P. W., & Hanges, P. J. (2004). Leadership and Cultural Variation: The Identification of
Culturally Endorsed Leadership Profile.

Fernandes, O. G., Bortolaso, I. V., Orth, S., & Donzello, C. (2020). Culture and Leadership in Different
Social Clusters: Study in an Organization of the Body Industry for Public Transport. 9.

House, R. J., Dorfman, P. W., Javidan, M., & Hanges, P. J. (2014). Strategic Leadership across
Cultures: The GLOBE Study of CEO Leadership Behavior and Effectiveness in 24 Countries.
SAGE Publications, Ltd. https://doi.org/10.4135/9781506374581

Miller Perkins, K. (2023). Authenticity: The Key to Great Leadership and How to Embrace It.
https://www.forbes.com/sites/danalexander/article/the-definitive-networth-of-
donaldtrump/?sh=4412d7032a8e

Results—Anglo GLOBE Project. (2022). http://www.globeproject.com

Results—Confucian Asia GLOBE Project. (2022). http://www.globeproject.com

Results—Eastern Europe GLOBE Project. (2022). http://www.globeproject.com

Results—Germanic Europe GLOBE Project. (2022). http://www.globeproject.com

Results—Latin America GLOBE Project. (2022). http://www.globeproject.com

Results—Middle East GLOBE Project. (2022). http://www.globeproject.com

Results—Southern Asia GLOBE Project. (2022). http://www.globeproject.com

Schell, M. (2019, May 21). Self-Awareness: The Secret for Global Leadership Success. https://www.rw-
3.com/blog/self-awareness-the-secret-for-global-leadership-success

Schell, M., & Solomon, C. (2019). The Importance of Global Leadership Skills. RW3 CultureWizard.

Stringer, D., & Cassiday, P. (2009). 52 Activities for Improving Cross-Cultural Communication.

2004, 2007 Studies—GLOBE Project. (2022). http://www.globeproject.com

202



7.5 “Wish you weren’t here” - the overtourism

 E__ U R 0|
phenomenon
C I I RIE Sasa Zupan Korze
The Hospitality & CCM Ltd, Slovenia Switzerland
Tourism Educators

EERVING EURCPRE, THE MIDDLE EAST ik AFRICA

Abstract

The paper is focused on the multilayered phenomenon of overtourism, which is in certain attractive
tourist destinations increasingly considered as excessive or harmful. Huge challenges in the daily life
of local communities as well as the negative impact on the unique and precious environment and,
consequentially, steadily growing anti-tourism sentiments are pushing political decision makers on
local and regional levels to act with the aim of reducing tourism influx to some destinations. The
research points at key drivers that causes overtourism (traditionally strong seasonality of tourist
demand, the growth of world middle-income class with more time and money to be spent for travel, the
emergence of low-carriers, new types of accommodations, the possibility of self-organized low-budget
holidays, a huge impact of the social media/platforms). To the internationally known examples of
overtourism (Venice, Dubrovnik, Amsterdam, Machu Pichu, Oahu, Galapagos, Nepal and Altamira)
and countermeasures (such as entry tax to the cities/destinations and states, ban of cruise ships, high
daily tourist tax, reduction of hotels and short-term rentals of private accommodations, ‘respect the
city’ campaigns, discouraging certain types of tourists’ behavior, obligatory booking and specific time
slot for visiting certain attractions), we added two examples of potentially overtourism sites in Slovenia.
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Introduction

The term overtourism is closely linked to the development and growth of tourism in the last decades.
The positive contribution of the growing tourism industry to the world’s economy has brought
unpleasant effects in overcrowded destinations - damage to the unique environment, to specific heritage
sites, to the daily routines of the locals, to the balanced economic and social development of local
communities, etc. Some acclaim the Late Prince Philip on his tour in Slovenia 2008 was right branding
tourism as ‘national prostitution’, and tourists as people who ‘ruin cities’ (Michael Hall & Lew, 2009,

p- 1).

A more than a decade later, media are reporting on overtourism, antitourism and touristophobia in
many diverse destinations - Barcelona, Venice, Dubrovnik, Amsterdam (Mihalic, 2020). After a
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temporary recess during the pandemic period these destinations are facing even worse situation than
before despite implementing crowd management policies to protect the natural attractions and civil
rights of local people (Birtles, 2023). A renewed debate in public and in tourist academic forums about
the adequacy of those policies early 2024 was triggered by widespread protests against tourism, mostly
in Spain. Again, publications reported on “wish you weren’t here” (Sophie 2019) destinations and
protesters in Barcelona, who sprayed tourists with water and shouting ‘tourists go home’ (Pitrelli, 2024).

The term ‘overtourism’ come into use in 2016 as an alternative to the term ‘Tourismfobia’ (Koens et
al, 2018). After years, the term still lacks a standardized academic characterization. Koens et al. (2018)
describe it as negative impact of tourism on host communities and on natural environment, while
UNWTO’s definition (2018) emphasizes its excessive influence on the perceived quality of life of
citizens and/or the quality of visitors’ experience. Mihalic (2020, n.p.) conceptualizes it from the
standpoint of sustainability. According to Goodwin (2018), the places that are overcrowded by tourist
are changing their character, losing its authenticity, causing irritation and annoyance to residents.
Therefore, overtourism is related to conflicts among tourists and local residents in the hosting
communities (Rangus et al., 2018).

Contrary to the above, certain academics claim that there is no such thing as overtourism, particularly
not in the sense as it is often discussed. For Buhalis (Butcher, 2024, n.p.) overtourism can only be a
label applied to many different capacity-related issues that attend the democratization of tourism, and
‘a good coin’ for numerous books, papers, conferences, non-governmental organizations and global
bodies. He also stated that “there is no overtourism - there is only badly managed tourism” (Buhalis,
2020, n.p.).

There is an on-going discussion over distinctions between overtourism, mass tourism and
overcrowding (Verissimo, 2020). For example, overtourism is predominantly discussed from the view
point of the hosts, while mass tourism is related with places where thousands of tourists are in the same
place at the same time to enjoy holidays in the cheapest way.

According to European Parliament (2018), overtourism is not limited only to urban places (e.g.
Venice, Dubrovnik, Amsterdam, Dublin, Reykjavik, Stockholm). It is also present in many heritage
sites and attractions (e.g. Bagan, Machu Picchu, Tallin Old Town, Prague Old Town, Vatical City,
Rovaniemi etc.), coastal areas and islands (Isle of Sky, Maya Bay, Santorini, Mallorca, Galapagos, etc.),
as well as in some rural areas (e.g. Bled, Grand Canyon, Plitvice, Yellowstone, etc.).

The purpose of the study is to give answers to three research questions (RQ):

RQ1: What are the drivers of overtourism?

RQ2: How some most ‘endangered’ destinations/cities from overtourism try to ‘fight’ against it?
RQ3: Can we talk about overtourism in Slovenia?

The paper presents initial step in further empirical research on overtourism.

Research design and methods
The study is based on qualitative data and applies mixed research methods.

Most of the data were collected in desk-top research and are based on secondary sources (on selected
scientific articles, published from 2016 to 2024 and on relevant non-academic publications published
in 2023 and 2024). The secondary data for answering the RQ2 are supported with data collected from
on-site observations of the author, who visited destinations/sites, mentioned in the second subsector of
the Findings. Two on-site interviews have been performed to get the answer to the RQ3. Content
analysis was used to process the qualitative data (text condensation, interpretation, citation), and
descriptive method to present the findings. Findings of the research are presented in three subsectors
and follow the answers to RQs.
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Findings
Drivers of overtourism

Strong seasonality in tourism demand is the most important driver of overtourism (Butler& Dodds,
2022), together with demographic and economic growth which results in more middle- and upper-
income individuals with time and money to be spent in tourism. Against increasing demand,
transportation enterprises have enlarged their capacities. The emergence and growth of low cost-carriers
(particularly in USA and in Europe) revolutionized air travel for mass market. Moreover, the technology
has allowed instant online reservations for travel, accommodation and other services. Technological
platforms like AirBnB are promoting affordable prices for private accommodations in central locations
in most visited destinations (ibid).

These developments together with the possibility of self-organized low-budget holidays, have
opened the travel opportunities to lower-income groups of customers who could not afford them in the
past. City break holidays have become more attractive for Westerners where domestic travel was
traditionally rather expensive. On the other hand, coastal cities with nearby attractions have become
overcrowded due to the low prices of large cruise ships that can bring ten to twenty thousand visitors
per single day to a certain location (e.g. Dubrovnik, Venice, Santorini, etc.).

Research show that the entertainment industry has through social media significantly contributed to
overtourism by shooting movies on certain attractive locations and thus becoming a source of ideas
about ‘hot-spots’ and ‘must be’ places. When tourists reach the spot, a ‘must do’ activity of the new-age
travelers is to make selfies and post them to notify their followers: ‘I was there’.

Examples of overtourism destinations/sites and their ‘fight’ to decrease the number of
tourists

In the following cases of overtourism we show the policies imposed by authorities on a destination’s
level. There is, however, only limited reports on the results and success of these policies. We have
chosen three cities (Venice, Dubrovnik, Amsterdam), three natural sites (Oahu, Galapagos, Sagarmatha
Natural Park) and two historical sites (Machu Picchu, Altamira).

Some cities have started charging entry fees for daily visitors. Having an influx of over 30 Mio
visitors annually, Venice have recently implemented daily entry fee of 5 € per visitor. With this measure,
the city continues to heed the UNESCO warning of “irreversible damage” to historic center. In 2019,
local government banned cruise ships from the center (Wilson, 2024).

Dubrovnik (Croatia) has gained popularity after appearing in TV show Game of Thrones. Birtles
(2020) reports on over 500 cruise ships bringing over 800.000 passengers to Dubrovnik in 2016, who
usually stay only for few hours. The noise and crowds forced residents out. There were 5,000 residents
living in the Oldtown in 1991, but only 1,100 in 2017. In 2019, municipality implemented a strategy fo
cap number of cruise ships to two per day with a limit of 5,000 tourists and to schedule better cruise
ships’ arrival and departure time (Saraogi, 2019). A ‘respect the city’ campaign banned visitors to walk
around in swimwear, eat and drink around cultural monuments, as well as climb to the city walls.

Amsterdam (Netherlands) was visited by 20 Mio people in 2019. In 2024, ocean-going cruise ships
were banned from docking in the city (Wilson, 2024). Local government plans to cut in half the number
of docking river cruise ships in next five year (there were more than 2,000 of them). The City imposed
stricter regulations for the construction of new hotels (a new hotel can only be built/opened if an existing
one closes down - Trout, 2024) and reduction of short-term rentals of private accommodation units.
The local authority has taken measures to discourage certain types of tourists’behavior, mostly related
to drugs and overdrinking, has banned new tourist shops in city center, beer bikes and is encouraging
visitors with apps to visit less busy areas of the city (Birtles, 2020).

Oahu (Hawaii) tries to reduce the tourism influx of 10 Mio travelers a year by implementing ‘green’
tourist fee of 25 USD to tourists when checking into hotels or short-term rentals. Local government

205



would use this money to take care of unique natural environment, repair coral reefs and maintain state
parks and trails (Wilson, 2024). To protect flora and fauna, some natural attractions (e.g. Hanauma Bay,
n.d.) are closed for public certain days of the week. Visits must be pre-booked for the date and hour of
entrance.

The beauty and unique ecosystem of the Galapagos islands was initially meant to be shared in small,
environmentally friendly doses. However, more than a quarter of million tourists visited archipelago in
2022. Endangered species are at risk of extinction because of improper practice. Over 200 new hotels
were built in the years and external competition heavily reduced opportunities for the local people to
fully profit from the tourism. It soon became obvious that these economic and ecological imbalances
cannot be solved only by an entry fee of 100 USD for the visit (Reale, 2022).

In Nepal, the entrance fee to Sagarmatha national park (Everest base camp hike) is only 16 USD.
Due to high number of hikers, there are tons of human excrement piled up every year on the way to
Everest base camp. Because of the cold climate, it will take decades to decompose (Sophie, 2019). In
opposite to Nepal, the neighboring Bhutan (opened to tourism from 1974) is an example of the country
that so far managed to keep tourist number low due to high daily tourist visa of 200 USD, which
encourages ‘high-value, low impact tourism’.

The iconic destination in Peru, Machu Picchu, was not built to handle enormous increase of visitors,
jumping from 400.000 tourists a year to close to 1.5 million in two decades. The UNESCO threat of
putting the site on its “List of World Heritage in Danger”, resulting in limitation of daily tickets to 5,600
(Birtles, 2020). Visitors must arrive within a specific time slot with four-hour time limit for each visit
and can enter the site only with official tourist guide. Group sizes have been limited to16 people and
visitors can only walk on defined routes (Wilson, 2024).

An example of how to match the tourism growth with protection of historical sites is the replica of
prehistoric cave Altamira, Spain. As an icon of humanity and art through paintings and engravings
dating back 15,000 years, Altamira also became a major tourist destination. In the 1970s, it attracted
more than 150,000 visitors per year. Due to deterioration, it was closed in 1977, but reopened few years
after. Allowance of only 11,300 visitors per year resulted a waiting list up to three years long. Thus,
original cave has been closed again and its replica ‘Neo-cave’ has been built for visiting purposes. It
attracts now on average quarter of million of visitors per year (Dans & Gonzales, 2018).

The chosen cases attract a lot of media attention, however, there are many usually neglected small
places that also experience the mixed blessing of being touristically attractive.

Overtourism in a small Central European Country: Ljubljana and Bled

By the number of visitors in 2023, Slovenia (2 Mio inhabitants on 20.000 km2) was ranked 38" in
the world’s tourism. More than six million visitors spent 16 million nights (GOV.SI, 2024). This was a
new record, with which Slovenia’s tourism not only exceeded the numbers from 2019, but also did
better comparing with the world and Europe (Tourism in numbers, 2024). The most popular destinations
were mountains regions and the capital, Ljubljana. “Green boutiqueness, smaller footprint and greater
value for all” is the vision of Slovenia tourism development (Strategy, 2022). But the reality is different.

With 20 % of annual increase in the number of visitors, Ljubljana saw the highest increase (GOV.SI,
2024). The city is struggling to balance between being a good place for people and the place for making
money. At the expense of tourists, the city centre is barely passable at the height of the season, the
structure of the population in the city has changed (Rebuza, 2023). “In the past, the cars were
superfluous, now residents are” (ibid). The interviewee, a resident of the city centre, complained:

“I was very happy when I have moved to the City Centre 25 years ago, but not anymore. The public
space has become so commercialised that sometimes it is difficult to move around. Tourists drink late
in the night, yell and laugh, without respect to the locals, who want to sleep. They pollute our
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neighbourhood with thrash. Many apartments in the building, where I live, are short-rented to tourists,
which make the life of permanent residents miserable”.

Bled, one of the most beautiful Alpine resorts in Europe, with the lake and island in the middle and
with a castle perched on a cliff, is described as an “image of paradise”, “a tourist gem of global
dimensions”, which was nominated one of the seven new wonders of the world (I feel Slovenia, n.d.).
Yet, over 80% of residents are not happy with the tourism development of the site and with negative
effects of tourism, e.g. increase of real estate prices, traffic, management of public space, etc. (STA,
2024). In the high season, the number of visitors and their behaviour discomfort the residents. “There
are so many tourists that we can only walk like in a funeral procession” (Svet 24, 2023). The resident

of Bled stated:

“The road infrastructure is 30 years behind, causing enormous traffic jams when entering the town.
The swimming spaces are overloaded and too many boats and surfs are on the lake. Despite this, every
local still rents his/her last private room or garage to tourists. Increasing number of daily visitors calls

for similar measures as in Venice: entrance fee. Bled deserves the prevalence of quality tourism above
quantity of tourists.”

The opinion of representatives of public tourism sector and scholars about overtourism in Slovenia
is slightly different to the opinion of the residents of the two presented destinations. Yet, both groups of
‘tourism designers’ of the above-mentioned sites acknowledge that future tourism development needs
to include the wellbeing of the residents more that it has been in the past.

Conclusion

The study gives some insights into how complex and multilayered phenomenon overtourism is. It
certainly demands a multidimensional effort of tourism stakeholders with respect to the capacity limits,
destination specificity and diversification of tourism services. It should include better congestion
management, improving and adapting specific infrastructure, suggest measures towards reduction of
seasonality, provide for careful planning and pricing, and sometimes include banning certain activities.

The negative impact of overtourism on local people with their historical and natural heritage clearly
shows disrespect to the limitations of resources and sustainability in general. To safeguard its economic
benefits, tourism development has to reorient itself from quantitative to qualitative growth, towards
broader objectives of socially, culturally and ecologically sustainable qualitative growth (Benner, 2019).
Only in this way, tourists can still expect a friendly smile on the lips of their hosts and feel hospitality of
the chosen destination.
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Abstract

Hotel booking cancellations can be problematic for revenue managers, leading to losses in revenue
and suboptimal allocation of hotel inventory. Machine learning has yielded significant improvements
in cancellation models, yet the research remains underdeveloped. This paper introduces a novel
approach to forecasting cancellations using a meta-model based on stacked generalization, which
aggregates and optimally combines predictions from various machine learning algorithms. This
innovative model yields exceptional prediction accuracy of up to 96%, while still addressing the black-
box problem of machine learning through SHapley Additive exPlanations (SHAP). Stakeholders in the
hospitality industry can use this interpretable meta-model to inform overbooking, inventory
management, and revenue management decisions.
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8.2 Conceptualising Eudaemonic XR Food
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Abstract

This conceptual paper delves into the underexplored realm of the intersection between gastronomy,
extended reality (XR) technology, and consumer well-being, with a particular focus on eudaemonic
dimensions. While existing research primarily concentrates on hedonic aspects of consumer well-being,
our paper highlights the significance of eudaemonia. By integrating XR technologies into gastronomic
contexts, a novel approach to designing food experiences is proposed that not only evoke pleasure but
also foster a profound sense of meaning and fulfilment. Through a review of literature and theoretical
frameworks, this paper elucidates the potential of XR in creating immersive, sustainable, and health-
conscious gastronomic encounters. It identifies a critical research gap in the exploration of eudaemonic
dimensions within XR-powered food experiences, thereby laying the groundwork for future
investigations in this field. This conceptual paper aims to inspire further inquiry into the design and
implementation of meaningful gastronomic encounters that enrich consumers' lives beyond mere
hedonistic gratification.

Key Words:

Food Experience, Immersive Technology, Wellbeing, Gastronomy
Track: Technology Track
Focus of the Paper: Theoretical/Academic

Type of Submission: Full Paper

211



8.3 Service robots with extended AI knowledge:

Factors impacting the intention to use
‘ | I I RIE Reza Etemad-Sajadi', Valentina Clergue?, Cindy Heo®

The Hospitality & 1: EHL Hospitality Business School, Switzerland

Tourism Educators 2: EHL Hospitality Business School, HES-SO
University of Applied Sciences and Arts Western
Switzerland
Abstract

Technology is continuously improving and becoming smarter and cheaper, which is transforming
the service sector. Specifically intriguing is the development of robots instilled with Al knowledge.
Despite the potential benefits of service companies using robots, there are also important ethical
considerations to be taken into account to ensure that consumers accept these smart devices. This study
examines how participants’ assessment of ethical issues affects the risks perceived and their intention
to use a service robot. Several other variables such as ease of use, level of usefulness, emotional appeal,
and social presence are also integrated into our model.

Key Words:
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Focus of the Paper: Theoretical/Academic

Type of Submission: Full Paper

212



8.4 From resistance to acceptance: the

 E_U R 0|
mediating role of performance and effort
expectancy in service robot adoption by
hospitality workers.
The Hospitality & Jeou-Shyan Horng', Yao-Chin Wang?, Chih-Hsing Liu?®,
Tourism Educators Sheng-Fang Chou?, Tai-Yi Yu*, Yung-Chuan Huang®,
Da-Chian Hu’
1Shih Chien University
2University of Florida
3National Kaohsiung University of Science and
Technology
4Ming Chuan University

Abstract

This study investigates the integration of service robots in the hospitality industry, focusing on how
employees' self-identity regarding robotic technology impacts their adoption behavior. A survey was
conducted among 588 employees from three- to five-star hotels in Taiwan, where service robots have
been implemented. The research aims to understand the mechanisms through which employees' self-
perceptions influence their willingness to adopt these innovations. The results reveal that performance
expectancy and effort expectancy mediate the relationship between employees' self-identity regarding
robotic technology and their adoption willingness. Importantly, the study uncovers the mediating role
of service improvisation in the relationship between adoption willingness and both service recovery
performance. Moreover, top management support strengthens the link between effort expectancy and
adoption willingness, while personal innovativeness moderates the positive relationship between
adoption willingness and service improvisation.

Key Words:
Service robots, Self-ldentity, Service improvisation, emotional exhaustion, service recovery
performance , hospitality industry.
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Abstract

Hotels face a significant volume of daily booking requests, both directly and through online travel
agencies. However, only a small fraction of these requests translates into reservations, leading to low
conversion rates. This factor introduces additional uncertainty into the hotel demand function and poses
a challenge to revenue maximization efforts. Consequently, improving conversion rates is a key priority
for hotel managers. This study seeks to introduce an innovative framework for optimizing conversion
rates. It involves segmenting stay dates and employing a logistic regression model to predict the
probability of conversion within each segment. By doing so, this research contributes a novel data
mining methodology that can be integrated into machine learning algorithms to enhance conversion
rate optimization.
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Abstract

Hotels face a significant volume of daily booking requests, both directly and through online travel
agencies. However, only a small fraction of these requests translates into reservations, leading to low
conversion rates. This factor introduces additional uncertainty into the hotel demand function and poses
a challenge to revenue maximization efforts. Consequently, improving conversion rates is a key priority
for hotel managers. This study seeks to introduce an innovative framework for optimizing conversion
rates. It involves segmenting stay dates and employing a logistic regression model to predict the
probability of conversion within each segment. By doing so, this research contributes a novel data
mining methodology that can be integrated into machine learning algorithms to enhance conversion
rate optimization.
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Abstract

This study explores the effect of hotel employees' readiness for and acceptance of Artificial
Intelligence (Al), on hotels’ adoption of Al, and its subsequent impact on achieving Sustainable
Development Goals (SDGs), as well as impact on non-financial performance (NFP), within the U.S.
independent hotel sector. A novel survey instrument was devised, validated and administered to
employees in independent hotels across the United States. Structural Equation Modelling (SEM) was
employed to test four hypotheses derived from a conceptual framework integrating key constructs. The
results presented support all hypotheses proposed such that both employee readiness and acceptance
of Al significantly affect Al and SDG adoption, as well as NFP. The study thus finds evidence of a
pathway from employee engagement with Al to greater SDG adoption, and in turn, improved NFP,
highlighting employee attitudes toward Al as a critical enabler of effective Al and SDG adoption and
ultimately enhanced NFP.
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Acrtificial intelligence; employee readiness; employee acceptance; Al adoption; SDG adoption; non-
financial performance
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Abstract

The concept of sustainability in the tourism industry continues to gain widespread popularity.
Existing literature addresses environmental conservation, socio-cultural preservation, economic
viability, and actionable strategies. However, identifying limited resources and actionable strategies
from the perspective of unsustainable tourism, including reducing demand within the tourism industry,
remains deficient in the literature.

The objective of this research is to examine critical perspectives on sustainability in the tourism
industry by combining bibliometric analysis and review of research on unsustainable tourism over a
15-year period. In light of this research purpose, current study addressed these research questions:
What are the predominant research, themes and trends regarding unsustainable tourism identified
through bibliometric analysis over the past 15 years? What are the implications of unsustainable
tourism practices on destinations and the overall sustainability of the tourism industry? How do
different regions or destinations in the global tourism landscape contribute to unsustainable practices,
and what measures have been proposed or implemented to address these issues?

To identify relevant citations on unsustainability, bibliometric parameters were analyzed using R
studio software. From 2006 to 2023, a reflection of 42 publications appeared in the WOS (Web of
Science) collection for the topic “unsustainability” and “tourism”. A comprehensive analysis including
titles, abstracts, authors, sources, cited references, keywords, and institutes of relevant literature was
carried out. In order to identify relevant citations and concerns on unsustainability in the tourism
industry, several bibliometric parameters were analyzed using R software. Data were comprised of
research that was published between 2006 and 2023. Future studies will therefore be able to see
different perspectives about unsustainability in the literature, critical issues about sustainability and
distribution, in addition to changes in its underlying intellectual structure and thematic emphasis in
unsustainable resources.

Results of the analysis indicated that unsustainable tourism gained the most attention in 2020-22
with the major issues including the over-exploitation of natural landscapes, the commodification of
culture, and the marginalization of communities. The analysis reveals a nuanced network structure
characterized by seven distinct clusters including, management, patterns, tourism, sustainability,
politics, policy, and conservation. There is a need for scholarly research to examine unsustainability in
more detail and effective strategies can then be developed to protect unsustainable resources.

Key Words:

Unsustainability, Tourism, Sustainability, Bibliometric, Natural resource, Cultural heritage, Climate
change.
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Abstract

This article explores the impact of Business Model Innovation (BMI) on the sustainability of French
hospitality SMEs, specifically focusing on the mediating role of effectuation in the context of the
COVID-19 crisis. SMEs, particularly in the hospitality sector, faced severe disruptions during the
pandemic. The study examines whether SMEs that engaged in BMI also mobilised effectual logic,
contributing to economic, social, and environmental sustainability. While previous research has
separately linked BMI, effectuation, and sustainability, this study aims to integrate these elements,
considering the complex relationships in a crisis situation. The findings suggest that effectuation acts
as a mediator, positively connecting BMI with sustainability. The study contributes theoretically,
methodologically, and managerially, emphasising the importance of effectuation in achieving
sustainability amid crisis-driven BMI. Limitations include the cross-sectional nature and potential
memory biases. Future research may explore this causal sequence beyond crises and in different
contexts.
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Abstract

Considering the current environmental crisis, understanding and promoting environmentally
sustainable consumer behaviors is of great importance. Even though academic scholars have discussed
different sustainable behaviors. Thus, this research aims to comprehensively analyze latent definitions
of sustainable hospitality experiences that tourists in Switzerland demand. We use semi-structured
interviews and a representative survey with tourists who have stayed in Switzerland. First, our findings
provide valuable information for Swiss hospitality actors, allowing them to adapt their offers and
marketing strategies to fit customers’ sustainability requirements. Second, our method may serve as a
blueprint to replicate this analysis for other geographies and categories. Given the numerous signals
showing consumers’ increasing demand and willingness to pay for sustainable tourism, understanding
what kind of sustainable hospitality offers consumers wish to buy and how these should be
communicated pre- and post-purchase depending on the targeted segment is a prerequisite for
businesses to maximize their potential benefits.

Key Words

Green Consumer, Sustainable Hotel Offers, Guest Satisfaction.
Track: Sustainability Track
Focus of the Paper: Theoretical/Academic

Type of Submission: Full Paper
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Abstract

The partnership between a private company and a public university is crucial for achieving the
United Nations' Sustainable Development Goals (SDGs) by 2030. This case study examines the South
Beach Wine & Food Festival (SOBEWFF), organized by Southern Glades Wine & Spirits in
collaboration with the Chaplin School at Florida International University (FIU) over the past 23 years.
The festival, now the largest food and wine event in the United States, exemplifies a successful model
of industry-university partnership promoting social sustainability.

The literature review highlights the significance of university-industry partnerships in enhancing
educational outcomes and fostering sustainable practices. Previous studies have emphasized the role
of such collaborations in promoting social sustainability and meeting SDGs 4, 5, 8, 12, and 17.
However, limited research has focused on the impact of food and wine festivals on social sustainability,
making this case study unique.

Employing a qualitative case study methodology, this research utilized triangulation through
interviews, observations, and document analysis to explore the evolution and impact of the SOBE
Festival. It investigates critical factors contributing to the festival's success and its alignment with
SDGs, particularly in education, gender equality, economic growth, responsible consumption, and
partnerships.

Results indicate that the partnership has evolved through seven stages, significantly contributing to
local economic development and educational enrichment. The festival serves as a platform for FIU's
hospitality students to gain practical experience, with over 1200 volunteers annually. It supports SDG
5 by promoting women's leadership in the culinary industry and SDG 8 by fostering micro-enterprises
and sustainable tourism.

Moreover, SOBEWFF actively engages in waste reduction efforts (SDG 12) and promotes multi-
stakeholder cooperation (SDG 17), exemplifying its commitment to social sustainability. Initiatives like
the "Food Rescue™ program demonstrate the festival's efforts to address food waste and support local
communities.

In conclusion, the SOBE Festival underscores the transformative potential of industry-university
partnerships in promoting cultural and social events that contribute to sustainable tourism
development. It serves as a replicable model for other communities seeking to enhance social well-
being and achieve sustainable development through collaborative initiatives. This research provides
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valuable insights into leveraging partnerships for educational enhancement, economic growth, and
social equity, aligning with global sustainability goals.

Key Words

Industry-University Partnership, Social Sustainability, Food And Wine Festivals, Sdgs, Educational
Enhancement
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Abstract

This study applied Activation Theory to explore levels of planned tourists’ emotional arousal
stimulated by watching fear-appeal videos on coral reef degradation and environmental restoration.
Three video conditions manipulating fear-appeal messaging content with higher or lower proportions
of content focused on either threats to coral reefs from climate change and human impacts or
reassurance about coral reef restoration through environmental organizations and human volunteer
efforts were presented to a panel of U.S. respondents who indicated they were likely to take a vacation
to a coral reef destination in the next 5-years (h= 611). States of arousal increased ascribed
responsibility which, in turn, significantly increased willingness to engage in both passive and active
pro-environmental activities when on a vacation in a coral reef destination. Among conditions tested,
the fear-appeal video with highest proportions of reassurance and lowest proportions of threat
messaging demonstrated significantly more potent effects (overall model R2=.67).

Key Words:

Activation Theory, Coral Reef Restoration, Fear-Appeal, Pro-Environmental Behavior, Arousal,
Ascribed Responsibility
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Abstract

With planetary boundaries transgressed and global biodiversity in crisis, humanity must find new
solutions to old problems. Traditional ecological knowledge from Indigenous Peoples offers a more
ecologically sustainable alternative to the dominant Anthropocentric perspective. Instead of perceiving
nature as merely a resource to be freely exploited by humans, the notions of kinship and reciprocity
propose a more respectful relationship with our planet. Hospitality management should pay heed to
these ideas in two ways. First, non-human counterparts in nature should be considered in decision-
making as stakeholders whose interests are worthy of respectful consideration and are interdependent
with our own. Second, a progressive hospitality company should aim at not only transforming itself and
its relationship to the natural world, but also offer exposure to Indigenous worldviews as part of their
guests’ experiences to open the door for them to join in this transformation.
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Environmental sustainability, ecology, Indigenous Peoples, hospitality management, ethics,
Anthropocene
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Germany
Abstract

This conceptual paper explores the 'Art of Discomfort' in the context of sustainable living,
investigating the prevalent intention-action gap often observed in the journey towards a more
sustainable lifestyle. Drawing on cognitive theories, a sequential model is proposed to understand why
individuals often resist translating sustainable intentions into tangible actions. This model maps the
journey from acknowledging the disparity between current and desired lifestyles to embracing the
discomfort associated with substantial change, factoring in influences like the bystander effect and
personal lifestyles. The importance of personal responsibility in overcoming cognitive obstacles
towards adopting sustainable behaviours is discussed. This paper argues that embracing discomfort is
an integral catalyst for bridging the intention-action gap and fostering sustainable living.
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Abstract

This conceptual paper explores the 'Art of Discomfort' in the context of sustainable living,
investigating the prevalent intention-action gap often observed in the journey towards a more
sustainable lifestyle. Drawing on cognitive theories, a sequential model is proposed to understand why
individuals often resist translating sustainable intentions into tangible actions. This model maps the
journey from acknowledging the disparity between current and desired lifestyles to embracing the
discomfort associated with substantial change, factoring in influences like the bystander effect and
personal lifestyles. The importance of personal responsibility in overcoming cognitive obstacles
towards adopting sustainable behaviours is discussed. This paper argues that embracing discomfort is
an integral catalyst for bridging the intention-action gap and fostering sustainable living.
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Abstract

In the post-pandemic era, the restaurant industry faces challenges due to shifts in consumer
behavior and increased demand for takeout/delivery services. To adapt to this evolving landscape,
businesses are turning to "cloud kitchens." This study employs prospect theory to examine how
Taiwanese consumers' awareness of cloud kitchens influences perceived benefits, risks, and trust,
subsequently affecting their willingness to engage in consumption. 290 online questionnaires were
distributed, with 250 considered valid (86.2% response rate). SPSS 24 and Amos 24 software were used
for analysis. The findings show that consumer awareness positively correlates with perceived benefits
and trust, influencing consumption willingness. This suggests that perceived benefits and trust act as
mediators between awareness and consumption willingness. However, perceived risk does not exhibit
mediating effects. These insights have valuable implications for marketing strategies in the restaurant
industry.
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Abstract

Technology provides opportunities to offer higher personalisation to customers in hotels. However,
the question of how the essence of hotel services is integrated into technology to create a high-tech vs
high-touch experience remains unanswered. The study focuses on the interplay between hospitality
(high-touch) and technology (high-tech) for personalisation in hotels. The research was designed as an
embedded multiple case study, and this paper reports the findings of a pilot study, which included
interviews with five hotel managers and four customers. The major finding is that high-touch is the
indispensable extension of high-tech to offer effective personalisation for sustainable outcomes such as
customer delight, loyalty, and financial returns. Moreover, personalisation is offered differently at the
brand-, class-, and property level based on the use of high-tech and high-touch in the algorithmic and
authentic personalisation axes.
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sensegiving
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Abstract

This research paper explores the integration of socio-cognitive mindfulness into hotel well-being
offerings, responding to the increasing demand for unique and memorable experiences in the tourism
industry. As consumer expectations evolve, enhancing guest well-being has become an important factor
in boosting guest satisfaction and economic returns. The results of an online experiment showed that
indeed participants in the mindfulness condition scored significantly higher on constructs of interest
such as the attitude toward the hotel, and the rating of the hotel among others. Overall, we show that
incorporating socio-cognitive mindfulness into the well-being offer of a hotel can substantially improve
the guest experience and perceived well-being after the stay.
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Abstract

Hospitality and tourism offer fruitful field for interdisciplinary projects. The most critical component
enhancing service and usability of tourism investments, including hotels, is the perspective focused on
spatial design and interior architecture (1A). Hotel management (HM) and IA are applied higher
education programs which involve young individuals studying in two distinct directions: the former
focusing on operations and the latter on creativity-design. An interdisciplinary collaborative
educational environment will enable HM and IA students to collaborate on a project by sharing
knowledge and experiences to become professionals with competencies in both areas. This paper
presents the findings of the pilot study of an interdisciplinary collaborative research project aimed at
developing an educational model for higher education institutions by uniting students from two applied
programs with different orientations. Findings from a focus group interview with eight undergraduate
students offer an extensive understanding of the strengths and challenges of such a learning method.
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Collaborative learning, Interdisciplinary learning, Hotel management, Interior architecture and
environmental design, Higher education, Undergraduate programs
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Abstract

A theoretically supported restaurant classification system based on the hedonic and utilitarian
consumption concept was presented earlier. It received some empirical support from a panel of
hospitality educators and food journalists. However, it classified the U.S. restaurant industry into only
four major categories, which is inadequate to describe over 1.1 million restaurants in the USA. The
current study addresses that limitation and extends the classification model by identifying eight distinct
restaurant types characterized by service quality, food quality, ambiance, and business model. This
advanced model is based on the theory of utilitarian and hedonic consumption and the fact that many
restaurant concepts blend both hedonic and utilitarian guest experiences proportionately. The
advanced model overcomes some of the limitations of the earlier version by accommodating greater
nuances in guest experiences, presenting eight restaurant types: Ultra-Hedonic, High Hedonic;
Moderately Hedonic; Utilitarian, Moderately Utilitarian; High Utilitarian; Ultra-Utilitarian.
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Collaborative learning, Interdisciplinary learning, Hotel management, Interior architecture and
environmental design, Higher education, Undergraduate programs
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Abstract

This research investigates the influence of Omani tour guides communication competences and
service quality on inbound tourists’ experience, satisfaction, and revisit intention. As tourism has
emerged as a crucial element of the Sultanate of Oman economic diversification strategy, it is worth
investigating all factors relevant to this service sector stakeholders. Tour guides are cultural
ambassadors who play a vital role in creating memorable tourists’ experiences, enhancing tourists’
satisfaction and image creation because of their close relationship with tourists. The research will
provide a comprehensive understanding of the influence of Omani tour guides' communication
competences and service quality on inbound tourists' experience, satisfaction, and revisit intention. The
research will first conduct two focus groups with both international tourists and tour guides for
measurement scale development purpose. Then, data will be collected from major inbound tourists who
visited the Sultanate of Oman and used the tour guiding service.
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Abstract

This research investigates the influence of Omani tour guides communication competences and
service quality on inbound tourists’ experience, satisfaction, and revisit intention. As tourism has
emerged as a crucial element of the Sultanate of Oman economic diversification strategy, it is worth
investigating all factors relevant to this service sector stakeholders. Tour guides are cultural
ambassadors who play a vital role in creating memorable tourists’ experiences, enhancing tourists’
satisfaction and image creation because of their close relationship with tourists. The research will
provide a comprehensive understanding of the influence of Omani tour guides' communication
competences and service quality on inbound tourists' experience, satisfaction, and revisit intention. The
research will first conduct two focus groups with both international tourists and tour guides for
measurement scale development purpose. Then, data will be collected from major inbound tourists who
visited the Sultanate of Oman and used the tour guiding service.
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Abstract

Existing work on senior lifestyle mobilities in China has predominantly focused on therapeutic
landscape imaginaries and second-home cities. This paper shifts the focus to the group-oriented
lifestyle pursuits of Chinese urban seniors who temporarily reside in rural areas for extended vacations.
By interviewing Chinese senior long-stay tourists in rural destinations, this study examines how their
decisions to engage in long-stay tourism are driven by the quest for a communal leisure lifestyle
characterized by group living routines and a sense of camaraderie. Our findings highlight the role of
geo-arbitrage in facilitating and accommodating these group-oriented mobility patterns among senior
tourists. Yet, their mobile later life experiences are also marked by precariousness and vulnerability
due to individual and group-level health decline, as well as the disparities in senior care services
between urban and rural regions in China.
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Abstract

From the purpose of segregating labor to conferring status, the proliferation of job titles across
international markets has been a detrimental factor in creating confusion amongst practitioners. The
inconsistent use of job titles within companies in the hospitality industry also impacts the ability to
analyze trends regarding gender equality. Thus, the following study aims to evaluate the gender
distribution of job titles across time in the hospitality industry, by using standardized versions of job
titles. A data set of 22,063 job titles has been collected and analyzed. Results show that job titles like
“vice president of operation”, “senior vice president”, “executive vice president” and “vice
president”, have been very volatile in terms of gender inequality during the period 2018-2022.
Moreover, results indicate that while the job titles with the most gender inequality are relatively
constant, the job titles with the least gender inequality are mostly different each year.
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Abstract

The paper explores potential changes in employee motivation for retention within the Dutch hotel
industry after the COVID-19 pandemic applying the Self-Determination Theory to examine competence
and relatedness. An online survey was designed and administered to 298 Dutch hotel staff members.
The employees were categorised into two groups — managerial and non-managerial workers — taking
into account their distinct job responsibilities. The findings indicate that both groups have assigned
increased significance to intrinsic elements of competence and relatedness post-pandemic. Based on
the quantitative and qualitative results, recommendations were provided for supervisors, HR managers,
and other policymakers in the Dutch hospitality industry to enhance employee retention in the sector.

Key Words:
Hospitality, Dutch Hotel Staff, Post-COVID-19, Competence, Relatedness

Track: The Employees’ Perspective Track
Focus of the Paper: Theoretical/Academic

Type of Submission: Full Paper

236



8.26 Female migration, emotional labour and the

hospitality industry in Qatar
( 1 I I RI |1: Gulbahar Abdallah

The Hospitality & Al Rayyan International University College, Qatar;
Tourism Educators

SERVING ELROFE, THE MIDOLE EAST & AFRICA

Abstract

The study examines the intersections between migration, gender and emotional labour in the
hospitality industry in Qatar and draws on an ethnographic study of a five-star hotel, including
interviews with female migrant workers, and observations of service encounters between these workers
and customers.

Findings illustrate the ways in which women’s experiences of migration affect their ability to
‘surface act’ or ‘deep act’ in encounters with customers. Migrant women are often separated from their
families and support networks, requiring additional layers of emotion management. Emotional labour
becomes particularly binding for migrant women. This then places additional responsibilities onto
hospitality organisations to support female migrant employees to cope with the challenges of emotional
labour.

Although the concept of emotional labour has been widely applied to understanding work in the

hospitality industry, the intersections between female migration and emotional labour have not
previously been examined.
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Abstract

The restaurant industry experiences a high level of business failures compared to other industries.
Such a high failure rate significantly negatively affects the owners, employees, providers, lenders, and
even the community. It is not only an individual distress issue but also a public policy issue. The hotel
industry enjoys the benefit of CompSets developed by STR, but unfortunately, no such tools are
available to the restaurant industry. To overcome this limitation and help the restaurant industry, the
current study presents an innovative CompSet model specifically developed for the restaurant industry.
It was developed in cooperation with restaurant professionals, consultants, and scholars. The presented
restaurant CompSet model is distinctly different from the hotel CompSet model developed by STR. The
initial results are very encouraging, and it is believed that this could be considered a useful metric in
helping the restaurant industry determine competitiveness.
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Abstract

This article conducts a multi-dimensional content analysis of policy documents issued by the Chinese
central government, relevant ministries, and commissions from 1996 to 2023, aimed at analyzing the
evolution and salient characteristics of China’s senior tourism development policies. The key findings
are as follows: (1) The first policy pertaining to senior tourism was promulgated in 1996, with policy
guantity and intensity exhibiting sluggish growth until 2010 and an explosive increase after 2016; (2)
From the perspective of policy instruments, demand-side tools were prominently favored, with relatively
less emphasis on supply-side and environmental measures; (3) The ministries issuing the highest
number of policies were the Ministry of Culture and Tourism, the Ministry of Transport, and the
National Development and Reform Commission; (4) Three overarching policy themes emerged:
“government supply and management” “senior tourism needs and issues” and “policy support and
adaptation renovation”.
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Abstract

The COVID-19 pandemic was an unprecedented global event, experienced simultaneously
worldwide. In response, each country enacted a range of policies, encompassing not only health
measures to mitigate the impact of COVID-19 but also diverse social and economic policies. This paper
examines the impact of various policy measures implemented by governments on the performance of
the hospitality industry. Using a panel of 38 countries between 2020 and 2022, we analyze how long it
took to policies to produce positive effects on the occupancy rate and which policies or policy-mix have
proved more effective. The analysis studies the effects of policies, considering several additional factors
like the phase of the business cycle and the degree of uncertainty in the markets.
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Abstract

This study examines the impact of CEO facial masculinity, measured by the facial width-to-height
ratio (fWHR), on the internationalization strategies of hospitality firms, while also considering the role
of corporate governance structures. Our analysis reveals that higher fWHR, indicative of traits such as
aggression and risk-taking, significantly correlates with a greater propensity to pursue international
expansion. The study further identifies that CEO compensation and duality enhance the influence of
facial masculinity on internationalization decisions. However, contrary to initial hypotheses, CEO
tenure does not significantly moderate the relationship between fWHR and internationalization,
suggesting that the experience length does not impact the strategic use of inherent CEO traits for
international expansion. These findings underscore the importance of aligning CEO traits with
corporate governance mechanisms to effectively navigate global market strategies.
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Abstract

The course uses a student-centered learning approach. The course offers students an opportunity to
enhance their analytical and interpretive skills and develop a Business Intelligence System through
environmental scanning activities. The activities assist students to identify the driving forces and impact
on the global hospitality and tourism industry. Students will identify and analyze the competitive
strategies devised by the hospitality and tourism leaders in responding to the challenges in the global
business environment.
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Abstract

The U.S. Fulbright Scholar Program (USFSP) provides an opportunity for hospitality academics,
including those from other countries, to conduct a meaningful project in hospitality with an
international organization. Guided by theories of cultural exchange, intercultural competence, and
peace education, this study utilizes an autoethnography through a personal narrative that highlights a
Fulbright program experience with an international university in Vietnam. The themes discussed in this
research include Vietnam's resistance to tourism challenges affiliated with COVID-19, cultural
exchange and understanding, and challenges endured by the USFSP.
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Abstract

This paper explores the integration of Smart Sparrow, an adaptive learning platform, into teaching
strategic management course at the undergraduate and graduate levels to enhance student engagement
and learning outcomes. By simulating real-world management scenarios, Smart Sparrow allows
students to apply strategic management theories and concepts in a controlled environment, with
personalized feedback based on their choices. The platform aligns with key learning theories such as
Bloom’s Taxonomy, Fink’s Taxonomy of Significant Learning, and Kolb’s Experiential Learning.
Through practical examples, we demonstrate how instructors can use Smart Sparrow to facilitate deep,
reflective learning while preparing students for the complexities of leadership roles.
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Abstract

This study presents two cases of 'A la Carte Challenge method' employed in teaching. It is a learning
strategy combining critical problem-based and coopetition approaches with society-centric focus. It
fosters integrative teaching and can be used as a pattern across the program. This approach encourages
students to apply theoretical concepts to practical application, develops problem-solving skills, and
strengthens university-society connections by addressing real-world challenges.
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learning
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Abstract

The post-pandemic aviation market has indeed created new challenges. However, as the burst of
travel after the pandemic eased, many new opportunities were created. Airlines now must maintain a
high degree of flexibility to quickly respond to changes in market demand. To explore the factors
affecting the innovative transformation of the aviation industry and the influencing relationship between
the criteria under the related dimensions, after investigating the opinions of a total of 30 experts from
the aviation industry, the government and academia, the innovation strategy is established by the fuzzy
Delphi method (FDM) and the decision-making trial and evaluation laboratory (DEMATEL). The
results of the transformation assessment model help reveal the interactions among the key factors for
managers. This study suggests that when the aviation industry undergoes innovative transformation,
market orientation and absorptive capacity should be prioritized to reduce the risk of transformation
failure.
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Abstract

In the wake of the pandemic, consumer behaviors, preferences, and expectations have shifted,
necessitating the recalibration of restaurant operations and services. This study aims to validate the
connections among dynamic capability, organizational culture, absorptive capacity, innovation
adoption, performance and restaurants' innovation transformation activities in the postepidemic era.
Thirty experts in innovation transformation were consulted, and the fuzzy Delphi method (FDM) and
Decision-Making Trial and Evaluation Laboratory (DEMATEL) were utilized to examine and analyze
the relationships among dimensions and items in the context of innovation transformation in
restaurants. Additionally, strategic development suggestions for future innovation transformation
problems in restaurants were provided.
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Abstract

Employing a combination of qualitative and quantitative methodologies, this study delved into the
essential facets of service innovation across diverse industries, including tourism, hospitality, leisure
recreation, and the airline sector. The findings underscore that the dynamics of service innovation are
intricately linked to both internal and external environments, thereby shaping organizational and
customer performance. The study identified pivotal attributes such as absorptive capacity, intellectual
capital, big data analysis capability, transformational leadership, service design, digital technology
adoption, environmental factors, differentiation, market orientation, information infrastructure,
organizational culture, innovation transformation, dynamic capability, and financial performance as
critical influencers of service innovation. Furthermore, the multifaceted dimensions highlighted in this
study contribute to a comprehensive understanding of how service innovation can be strategically
harnessed to navigate and thrive in the evolving landscape of the tourism and hospitality industry.
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Abstract

Given the growing adoption of Al technologies in the hospitality industry, the current study aims to
explore the significant relationship between employees’ perceived organizational support (POS) and
their intellectual risk-taking behavior (IRT) as well as the moderating role of employees’ Al anxiety in
this relationship. The PLS-SEM will be used to analyze the results. The findings will provide hotel
industry insights into organizational management and better allocate the company resources to help
employees increase their Al competencies.
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Abstract

This review thoroughly examines the integration of disadvantaged groups within service industries
and scrutinizes the role of CSR in this process. It underscores CSR's synergy with global social inclusion
initiatives and its multifaceted contributions to sustainability, economic stability, and social well-being,
including cultural preservation and employee welfare. Despite considerable scholarly attention, gaps
persist in addressing the inclusion of disadvantaged groups adequately. The study identifies these gaps
and advocates for employing clearer terminology like "disadvantaged groups,” aligning with the United
Nations' commitment, and extending engagement to groups receiving less attention. Through a
systematic literature review, the study identifies prevailing research trends and identifies barriers to
inclusion from the perspectives of employers, disadvantaged individuals, and customers. Overall, this
review advances the integration of CSR with Diversity, Equity, and Inclusion perspectives in service
industries.
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Abstract

This review thoroughly examines the integration of disadvantaged groups within service industries
and scrutinizes the role of CSR in this process. It underscores CSR's synergy with global social inclusion
initiatives and its multifaceted contributions to sustainability, economic stability, and social well-being,
including cultural preservation and employee welfare. Despite considerable scholarly attention, gaps
persist in addressing the inclusion of disadvantaged groups adequately. The study identifies these gaps
and advocates for employing clearer terminology like "disadvantaged groups,” aligning with the United
Nations' commitment, and extending engagement to groups receiving less attention. Through a
systematic literature review, the study identifies prevailing research trends and identifies barriers to
inclusion from the perspectives of employers, disadvantaged individuals, and customers. Overall, this
review advances the integration of CSR with Diversity, Equity, and Inclusion perspectives in service
industries.
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Abstract

Food waste is a significant global issue with far-reaching consequences. According to the United
Nations Food and Agriculture Organization (FAQ), approximately 1.3 billion tons of food are wasted
globally each year. This also means wasting resources such as water, land, and energy that are used
in the production. Although several professional organizations drew attention to the hospitality sector's
significant role in waste production, thus raising consumer awareness of its magnitude and societal
importance, it has attracted insufficient attention to-date.

On this poster, we present the results of two experiments in which restaurants drew guests' attention
to this problem and measured the effect of raising awareness on the amount of food thrown away. The
results support that guests can be involved in food waste reduction measures.
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Abstract

Travel companies are integrating online communities into their business strategies to foster value
co-creation with customers. The potential value of online travel communities relies on the level of
members’ engagement and motivation to participate and contribute. This study proposes a Motivation
for Value Co-Creation Scale (MVCCS) for measuring online travel community users’ participation in
value co-creation activities. Employing a four-stage study with a mixed-methods design, rigorous scale
development procedures were established. Phase 1 identified dimensions and initial items through
literature review. Phase 2 used exploratory factor analysis to refine the items. Followed by
confirmatory factor analysis (phase 3) and the scale’s predictive validity in community members’
intentions to share information and purchase (phase 4). This research extends the understanding of
online community members’ motivations for value co-creation. Furthermore, it provides implications
for online travel companies to use MVCCS to measure their customers’ motivation of contributing to
value co-creation activities.
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Abstract

Even though cross-cultural adaptations of tourists have been subjected to previous studies, the
responses of the natives upon such demonstrations are least explored especially from the perspective
of cultural tourism impacts. Through qualitative analysis of videos, and online interactions, this
conceptual paper would explore the extent of emotional solidarity among natives that resonates
alongside the cross-cultural adaptations demonstrated by foreign vloggers on social media.
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Abstract

Light pollution is a significant problem in urbanising societies around the world. The increase in
artificial light sources, especially in urban and peri-urban areas, leads to numerous negative
consequences for the environment, human health and quality of life. Among the facilities generating
artificial light at night (ALAN) are hotels, which by their very nature and function often operate with
lighting throughout the night. The light emitted by hotels affects not only the external environment, but
also potentially the comfort and health of guests and staff (Iwanicki et al., 2024).

The issue of light pollution in the aspect of accommodation facilities has not often been discussed in
the scientific literature (lwanicki et al., 2024). Some publications have analysed the environmental
impact of artificial light emitted by hotels and resorts, especially in coastal areas (e.g. Verutes et al.,
2014). Few publications concerned light intensity measurements on building facades (e.g. Skiadopoulos
et al., 2022). Dark sky friendly hotels are tourist facilities that take specific measures to reduce light
pollution and have an exceptional or distinguished quality of starry nights and a nighttime environment
(DarkSky, 2024). These measures are not only aimed at minimising the impact of artificial light on the
surroundings, but also to ensure that guests can experience an unpolluted, natural night sky. In order
to achieve a certificate, hotels must meet certain criteria and standards, which are usually monitored
and certified by the relevant organisations.
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Abstract

As Greenland anticipates an increase in American tourism in the coming years, the Arctic Education
Alliance (AEA) partnerships between Greenland and Maine, USA have resulted in several innovative
community-based action research projects at UNESCO World Heritage Sites that teach students
sustainable tourism development tenants by engaging them as tourists and as community members. It
is argued that this type of research approach, which relies on international collaboration, strengthens
recommendations for tourism development and management, including the indigenization of tourism
education while also building leadership and creative problem-solving skills in the stewards of
tomorrow’s tourism industry. In teaching a sustainable approach to tourism development through long-
term international collaborations with community partners and higher education institutions, the AEA
strives to create space for building bridges and sharing capacity in sustainable tourism initiatives.
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Abstract

This poster presents the findings of a mixed methods study about the impact of a mandatory internship
in Higher Tourism Education and its effect on the employability of tourism and hospitality graduates
in Vienna. An online survey and a focus group discussion with tourism bachelor graduates were used
to examine the impact of a mandatory internship on their career plans as well as on their employability.
The results show that graduates have no difficulties entering professional life after graduation.
Furthermore, it is indicated that the duration before starting the first job was significantly shorter for
graduates who did their internships according to their career plans in their preferred tourism sector
than for graduates who did not do their internships in line with their career plans.
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Abstract

This research explores the impact of ‘Microlearning’ (ML) as a training tool within the hospitality
industry, focussing on its ability to provide accessible knowledge while addressing time management
constraints faced by employees. Through a mixed-method approach, qualitative interviews were
conducted with 20 training specialists, revealing five key attributes that make ML particularly effective:
accessibility, time management, activity diversity, assessment, and performance impact. A subsequent
guantitative survey involving 100 hotel employees assessed their perceptions of these attributes. The
findings show that ML is well-received, especially for its time efficiency and accessibility, which
accommodate the demanding schedules of hospitality employees. However, the study also highlights
generational differences in perceptions of ML’s time-saving potential. By assessing participants'
feedback, this study offers insights into the design and deployment of ML to optimise training outcomes
and proposes strategies for integrating ML into broader hospitality training programmes.
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Abstract

The concept of Thriving at Work (TAW) is increasingly attracting attention in both academic and
industry circles, particularly within the organisational setting of the hospitality sector, which faces
notable challenges related to its workforce. Despite the growing body of research, the individual and
contextual factors influencing TAW in the hospitality sector, including its barriers and enablers, have
been understudied. This research seeks to explore the notions of TAW from the combined perspectives
of hospitality frontline staff and managers. Utilising LEGO® SERIOUS PLAY®-elicited focus groups,
this study enhances our understanding of TAW within the hospitality industry, contributing to positive
organizational psychology and sustainable human resources management both in theory and practice.
Furthermore, it aims to provide practical recommendations for industry practitioners and policymakers
to improve employee well-being and performance, offering strategies specifically designed for
hospitality work and its workforce.
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Thriving at work, Hospitality workforce, Sustainable HRM, Employee well-being, LEGO® SERIOUS
PLAY®
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Abstract

The study examines the impact of quantitative and qualitative job insecurity (JI) on employees'
subjective well-being (SWB) and performance in the creative and eco-creative domains. It uses social
information processing, sensemaking, and conservation of resources theories to understand these
relationships. The study also investigates how supportive leadership (SL), considering employees'
length of service, moderates the effects of JI on performance and well-being. The data was collected
from Chinese hotel workers. The findings suggest that SWB partially mediates the relationship between
qualitative JI and eco-creative performance. Qualitative JI and SL significantly influence SWB and
creative performance, but no evidence supports that SL moderates the relationship between quantitative
JI, SWB, and performance types. Long-term employees experience slightly lower qualitative JI and its
effects. This study highlights the importance of recognizing JI as a significant stressor and its
implications for employees' mental health and productivity at work.
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Abstract
Employee turnover happens, and while most businesses can tell you their turnover percentage, they
cannot tell you how much it costs.

The hospitality industry is known for high employee turnover; with suggested percentage rates over
70% and costing at least 30% of each employee's salary, the financial cost of turnover can be
staggering. Still, businesses don't measure turnover cost; instead, accepting turnover without
considering its financial (at times unnecessary) negative impact on the business's profits.

The most recent research on employee turnover was in 2014, and the world has changed
significantly since then. While research tells us potential turnover causes and solutions, business
location, standard and style, and the general state of the economy etc contribute to turnover, but to
what level is not known.

Our research questionnaire sets out to understand and update the costs of hospitality employee
turnover across various hospitality sectors in New Zealand, Australia and Dubai.
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Abstract

In tourism, there is a growing trend towards engaging with the everyday aspects of destinations.
This trend is highlighted by the Chinese concept of “Yanhuo Chi”, which directly translates to the fire,
smoke, and unique mingled aroma produced when people cooked daily meals with firewood. It extends
to symbolize the simple yet aesthetically rich atmosphere of everyday life, filled with worldly human
emotions and everyday culture of a place. This study utilizes semi-structured interviews and grounded
theory to explore tourists’ experiences of Yanhuo Chi from the perspective of everyday aesthetics. The
findings reveal a framework of the aesthetic qualities of destinations’ Yanhuo Chi. It also challenges
the conventional limits of “everyday aesthetics”’, proposing its extension to non-routine environments.
This research also has practical implications for enhancing tourists’ everydayness experiences and
community-based destination management.
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