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1 Background 

Information and communication technology (ICT) plays an indispensable role in 
development of the tourism industry. However, the role of technology has shifted from back-
end services for transactions and reservations to front-end applications that support a plethora 
of tourist activities. Such drastic change has made usability and the user experience prime 
concerns for researchers. The era of pervasive technology has also changed our relationship 
with information appliances; they enable us to work, play, and express ourselves in a new way 
to the extent that we no longer “use” technology but rather it has become part of our 
everydayness. Furthermore, the new technology has the capacity to redefine and transform us 
(Sellen, Rogers, Harper & Rodden, 2009); from the research point of view, “such new forms 
of interaction between humans and computers will involve asking questions about the 
qualitative - process, potential, and change - rather than quantifiable attributes and capabilities 
alone” (p. 66). How tourists live with technology may eventually become a new agenda for 
eTourism research.  

1.1 Use of ICT in the tourism industry 

The tourism industry is regarded as one of the earliest adopters of ICT in the field of 
business through introduction of the Computer Reservation System (CRS) in the 1970s 
(Buhalis & Law, 2008, p. 609). Buhalis (2003, p. 77) defined the term eTourism decade ago 
as the digitalization of all processes and value chains in the tourism, travel, hospitality, and 
catering industries’ information technology for strategic tourism management. This umbrella 
term includes all business functions as well as eStrategy, ePlanning, and eManagement for all 
sectors of the tourism industry, including travel, leisure, hospitality, principles, intermediaries, 
and public sector organizations. The role of eTourism was aimed at increasing the efficiency 
and efficacy of transactions.  

However, technology has become more popular and pervasive than ever before and the 
use of ICT in the tourism industry is no longer as a back-end supporting service. Over the last 
decade, we have seen a plethora of websites and applications developed to empower tourists’ 
autonomy: They assist tourists in looking for travel-related information, generating 
customized travel packages, making instant reservations, and sharing travel experiences with 
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others. Although tourism is regarded as an information-intensive industry (Benckendorff, 
Pauline & Fesenmaier, 2014, p. 2), the agglomeration of various solutions provides more 
choices for tourists but also engenders information overload and entropy (Inversini & Buhalis, 
2009, p. 382). While most related studies have been mainly driven by the use of technology in 
the service of business and management, such as consumers and demand, technological 
innovation, and industry functions (Buhalis & Law, 2008, p. 610), more recent research has 
suggested that ubiquitous technology can be used to create meaningful tourist experiences 
(McCabe, Sharples & Foster, 2012). The wide adoption of technology has the potential to 
fundamentally transform the nature of the tourism industry from business and market centric 
to individual empowerment (Buhalis, Leung & Law, 2011).  

1.2 Technology developed for positive well-being 

Technology plays an integral part in future tourism development and its application is 
gaining in breadth and depth; it now covers various aspects of tourism activities (Kennedy-
Eden & Gretzel, 2012) and incorporates intelligent networks and systems, such as smart 
tourism initiatives (Buhalis & Amaranggana, 2014; Carlos & Aurkene, 2013). Seemingly, 
travel technology will become more complex and sophisticated, and investigation is needed to 
enhance its efficiency and effectiveness for higher performance and user satisfaction (Finstad, 
2010). However, would this gain in usability and productivity equate to the gain in well-being 
on which the meaningful tourist experience is based? The Easterlin paradox (Easterlin, 
McVey, Switek, Sawangfa & Zweig, 2010) has demonstrated that an increase in performance 
and income do not equate to happiness. Likewise, a gain in effectiveness and productivity in 
the eTourism platform may not lead to a happier tourist experience. Furthermore, our 
relationship with technology is drastically changed in the age of pervasive technology and we 
no longer use technology exclusively for productivity; we live with it. Technology is totally 
integrated in our everydayness and empowers us in many ways (Sellen et al., 2009). Now 
technology exists as “’third nature’, progressively replacing ‘living culture’ and natural 
environment for human beings. Digital culture gives human beings new ways to solve 
existential problems” (Baeva, 2014, p. 33). Recent research in the field of human computer 
interaction (HCI) has argued that design and development of the digital experience should 
support well-being and human potential (Calvo & Peters, 2012, 2013, 2014; Sander, 2011). 
Just like the field of HCI successfully devised methods to design and measure usability, 
effectiveness, and efficiency, new design frameworks and evaluation methods are needed to 
ensure that design of the digital experience fosters well-being. 

1.3 Well-being from the perspective of positive psychology 

The study of positive emotion and human potential is the utmost concern of positive 
psychology (PP). PP is regarded as the scientific study of conditions and processes that 
contribute to the flourishing and optimal functioning of people, groups, or institutions (Gable 
& Haidt, 2005, p. 103). However, well-being has been conceptualized in two dimensions: 
subjective well-being (SWB) and psychological well-being (PWB) (Waterman, 1993). While 
subjective well-being refers to hedonic pleasurable experiences which can be measured by the 
presence of positive affect, the absence of negative affect, and the level of satisfaction with 
one’s life (Deci & Ryan, 2008), psychological well-being is regarded as a life of eudaimonia 
and the quest for meaningful life by actualizing one’s true potential across one’s lifespan 
(Ryan & Deci, 2001). This is consistent with the Aristotelian view of “activity in accordance 
with virtue” (“eudaemonism,” 2015); eudaimonia “is not a consequence of virtuous action but 
rather an inherent aspect of such action” (Peterson & Seligman, 2004, p. 18). Although a high 
level of covariance has been found between hedonia and eudaimonia (Deci & Ryan, 2008), 
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research has suggested that hedonic pursuits relate more to positive affect as opposed to 
transcendent experiences such as awe, inspiration, and life purpose in the eudaimonic 
counterpart (Huta & Ryan, 2010). Several frameworks (Csikszentmihalyi, 1997; Peterson & 
Seligman, 2004; Ryan & Deci, 2000; Ryff, 1989; Seligman, 2002; Wong, 2011) have been 
devised to cope with the concept of eudaimonia; qualities and conditions pertaining to human 
flourishing include personal accomplishment, active engagement, personal growth, self-
acceptance, identification of purpose in life, positive interpersonal relationships, and increased 
sense of autonomy. To further illustrate the difference between hedonia and eudaimonia, 
Seligman (2002) distinguished three dimensions of life: a pleasurable life which is based on 
hedonistic enjoyment, an engaging life which is about exercising one’s core character 
strengths (personality traits) to obtain abundant gratification in one’s life, and the meaningful 
life in which those character strengths are used in the service of a purpose greater than self-
interest. The co-existence of the three life dimensions in one’s life is considered the fullest 
life; it “consists in experiencing positive emotions about the past and future, savoring positive 
feeling from pleasure, deriving abundant gratification for your signature strengths, and using 
these strengths in the service of something larger to obtain meaning” (Seligman, 2002, p. 
263). Although valued by moral philosophers, probing into virtues is challenging as it lacks a 
common vocabulary for effective measurement. By focusing on personality traits, Peterson 
and Seligman (2004) identified 24 strength-based characters (Table 1) which are considered 
ingredients for developing one’s virtues. The developmental aspect of character strengths is 
congruent with the processes of self-realization and personal transformation. Furthermore, 
those character strengths are regarded as dimensional traits which reflect individual 
differences in terms of dimensions and degrees. Recognizing and frequently exercising those 
character strengths allows for the fullest development of one’s life. 

1.4 Positive psychology in tourism and (serious) leisure study 

Studies conducted on tourist experience have focused on the hedonistic aspects of well-
being, such as pleasure, happier life, positive effects, and better life satisfaction, or physical 
wellness, such as improved physical health and stress reduction (Chen & Petrick, 2013; Filep, 
2012a). Arguably, a meaningful tourist experience is not just about pleasure and comfort but 
rather how the activity is connected with one’s virtues, self-identity, self-empowerment, 
connectedness with others, and purpose in life (Filep & Pearce, 2013; Filep, 2012a, 2012b; 
Kler & Tribe, 2012; Little, 2012; Noy, 2004; Pearce, 2009; Reisinger, 2013; Stebbins, 1996a; 
Voigt, Howat & Brown, 2010; Wilson & Harris, 2006). However, the themes pertaining to 
positive psychology such as personal growth (Kim, Seto, Davis & Hicks, 2014; Kleiber, 
Hutchinson & Williams, 2002), self-actualization (Stebbins, 1996b), and eudaimonia (Anić, 
2014) are prevalent in leisure studies (Freire, 2013; Mannell & Iso-Ahola, 1987; Mannell & 
Kleiber, 1997).  

Tourism and leisure are closely related, especially in our contemporary mediated world. 
Scholars (Haldrup & Larsen, 2009; Uriely, 2005; Urry, 2007) have argued that tourism is no 
longer an escape from our everydayness but can be seen as a performance which extends from 
our everyday practices. On the other hand, E. Cohen (2010) posited that the discourses of 
“existential authenticity” (Reisinger & Steiner, 2006; Steiner & Reisinger, 2006; N. Wang, 
1999) in tourism can draw parallels with the concepts of well-being, self-fulfillment, and 
optimal experience (Csikszentmihalyi, 1997). Likewise, S. A. Cohen (2008) attempted to 
reconcile the concepts of self-actualization (Maslow, 2013 [1968]), flow experience, and 
existential authenticity and proposed a holistic approach to the search for self. By referencing 
existentialism literature, S. A. Cohen (2013) further argued that such approach to the quest for 
self particularly applies to the practice of “serious leisure” (Stebbins, 1982), the “systematic 
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pursuit of an amateur, hobbyist, or volunteer core activity that is highly substantial, 
interesting, and fulfilling and where, in the typical case, participants find a career in acquiring 
and expressing a combination of its special skills, knowledge, and experience” (Stebbins, 
1992, p. 3). Participation in serious leisure activities can induce the flow experience 
(Csikszentmihalyi, 1997) and Stebbins (1997, p. 128) argued that serious leisure can promote 
individual psychological well-being (see also Fesmire, 2013; Trainor, Delfabbro, Anderson, & 
Winefield, 2010), although further empirical research is necessary to verify this claim.  

In the field of tourism, the study of psychological well-being and eudaimonia has captured 
scholars’ interest in recent year (see also Filep, 2009; Kler & Tribe, 2012; Reisinger, 2013). 
Reisinger (2013) edited a book on the topic of transformation tourism that documented a wide 
array of serious leisure activities practiced in the tourism context. Although those studies 
where framed under Mezirow’s (2009) transformational learning theory, the text suggested 
that those activities can effectively transform human beings and result in positive changes 
(Reisinger, 2013, p. 227). He further argued that transformation does not equate to change. 
Transformation is growth enhancing, developmental, engaging, holistic, risk taking, and 
irreversible (Reisinger, 2013, pp. 21–22); it is “more of a journey and less of a decision at one 
point in time” (McDonald et al., 1999, p.11 cited in Reisinger, 2013, p. 22). Such concept of 
transformation is perfectly compatible with self-actualization and eudaimonic pursuits as 
promoted by positive psychology. 

2 Problem statement 

2.1 The role of technology in creating the tourist experience 

In response to the strong desire to create meaningful tourist experiences in the era of 
pervasive technology, instead of investigating technological opportunities (e.g., Buhalis & 
Amaranggana, 2014, 2015; Neuhofer, Buhalis, & Ladkin, 2014), enhancing usability and the 
user experience (e.g., Benyon, Quigley, O’Keefe & Riva, 2013; Berger et al., 2007) or 
devising marketing strategies (e.g., Andersson, 2007; Mossberg, 2007); the researcher 
proposes to first look into what constitute a meaningful experience from the individual’s 
perspective. The field of positive psychology recognizes that meaningful experiences do not 
equate to engaging experiences, positive emotions, or high life satisfaction (Deci & Ryan, 
2008; Delle Fave, Massimini & Bassi, 2011; Seligman, 2002; Wong, 2011). Meaningful 
experience is a subjective appraisal of intersubjective circumstances (Baumeister & Vohs, 
2002; Emmons, 2003; Unger & Kernan, 1983), whereas the concept of eudaimonia is 
inherently idiosyncratic (Waterman, 1990). Baumeister and Vohs (2002, p. 610) proposed that 
a meaningful life can be understood in terms of four intrinsic human needs: purpose, value, 
sense of efficacy, and self-worth. The researcher believes that tourism not only plays an 
important role in the construction of tourists’ happiness and life satisfaction, it can also 
contribute significantly to their meaningfulness, leading to flourishing lives. To address the 
meaningful tourist experience imperative, the future development of eTourism platforms 
should take account of the sense-making and eudaimonic pursuits of individuals; the role of 
technology should be supportive in identifying, promoting, and orchestrating such meaningful 
tourist experiences. Perhaps seeing eTourism innovations from this perspective can allow 
technology, business, and society to function together synergistically to ensure the flourishing 
of individuals, institutions, and society.  
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2.2 A society for well-being and positive transformation 

The ambition to achieve positive transformation is not limited to personal well-being but 
also applies at the level of community, organization, and society (Anderson et al., 2013; 
Diener & Seligman, 2004; Seligman & Csikszentmihalyi, 2000; Tromp & Hekkert, 2014; 
White & Waters, 2015). In addition to positive computing (Calvo & Peters, 2014; Sander, 
2011), positive design (Pohlmeyer, 2013), social implication design (Tromp & Hekkert, 
2014), scholars in the field of business (Mick, Pettigrew, Pechmann & Ozanne, 2012) are also 
interested in studying the implications of eudaimonia and positive transformation for their 
area. Pine and Gilmore’s (1999) seminal book, despite the popularity of the experience 
economy, proposed transformation as the ultimate mode of business offering. They postulated 
that “human beings have always sought out new and exciting experience to learn and grow, 
develop and improve, mend and reform” (p.163). For them, experience is a means for 
transformation. The conscious consumer will choose a product or service not only according 
to personal preference but also based on how it will transform the consumer and his or her life 
and mind (Mermiri, 2009). Pine and Gilmore (1999) further argued that people inherently and 
implicitly want to transform themselves, to become different - healthier, more peaceful, more 
knowledgeable, or wiser. “Transformation elicitors” (Pine & Gilmore, 1999, p. 245) are 
required to guide customers through various stages of transformation. Can the future eTourism 
platform play this role of elicitor?  

Recently, transformative consumer research (TCR) has garnered attention from business 
and marketing scholars (Mick et al., 2012). TCR is defined as “academic, theory-based 
research that examines individual and group-level problems and opportunities related to 
consumption, with the goal of improving consumer well-being” (Ozanne, Mick, Pechmann & 
Pettigrew, n.d.). TCR attempts to address socioecological problems related to consumption in 
our contemporary society while exploring new opportunities for societal well-being and 
positive transformation for human flourishing. In the service industry, transformative service 
research (TSR; Anderson et al., 2013; Rosenbaum et al., 2011) also invites researchers to 
study service systems that promote human well-being. In the field of product and interaction 
design, research initiatives pertaining to subjective and psychological well-being occupy the 
research agenda. Positive design (Desmet & Pohlmeyer, 2013; Pohlmeyer, 2013) offers a 
framework composed of three aspects: design for pleasure, for personal significance, and for 
virtue. Integrating the three elements in design solutions may lead to innovative products and 
interactive design solutions for human flourishing. 

It is worth underscoring the different terms used in this “positive movement” in the 
different fields, although they share similar concepts. The term positive is used in many fields 
that integrate well-being as a goal for their attainment (e.g., positive computing, positive 
design, positive psychology). The field of positive psychology uses eudaimonia to describe 
the pursuit of well-being at the personal level; however, the concept of well-being is also 
considered a collective good that applies to societies, organizations, and institutions. The 
researcher found the term transformation more often in the field of business and marketing 
(e.g., transformative consumer research, transformation economy, transformative service 
research); this may be because the term transformation was put forth in Pine and Gilmore’s 
(1999) seminal book on the experience economy, while other fields grounded their research in 
the theories and models of positive psychology. 

The strong call for positive transformation is heard in many fields. Since the eTourism 
platform connects various stakeholders, it is important to take part in this movement. This 
project recognizes the potential of individual empowerment and suggests that one can practice 
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serious leisure in the tourism context to promote personal growth, meaning (Wong, 2014), 
resilience (Yates & Masten, 2004), positive development of character strengths and virtues 
(Peterson & Seligman, 2004), and transformation (Reisinger, 2013). The researcher posits that 
the future eTourism platform will play an indispensable role in facilitating human flourishing. 
However, the deployment of such platform is not limited to online websites; instead, as 
acknowledgment of pervasive technology, it can embrace any form of technology, platform, 
device, or network. Interactivity plays a crucial role in the development of eudaimonic 
pursuits. 

2.3 Toward an eTourism platform for well-being 

The final goal of this project is to devise a framework for the future development of an 
eTourism platform that can help people identify their character strengths, facilitate their 
development, and provide a means to enable and foster their eudaimonic pursuits. The project 
will probe into the questions listed; the first two questions focus on revealing qualities and 
characteristics of tourists’ serious leisure experience, and the latter two explore the possibility 
of integrating those characteristics into an innovative eTourism platform: 

1. How do meaningful tourist activities and experiences contribute to tourists’ personal 
growth and positive transformation? 

2. What are the characteristics of those meaningful tourist activities and experiences? 
3. How can those characteristics inform the design of a future eTourism platform? 
4. How can the eTourism platform enable positive transformation at the individual, 

organization, and society levels? 

3 Research Framework and Hypotheses 

This project is based on two main hypotheses. First, the meaningful (tourist) experience 
necessitates involvement of one’s signature character strengths in an activity; excelling in 
those strengths will promote one’s eudaimonia. Second, technology can play an integral role 
in identifying, developing, and reflecting on one’s character strengths, and the future 
eTourism platform can play a significant role which contributes positively to one’s pursuit of 
eudaimonia. The researcher posits that successfully implementing such platform can promote 
positive transformation at the level of the individual, organization, and community. 

On the other hand, the study is separated into two main stages. The first stage aims at 
revealing connections between tourists’ character strengths used in performing their serious 
leisure activities and those involved during the course of the journey. The outcome of the first 
study is expected to shed light on the development of the second stage as it provides empirical 
support for the conceptualization and innovation of the eTourism platform. The objective of 
the second stage is to enable positive connections between tourists’ character strengths and the 
activities chosen for their journey. Since character strengths are what make people authentic, 
unique, and engaged, recognizing their own character strengths and using them regularly can 
promote people’s happiness, synergy, meaning in life, and eudaimonia. 

3.1 Deconstructing tourists’ sense of well-being 

It is important to underscore that the purpose of the two stages is clearly distinct; the first 
stage focuses on inquiring, contextualizing, and deconstructing existing phenomena in an 



   

IFITT Doctoral Summer School 2015 Proceedings Page | 7 

attempt to make an implicit concept (meaningful experience) explicit. Statements generated 
based on the empirical evidence identified will become the goals and objectives of the 
conceptualization process for the second stage. Vision in product design (ViP; Hekkert & van 
Dijk, 2011) (Figure 1) will be used as the main framework governing this study. ViP was 
initially devised to guide product designers focusing on designing meaning instead of meeting 
user needs (see also Tromp & Hekkert, 2014). Based on this framework, designers can reveal 
the implicit meaning (Hekkert & Van Dijk, 2010, cited in Singh & Tromp, 2011) by 
observing, surveying, and interviewing people who are interacting with existing artifacts, 
services, and systems. By deconstructing the relationships, designers can formulate 
“meaningful” statements based on empirical data. These statements will be used as guiding 
principles for the conceptualization and construction of future design solutions. Adopting this 
framework helped the researcher reveal the meaning underlying tourist activities and 
conceptualize the future eTourism platform pertaining to meaning creation. 

 
Figure 1. Framework adapted from ViP (Hekkert & van Dijk, 2011). 

 

In addition, other frameworks will be used for the deconstruction stage and the 
reconstruction stage. Revealing what constitutes a meaningful tourist experience from the 
positive psychology perspective is the objective of the deconstruction stage; this research 
project is based on the premise that serious leisure practitioners contribute actively and 
dynamically to the positive development of their signature character strengths (Peterson & 
Seligman, 2004), resilience, and meaning in life (Wong, 2011) - the inherent qualities of 
eudaimonia. Signature character strengths are what “a person owns, celebrates, and frequently 
exercises” (Peterson & Seligman, 2004, p. 18). Taking reference from Seligman’s (2002) 
dimension of a full life, an engaging and meaningful life requires people’s active involvement 
of their signature strengths in life activities. A meaningful tourist experience can be 
understood as the use of tourists’ signature character strengths in exercising serious leisure 
activities during the course of their journey. Examples of serious leisure activity are diverse: 
Art and culture, sports, natural science, entertainment, volunteering, and spiritual practice can 
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play a part in the constellation of serious leisure (Reisinger, 2013, pp. 224–226; Stebbins & 
Elkington, 2014, p. 15) and can be used as reference for identifying meaningful tourist 
activities. The values in action (VIA) classification of character strengths and virtues, devised 
by Peterson and Seligman (2004), proposes a framework which lists six universally prominent 
virtues and 24 related character strengths (Table 1). Researchers (McGrath, 2015; Park, 
Peterson, & Seligman, 2006) have found that strengths are highly recognized and admired 
cross-culturally, with a remarkable level of convergence across 75 nations. Exercising 
character strengths can enable positive experience, engagement, meaning, and the 
development of virtues for eudaimonia (Harzer & Ruch, 2013; Littman-Ovadia & Steger, 
2010). 

The six universal virtue categories are wisdom, courage, humanity, justice, temperance, 
and transcendence and the 24 behavior-based character strengths are: 

1. Wisdom: Creativity, curiosity, judgment, love of learning, perspective 
2. Courage: Bravery, perseverance, honesty, zest 
3. Humanity: Love, kindness, social intelligence 
4. Justice: Teamwork, fairness, leadership 
5. Temperance: Forgiveness, humility, prudence, self-regulation 
6. Transcendence: Appreciation of beauty and excellence, gratitude, hope, humor, 

spirituality 

Using the VIA classification can help the researcher effectively deconstruct and reveal the 
functioning of participants’ character strengths involved in their serious leisure activities and 
in the context of tourism. Patterns may emerge from probing into the developmental aspects of 
those character strengths, which can inform the researcher in devising a framework for the 
future eTourism platform. 

 
Table 1. Values in action classification of character strengths and virtues  

(Peterson & Seligman, 2004). 
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3.2 Conceptualizing future eTourism platform for eudaimonic pursuit 

The reconstruction stage entails conceptualization of a future eTourism platform that is 
built for the promotion of eudaimonia. Designing digital artifacts for well-being is an 
emerging theme in the field of HCI and interaction design. Positive computing (Calvo & 
Peters, 2014; Peters & Calvo, 2014) is proposed to recognize the research and design of 
technology to support psychological well-being. Positive computing is, as a whole, grounded 
in psychological well-being studies. Thus, its framework (Calvo & Peters, 2014, pp. 84–89) 
also draws from the broad knowledge base of positive psychology, notably the theories of 
hedonia such as subjective well-being (Diener, 1984) and hedonic psychology (Kahneman, 
Diener & Schwarz, 1999); the theories of eudaimonia such as flow theory (Csikszentmihalyi, 
1997), PERMA model of authentic happiness (Seligman, 2002), self-determination theory 
(Deci & Ryan, 2000; Ryan & Deci, 2000), resilience (Keyes, 2004), gratitude (Emmons & 
McCullough, 2004), compassion-focused therapy (Gilbert, 2009), psychology of altruism 
(Batson, 2014), and mindfulness-based stress reduction (Kabat-Zinn, 2003); and theories of 
behavior modification such as broaden-and-build theory (Fredrickson, 1998) and cognitive 
behavioral therapy (Beck, 2011 [1960s]). Nine determinant factors of well-being (Table 2) are 
identified from the body of knowledge based on the availability of empirical evidence and the 
technologies and design strategies supporting it (Calvo & Peters, 2014, p. 87). Those factors 
are directly related to eudaimonia and can cope with various design strategies and 
technologies, such as behavior modification, projection, enactment, gamification, reflection, 
introspection, celebration, and mindfulness practice. The nine factors are further classified 
into three dimensions in which the activity can take place: intrapersonally (self), 
interpersonally (social), and extra-personally (transcendent). 

 
Table 2. Determinant factors of well-being (Calvo & Peters, 2014, pp. 85–86). 

 

Methods and measurement pertaining to the corresponding factors are highlighted and the 
assessment methods are referenced to the existing method used in the field of positive 
psychology. However, Calvo and Peters (2014) pointed out that formative assessment and 
evaluation are necessary as the well-being experience is highly individual. Different users may 
employ the same technology differently and affect well-being to different degrees. In this 
case, the use case and user scenario can effectively probe into the development of eudaimonia. 

Regarding the design process, positive computing also identified three possible 
approaches to integrating digital design solutions for well-being: preventative, active, and 
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dedicated. In the preventative approach, obstacles or compromises to well-being are treated as 
errors and design is used to rectify existing problem; in the active approach, well-being is part 
of the concern about a solution designed for a final goal and purpose other than well-being; 
and in the dedicated approach, the design and technology is purposely built for well-being 
enhancement (Calvo & Peters, 2014, p. 90). Recent research on affective computing (Tao & 
Tan, 2005), personal informatics (Li, Medynskiy, Froehlich & Larsen, 2012), and slow 
computing initiatives (Odom, 2015) has opened new opportunities for the application of 
positive computing. Similar to user experience design, formative evaluation and agile and 
iterative design processes can be used for the design conceptualization and development. 
Finally, experience sampling, automated detection, self-report, observation, and 
experimentation can be used as means to measure and evaluate the effectives of the final 
outcome. As a new and emerging field, positive computing requires more empirical research 
with professional practice to devise specific tools adequate for well-being enhancement. The 
framework proposed by positive computing offers a wide range of tools and methods for the 
researcher to conceptualize an adequate eTourism platform to enable tourists’ eudaimonic 
pursuit for the reconstruction stage. 

4 Proposed Methodology 

The study is conducted in two stages with clear distinct purposes. The first stage is 
descriptive and qualitative and attempts to identify the connections and mechanisms of 
character strengths involved in tourists’ practice of serious leisure in their everydayness and 
during the course of their journey, while the second stage is exploratory and applies patterns 
and characteristics identified for the conceptualization of the future eTourism platform which 
aims to foster well-being. An eTourism framework for well-being will be devised as a result 
of this study. Thus, different approaches and methodologies are necessary to address the 
specific needs of each stage. Figure 2 illustrates the differences between the two stages. 

 
Figure 2. Research methodology used in this study based on the ViP model  

(Hekkert & van Dijk, 2011). 
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The second stage entails service design innovation for conceiving a set of guideline and 
framework appropriate for such eTourism platform. Various service design tools and methods 
(Kumar, 2013) can be used in an attempt to integrate the findings identified from previous 
stage. Methods includes persona, system diagram, participatory co-creation workshops, user 
journey, service blueprint, service prototyping etc., will be used as ways to devise this optimal 
framework. It is expected that the platform can facilitate one’s psychological well-being, 
personal growth and transformation from humanistic developmental perspective, as well as 
promote positive development of flourishing organization, community, and society. (A 
visualization of research framework and methodology can be found at the end of the 
document) 

4.1 Connecting character strengths with tourists’ serious leisure activities - a 
hermeneutic phenomenological inquiry 

This study starts by identifying personal traits that enable and support tourists’ 
eudaimonic pursuits. It serves as a preliminary study for a framework to enable one’s well-
being via an eTourism platform. Eudaimonia refers to living a life in accordance with one’s 
virtue; regularly recognizing and exercising one’s signature character strengths can allow 
those virtues to thrive. The VIA classification (Peterson & Seligman, 2004) proposed a list of 
universally recognized and valued character strengths; however, every individual possesses 
his or her own set of signature character strengths as well as an individual way to exercise 
them. To probe into the individual’s sense of well-being, hermeneutic phenomenological 
research is mainly concerned about individuals’ understanding and sense-making of the world 
in which they live. This type of research argues that individuals develop subjective 
interpretations of the outside world from their personal experiences. From this perspective, 
participants’ serious leisure experiences are highly contextual and constructed under the 
influence of complex and ever-changing social phenomenon they have encountered (Gillespie 
& Cornish, 2010). This takes account of the pluralistic nature of social and behavioral 
phenomena and, as a consequence, infers meaning in actions from participants’ perspective 
(Pernecky, 2012, p. 1122).  

A hermeneutical approach (Kafle, 2011) is used in this descriptive research to identify the 
connections among serious leisure activities, relevant character strengths, and eudaimonia. In 
addition, the researcher is also interested in knowing how ICT is currently used to support 
participants’ activities before, during, and after their serious leisure activities. Participants in 
serious leisure with overseas practice experience are eligible for this study. This research 
probes three key areas: 

1. Participants’ character strengths involved in their serious leisure practice in everyday life 
2. Participants’ character strengths involved in their serious leisure practice during travel 

journeys 
3. Participants’ use of ICT throughout different stages of their serious leisure practice: 

anticipation, experiencing, sharing, and recounting 

Due to the qualitative nature of the research, the sample is expected to represent the depth 
and breadth of serious leisure in terms of diversity and experience. This means the sampling 
must be heterogeneous, non-probabilistic, and purposive. Six broad domains pertaining to 
serious leisure are identified based on Stebbins’s model (Stebbins & Elkington, 2014, p. 15): 
art and culture, sports, natural science, entertainment, volunteering, and spirituality. 
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Probing participants’ personality traits on serious leisure leading to eudaimonia is 
challenging as those qualities are implicit and less expressed in everyday life situations. The 
VIA classification of character strengths and virtues (Peterson & Seligman, 2004) is used as a 
framework of reference at this stage. The in-depth one-on-one interview is used to collect 
empirical data. For this reason, this study further draws on two qualitative inquiry approaches: 
thematic analysis (Boyatzis, 1998) and interpretative phenomenological analysis (Smith & 
Osborn, 2007). Thematic analysis, which employs as top-down approach, is used to elaborate 
the online questionnaire and to guide the structure of the in-depth interview. Thematic 
analysis is a theory-driven process that helped the researcher investigate participants’ serious 
leisure experience and their sense of eudaimonia under different themes and topics even 
though it may not be able to capture their experience in its totality. 

On the other hand, interpretative phenomenological analysis is regarded as a bottom-up 
approach that reveals the hidden meaning within participants’ discourses (Fereday & Muir-
Cochrane, 2006). It is a data-driven process that complements the thematic analysis. Thus, the 
researcher has used a hybrid approach of deductive and inductive thematic investigation. The 
researcher believes the combination of these methods can effectively reveal valuable data on 
participants’ character strengths in connection with their activities and eudaimonia. 

This part of the study is conducted in four main steps. The first step is the online 
questionnaire. The questionnaire is elaborated based on VIA. Participants are invited to 
complete an online questionnaire to allow the researcher to identify relevant character 
strengths involved in their serious leisure activities. The experiences pertaining to highlighted 
character strengths will be further investigated during the thematic in-depth interview. The 
second step is the thematic, one-on-one, semi-structured interview. The interview covers the 
highlighted character strengths identified from the online questionnaire completed earlier. 
Participants’ are invited to recount their personal anecdotes in the context of serious leisure 
and everydayness. The third step is the data coding procedure. The coding scheme is primarily 
based on VIA; emerging code is also permitted when the researcher identifies themes that do 
not fit into the VIA. Last, in the analysis step, the thematic interviews are audio recorded and 
qualitative thematic analysis is conducted. The focus of the analysis is the developmental 
aspects of participants’ eudaimonic pursuits. Common patterns and particularities will be 
reported and the outcome of this stage may provide insights into the established statements, 
principles, and directions for the conceptualization stage.  

4.2 Conceptualizing the eTourism platform to enable flourishing - a research through 
design (RtD) process 

In the HCI community, interaction design has been commonly perceived as a practice-
based profession for surface structure and decoration (Zimmerman, Forlizzi & Evenson, 
2007). In recent years, the role of interaction design has gained position in the field of 
research. Zimmerman and Forlizzi (2014) argued that design can eventually play a unique role 
in other disciplines in the field of research. Research through design (RtD) is ”an approach to 
conducting scholarly research that employs the methods, practices, and processes of design 
practice with the intention of generating new knowledge” (p.167).  

Note that RtD differs in many ways from conventional scientific and humanistic 
investigations. While scientific research seeks universal rules and principles and social science 
research works with the past and present, design research looks into particulars and projects 
preferable solutions into a future context (Zimmerman & Forlizzi, 2014). In other words, it 
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uses the strengths and particularities of design practice for research activities. Such difference 
can be found in the nature, process, and outcomes of interaction design research. 

Researchers in RtD often take an active role in the reconstruction of the desirable world 
and society in which they live. As a result, RtD researchers often engage in “wicked 
problems” (Rittel & Webber, 1973) that require the researchers to reframe the problem spaces 
or create disruptions in the current situation to obtain optimal and appropriate solutions. RtD 
argues that the design researcher contributes to the research community by focusing on 
making the “right” things (Zimmerman et al., 2007, p. 7, italics in original). Thus, design 
research concerns “appropriateness” in the same degree as the scientific quest for truth and 
humanities’ concern for justice (Cross, 1982). RtD does not equate research to science; while 
science values objectivity, rationality, and neutrality and humanities values subjectivity, 
imagination, and commitment, design involves practicality, ingenuity, and empathy.  

RtD is transdisciplinary; it takes account of the broad culture of inquiry and action by 
referencing and integrating theory, knowledge, data, and methods from different fields.- It 
“integrates the true knowledge (the models and theories from the behavioral scientist) with the 
how knowledge (the technical opportunities demonstrated by engineers). Design researchers 
ground their explorations in real knowledge produced by anthropologists and by design 
researchers performing the upfront research for a design project” (Zimmerman et al., 2007, p. 
5, italics in original). Its transdisciplinary nature requires the researcher to conduct a 
throughout literature review to ascertain whether the study contributes to advancement of the 
research community. In addition, design research requires more holistic, systematic, and 
rigorous design methods and processes than are used in professional field practice.  

 
Figure 3. Interaction design research pathway based on RtD (Zimmerman et al., 2007). 

 

Note that RtD also differs from professional design practice; design artifacts, interactive 
systems, scenarios, user journeys, and prototypes are used to create knowledge and debates or 
to inspire and motivate other members of the community instead of for profitable designs as in 
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the commercial environment. The final contributions should be valuable to research 
communities, and the result should be extensible so that the knowledge can influence other 
applications and research. 

This project adopts RtD as an approach to project the right scenarios and solutions for the 
future development of an eTourism platform enabling people’s eudaimonic pursuits (Figure 
3). Based on the RtD model, this project draws references, theories, and models from the field 
of tourism and leisure studies, positive psychology, and positive computing. 

With respect to tourism and leisure studies, this study refers to multiple sources, including 
authenticity (Boorstin, 2012 [1962]; Bruner, 1991; E. Cohen, 2012; MacCannell, 1976) and 
existential and performative authenticity (Knudsen & Waade, 2010; Steiner & Reisinger, 
2006; N. Wang, 1999). The tourist’s quest for existential authenticity (N. Wang, 1999) can 
also be considered tourists’ well-being pursuit for hedonia and eudaimonia (E. Cohen, 2010; 
S. A. Cohen, 2008). While the concept of hedonia is well discussed in the tourism literature 
(see also Chen & Petrick, 2013), little investigation has been conducted on eudaimonia 
(Pearce, 2009). Thus, this study further references serious leisure (Stebbins, 1982), a 
systematic pursuit of a highly substantial, interesting, and fulfilling leisure activity which 
requires special skills, knowledge, and experience. Practicing serious leisure activity can 
eventually contribute to the positive development of psychological well-being. However, a 
sense of well-being is an outcome of a co-creation experience among the serious leisure 
practitioner, the activity involved, and other circumstances. In this study, it is important to 
reveal what contributes to eudaimonic pursuits and how this sense of well-being is developed 
over time from the individual perspective. Scrutinizing the literature in positive psychology on 
well-being can provide valuable information for establishing a frame of reference for 
empirical research for the deconstruction stage. 

Topics pertaining to well-being such as hedonia and eudaimonia are at the core of positive 
psychology studies. Numerous theories and frameworks have been devised to cope with the 
idiosyncratic nature of well-being. The VIA and Seligman’s dimensions of full life (Peterson 
& Seligman, 2004; Seligman, 2002) regard eudaimonia as recognizing, developing, and 
savoring one’s signature character strengths over time. This study probes the development of 
character strengths involved in participants’ eudaimonic pursuits throughout their serious 
leisure participation as well as appreciation of their performance. Details of the methodology 
have been discussed in stage one (see section 3.1).  

Last, for the eTourism conceptualization stage, positive computing is used as the main 
framework of reference. By adopting the RtD approach, the conceptualization stage involves 
designing interactive artifacts that can enable tourists’ eudaimonic pursuits, including positive 
emotions, motivation engagement, self-awareness, mindfulness, resilience, gratitude, 
empathy, compassion, and altruism. Methods pertaining to the field of interaction design 
research, including persona, system diagram, participatory co-creation workshops, user 
journeys, service blueprints, and service prototyping, will be used. This study is expected to 
provide a blueprint for the future eTourism platform which can facilitate people’s 
psychological well-being, personal growth, and transformation from a humanistic 
developmental perspective, as well as promote positive development of a flourishing 
organization, community, and society. 
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5 Anticipated Results 

This study attempts to fill a knowledge gap that is transdisciplinary in nature: marketing 
and management, leisure and tourism, health and psychology, science and technology, and 
experience design. The study allowed the research to probe into the cross-sectional and 
developmental aspects of eudaimonia in people’s serious leisure activity. While the cross-
sectional aspect refers to the composition of one’s character strengths involved in serious 
leisure activities, the developmental aspect refers to the changes in character strengths 
unfolded over time. The current literature has mainly focused on describing the state and 
components of eudaimonia; however, little research has been conducted on how eudaimonia is 
constructed and evolved over time. This part of the research can provide empirical finding 
applicable to the current knowledge gap. 

The second stage involves conceptualizing an eTourism platform that enables people’s 
eudaimonic pursuits. Adopting the RtD approach allowed the researcher to converge theory 
and frameworks from different fields. Based on the empirical research finding of stage one, 
this stage focuses on developing interactive artifacts that serve to explore possible future 
applications, frameworks, design methods, and scenarios to articulate the current knowledge 
of positive psychological well-being into a practical, viable, and sustainable solution for the 
future development of an eTourism platform that enables tourists’ psychological well-being to 
foster a flourishing life. 

References 
 
Anderson, L., Ostrom, A. L., Corus, C., Fisk, R. P., Gallan, A. S., Giraldo, M., … Williams, J. D. 

(2013). Transformative service research: An agenda for the future. Journal of Business 
Research, 66(8), 1203–1210. 

Andersson, T. D. (2007). The Tourist in the Experience Economy. Scandinavian Journal of Hospitality 
and Tourism, 7(1), 46–58.  

Anić, P. (2014). Hedonic and eudaimonic motives for favourite leisure activities. Primenjena 
Psihologija, 7(1), 5–21.  

Baeva, L. V. (2014). Existential and Ethical Values in an Information Era. Journal of Human Values, 
20(1), 33–43. 

Batson, C. D. (2014). The Altruism Question: Toward a social-psychological answer (1st [1991] ed.). 
Psychology Press. 

Baumeister, R. F., & Vohs, K. D. (2002). The pursuit of meaningfulness in life. In C. R. Snyder & S. J. 
Lopez (Eds.), Handbook of positive psychology (pp. 608–618). Oxford University Press. 

Beck, J. S. (2011). Cognitive Behavior Therapy: Basic and Beyond (2nd. ed.). Guilford Press. 
Benckendorff, P., Pauline, S., & Fesenmaier, D. R. (2014). Tourism Information Technology (2nd ed.). 

CABI publishing. 
Benyon, D., Quigley, A., O’Keefe, B., & Riva, G. (2013). Presence and digital tourism. AI and Society, 

29, 521–529.  
Berger, H., Dittenbach, M., Merkl, D., Bogdanovych, A., Simoff, S., & Sierra, C. (2007). Opening new 

dimensions for e-Tourism. Virtual Reality, 11(2-3), 75–87. 
Boorstin, D. J. (2012). The image: A guide to pseudo-events in America. New York: Atheneum (50th 

Anniv.). Vintage book. 
Boyatzis, R. E. (1998). Transforming qualitative information: Thematic analysis and code development. 

SAGE. 
Bruner, E. M. (1991). Transformation of self in tourism. Annals of Tourism Research, 18(2), 238–250. 
Buhalis, D. (2003). E-tourism. Information Technology for Strategic Tourism Management, Prentice 

Hall, Gosport, UK. 
Buhalis, D., & Amaranggana, A. (2014). Smart Tourism Destinations. In Z. Xiang & I. Tussyadiah 

(Eds.), Information and Communication Technologies in Tourism 2014.  



   

IFITT Doctoral Summer School 2015 Proceedings Page | 16 

Buhalis, D., & Amaranggana, A. (2015). Smart Tourism Destinations Enhancing tourism Experience 
Through Personalisation of Services. In I. P. Tussyadiah & A. Inversini (Eds.), Information and 
Communication Technologies in Tourism 2015. 

Buhalis, D., & Law, R. (2008). Progress in information technology and tourism management: 20 years 
on and 10 years after the Internet—The state of eTourism research. Tourism Management, 29(4), 
609–623. 

Buhalis, D., Leung, D., & Law, R. (2011). eTourism : Critical Information and Communication 
Technologies for Tourism Destinations. In Y. Wang & A. Pizam (Eds.), Tourism Destination 
Marketing and Management: Collaborative Strategies (pp. 205–224). Oxfordshire: Cab 
International. 

Calvo, R. A., & Peters, D. (2012, August). Positive computing: technology for a wiser world. 
Interactions, 28–31.  

Calvo, R. A., & Peters, D. (2013). Promoting psychological wellbeing: Loftier goals for new 
technologies. IEEE Technology and Society Magazine, 32(4), 19–21.  

Calvo, R. A., & Peters, D. (2014). Positive Computing: Technology for Wellbeing and Human Potential. 
MIT Press. 

Carlos, L., & Aurkene, A.-S. (2013). Theoretical Framework for a Tourism Internet of Things : Smart 
Destinations. Journal of Tourism and Human Mobility, (0), 15–21. 

Chen, C. C., & Petrick, J. F. (2013). Health and Wellness Benefits of Travel Experiences: A Literature 
Review. Journal of Travel Research, 52(6), 709–719. 

Cohen, E. (2010). Tourism , Leisure and Authenticity. Tourism Recreation Research, 35(1), 67–73. 
Cohen, E. (2012). Authenticity in tourism studies. Après la lutte. In Critical Debates in Tourism (pp. 

250–261). Channel View Publications. 
Cohen, S. A. (2008). Know thyself? Assimilating the classical leisure ideal, self-actualisation, flow 

experience and existential authenticity. In P. Gilchrist & B. Wheaton (Eds.), Whatever happened 
to the leisure society? Theory, debate and policy (pp. 165–180). LSA publication. 

Cross, N. (1982). Designerly ways of knowing. Design Studies, 3(4), 221–227. 
Csikszentmihalyi, M. (1997). Finding flow: The psychology of engagement with everyday life. Basic 

Books. 
Deci, E. L., & Ryan, R. M. (2000). The “What” and “Why” of Goal Pursuits: Human Needs and the 

Self-Determination of Behavior. Psychological Inquiry, 11(4), 227–268.  
Deci, E. L., & Ryan, R. M. (2008). Hedonia, eudaimonia, and well-being: An introduction. Journal of 

Happiness Studies, 9(1), 1–11. 
Delle Fave, A., Massimini, F., & Bassi, M. (2011). Hedonism and Eudaimonism in Positive Psychology. 

In Psychological Selection and Optimal Experience Across Cultures (Vol. 2). Dordrecht: 
Springer Netherlands. 

Desmet, P. M. A., & Pohlmeyer, A. E. (2013). Positive Design : An Introduction to Design for 
Subjective Well-Being. International Journal of Design, 7(3), 5–19. 

Diener, E. E. (1984). Subjective well-being. Pyschological Bulletin, 95(3), 542–575. 
Diener, E. E., & Seligman, M. E. P. (2004). Beyond Money: Toward an Economy of Well-Being. 

Psychological Science in the Public Interest, 5(1), 1–31. 
Easterlin, R. A., McVey, L. A., Switek, M., Sawangfa, O., & Zweig, J. S. (2010). The happiness–income 

paradox revisited. Proceedings of the National Academy of Sciences of the United States of 
America, 107(52). 

Emmons, R. A. (2003). Personal goals, life meaning, and virtue: wellsprings of a positive life. In C. L. 
M. Keyes & J. Haidt (Eds.), Flourishing: Positive psychology and the life well-lived (pp. 105–
128). Washington: American Psychological Association.  

Emmons, R. A., & McCullough, M. E. (Eds.). (2004). The psychology of gratitude. Oxford University 
Press. 

eudaemonism. (2015). In Encyclopædia Britannica. 
Fereday, J., & Muir-Cochrane, E. (2006). Demonstrating Rigor Using Thematic Analysis : A Hybrid 

Approach of Inductive and Deductive Coding and Theme Development. International Journal of 
Qualitative Methods, 5, 80–92.  

Fesmire, E. (2013). The facilitating role of work and leisure in a eudaimonic life. Dialogue, 56(1), 61–
71. 

Filep, S. (2009). Tourists’ happiness through the lens of positive psychology. James Cook University.  
Filep, S. (2012a). Moving Beyond Subjective Well-Being: A Tourism Critique. Journal of Hospitality & 

Tourism Research, 38(2), 266–274.  



   

IFITT Doctoral Summer School 2015 Proceedings Page | 17 

Filep, S. (2012b). Positive Psychology and Tourism. In M. Uysal, R. Perdue, & M. J. Sirgy (Eds.), 
Handbook of Tourism and Quality-of-Life Research (pp. 31–50). Dordrecht: Springer 
Netherlands.  

Filep, S., & Pearce, P. L. (2013). A blueprint for tourist experience and fulfilment research. In Tourist 
Experience and Fulfilment: Insights from positive psychology (pp. 223–232). Routledge. 

Finstad, K. (2010). Interacting with Computers The Usability Metric for User Experience. Interacting 
with Computers, 22(5), 323–327.  

Fredrickson, B. L. (1998). What Good Are Positive Emotions? Review of General Psychology, 2(3), 
300–319. 

Freire, T. (2013). Positive Leisure Science: From Subjective Experience to Social Contexts. Springer. 
Gable, S., & Haidt, J. (2005). What (and why) is positive psychology? Review of General Psychology. 
Gilbert, P. (2009). Introducing compassion-focused therapy. Advances in Psychiatric Treatment, 15(3), 

199–208.  
Gillespie, A., & Cornish, F. (2010). Intersubjectivity: Towards a dialogical analysis. Journal for the 

Theory of Social Behaviour, 40(1), 19–46.  
Haldrup, M., & Larsen, J. (2009). De-exoticizing tourist travel. In Tourism, Performance and the 

Everyday: Consuming the Orient (pp. 20–36). Routledge. 
Harzer, C., & Ruch, W. (2013). The Application of Signature Character Strengths and Positive 

Experiences at Work. Journal of Happiness Studies, 14(3), 965–983.  
Hekkert, P., & van Dijk, M. (2011). Vision in design: A guidebook for innovators. BIS. 
Huta, V., & Ryan, R. M. (2010). Pursuing Pleasure or Virtue: The Differential and Overlapping Well-

Being Benefits of Hedonic and Eudaimonic Motives. Journal of Happiness Studies, 11, 735–
762.  

Inversini, A., & Buhalis, D. (2009). Information Convergence in the Long Tail: The Case of Tourism 
Destination Information. In Information and Communication Technologies in Tourism 2009. 

Kabat-Zinn, J. (2003). Mindfulness-based interventions in context: Past, present, and future. Clinical 
Psychology: Science and Practice, 10(2), 144–156.  

Kafle, N. P. (2011). Hermeneutic phenomenological research method simplified. Bodhi: An 
Interdisciplinary Journal, 5(1), 181–200. 

Kahneman, D., Diener, E., & Schwarz, N. (1999). Well-being: Foundations of hedonic psychology. 
Kennedy-Eden, H., & Gretzel, U. (2012). A taxonomy of mobile applications in tourism. E-Review of 

Tourism Research, 10(2), 47–50. 
Keyes, C. L. M. (2004). Risk and Resilience in Human Development: An Introduction. Research in 

Human Development, 1(4), 327–346.  
Kim, J., Seto, E., Davis, W. E., & Hicks, J. A. (2014). Positive and Existential Psychological 

Approaches to the Experience of Meaning in Life. In A. Batthyany & P. Russo-netzer (Eds.), 
Meaning in existential and positive psychology (pp. 221–233). Springer.  

Kleiber, D. A., Hutchinson, S. L., & Williams, R. (2002). Leisure as a Resource in Transcending 
Negative Life Events: Self-Protection, Self-Restoration, and Personal Transformation. Leisure 
Sciences, 24(2), 219–235. 

Kler, K. B., & Tribe, J. (2012). Flourishing Through Scuba; Understanding The Pursuit of Dive 
Experience. Tourism in Marine Environments, 8(1-2), 19–32. 

Knudsen, B., & Waade, A. (2010). Performative authenticity in tourism and spatial experience: 
Rethinking the relations between travel, place and emotion. In B. Knudsen & A. M. Waade 
(Eds.), Re-investing authenticity: tourism, place and emotion (pp. 1–19). Channel View 
Publications. 

Li, I., Medynskiy, Y., Froehlich, J., & Larsen, J. E. (2012). Personal informatics in practice: improving 
quality of life through data. CHI’12 Extended Abstracts on Human Factors in Computing 
Systems, 2799–2802.  

Little, J. (2012). Transformational Tourism, Nature and Wellbeing: New Perspectives on Fitness and the 
Body. Sociologia Ruralis, 52(3), 257–271.  

Littman-Ovadia, H., & Steger, M. (2010). Character strengths and well-being among volunteers and 
employees: Toward an integrative model. The Journal of Positive Psychology, 5(6), 419–430. 

MacCannell, D. (1976). The tourist: A new theory of the leisure class. Macmillan. 
Mannell, R. C., & Iso-Ahola, S. E. (1987). Psychological nature of leisure and tourism experience. 

Annals of Tourism Research, 14(3), 314–331.  
Mannell, R. C., & Kleiber, D. A. (1997). A social psychology of leisure. 
Maslow, A. H. (2013). Toward a Psychology of Being. Start Publishing LLC. 



   

IFITT Doctoral Summer School 2015 Proceedings Page | 18 

McCabe, S., Sharples, M., & Foster, C. (2012). Stakeholder engagement in the design of scenarios of 
technology-enhanced tourism services. Tourism Management Perspectives, 4, 36–44.  

McGrath, R. E. (2015). Character strengths in 75 nations: An update. The Journal of Positive 
Psychology, 10(1), 41–52.  

Mermiri, T. (2009). Beyond experience : culture, consumer & brand The transformation economy. 
Mezirow, J. (2009). An overview on transformative learning. In K. Illeris (Ed.), Contemporary Theories 

of Learning (pp. 90–105). Routledge/Taylor & Francis Group. 
Mick, D. G., Pettigrew, S., Pechmann, C., & Ozanne, J. L. (2012). Transformative consumer research 

for personal and collective well-being. Routledge. 
Mossberg, L. (2007). A Marketing Approach to the Tourist Experience. Scandinavian Journal of 

Hospitality and Tourism, 7(1), 59–74.  
Neuhofer, B., Buhalis, D., & Ladkin, A. (2014). A Typology of Technology-Enhanced Tourism 

Experiences. International Journal of Tourism Research, 16(4), 340–350.  
Noy, C. (2004). This trip really changed me: Backpackers’ narratives of self-change. Annals of Tourism 

Research, 31(1), 78–102. 
Odom, W. (2015). Understanding Long-Term Interactions with a Slow Technology : An Investigation of 

Experiences with Future Me. CHI 2015. 
Ozanne, J. L., Mick, D. G., Pechmann, C., & Pettigrew, S. (n.d.). Transformative consumer research. 

Wiley Online Library. Retrieved December 31, 2014, from 
http://onlinelibrary.wiley.com/store/10.1002/9781118785317/asset/homepages/weom090270.pdf
?v=1&s=85f15efe0eeb86ec346937ba313d559a6f93f388 

Park, N., Peterson, C., & Seligman, M. E. P. (2006). Character strengths in fifty-four nations and the 
fifty US states. The Journal of Positive Psychology, 1(3), 118–129.  

Pearce, P. L. (2009). The Relationship Between Positive Psychology and Tourist Behavior Studies. 
Tourism Analysis, 14(1), 37–48.  

Pernecky, T. (2012). Constructionism - critical pointers for tourism studies. Annals of Tourism Research, 
39(2), 1116–1137.  

Peters, D., & Calvo, R. A. (2014). Designing Positive Computing - Digital Experience that Promotes 
Flourishing. Creative Industry Scientific Program (CRISP) Magazine, 38–41. 

Peterson, C., & Seligman, M. E. P. (2004). Character Strengths and Virtues: A Handbook and 
Classification. American Psychological Association. 

Pine, B. J., & Gilmore, J. H. (1999). The experience economy work is theatre & every business a stage. 
Boston: Harvard Business School Press. 

Pohlmeyer, A. E. (2013). Positive design: New challenges, opportunities, and responsibilities for design. 
In A. Marcus (Ed.), Design, User Experience, and Usability (Vol. 3, pp. 540–547). Springer.  

Reisinger, Y. (2013). Transformation and Transformational Learning Theory. In Y. Reisinger (Ed.), 
Transformational Tourism - Tourist Perspectives (pp. 17–26). Wallingford, Oxon, GBR: CABI 
publishing.  

Reisinger, Y., & Steiner, C. J. (2006). Reconceptualizing object authenticity. Annals of Tourism 
Research, 33(1), 65–86.  

Rittel, H. W. J., & Webber, M. M. (1973). Dilemmas in a General Theory of Planning Dilemmas in a 
General Theory of Planning. Policy Sciences. 

Rosenbaum, M. S., Corus, C., Ostrom, A. L., Fisk, R. P., Gallan, A. S., Giraldo, M., & Mende, M. 
(2011). Conceptualisation and Aspirations of Transformative Service Research. Journal of 
Research for Consumers, (19), 1–6. 

Ryan, R. M., & Deci, E. L. (2000). Self-determination theory and the facilitation of intrinsic motivation, 
social development, and well-being. American Psychologist, 55(1), 68–78.  

Ryan, R. M., & Deci, E. L. (2001). On happiness and human potentials: a review of research on hedonic 
and eudaimonic well-being. Annual Review of Psychology, 52(1), 141–66.  

Ryff, C. D. (1989). Beyond Ponce de Leon and Life Satisfaction: New Directions in Quest of Successful 
Ageing. International Journal of Behavioral Development, 12(1), 35–55.  

Sander, T. (2011). Positive Computing. In R. Biswas-diener (Ed.), Positive Psychology as Social Change 
(pp. 309–326). Springer.  

Seligman, M. E. P. (2002). Authentic happiness: Using the new positive psychology to realize your 
potential for lasting fulfilment. New York : Free Press. 

Seligman, M. E. P., & Csikszentmihalyi, M. (2000). Positive Psychology - an introduction. American 
Psychologistr, 55(1), 5–14. 

Sellen, A., Rogers, Y., Harper, R., & Rodden, T. (2009). Human Values in the Digital Age. 
Communications of the ACM, 52(3), 58–66.  



   

IFITT Doctoral Summer School 2015 Proceedings Page | 19 

Singh, G., & Tromp, N. (2011). Design, Meanings, and Radical Innovation: Designing for an Informed 
Future Context. In IASDR - International association of societies of design research.  

Smith, J. A., & Osborn, M. (2007). Interpretative Phenomenological Analysis. In Interpretative 
Phenomenological Analysis: Theory, Method and Research. 

Stebbins, R. A. (1982). Serious Leisure; A conceptual statement. The Pacific Sociological Review, 25(2), 
251–272. 

Stebbins, R. A. (1992). Amateurs, Professionals and Serious Leisure. Montreal and Kingston: McGill-
Queen’s University Press. 

Stebbins, R. A. (1996a). Cultural Tourism as Serious Leisure. Annals of Tourism Research, 23(4), 948–
950. 

Stebbins, R. A. (1996b). Volunteering: A Serious Leisure Perspective. Nonprofit and Voluntary Sector 
Quarterly, 25(2), 211–224.  

Stebbins, R. A. (1997). Serious leisure and well-being. In J. T. Haworth (Ed.), Work, Leisure and Well-
being (pp. 117–130). Routledge. 

Stebbins, R. A., & Elkington, S. (2014). Serious Leisure Perspective: An Introduction. Routledge. 
Steiner, C. J., & Reisinger, Y. (2006). Understanding existential authenticity. Annals of Tourism 

Research, 33(2), 299–318.  
Tao, J., & Tan, T. (2005). Affective Computing : A Review 2 State of Art of Key Technologies, 981–995. 
Trainor, S., Delfabbro, P., Anderson, S., & Winefield, A. (2010). Leisure activities and adolescent 

psychological well-being. Journal of Adolescence, 33(1), 173–86.  
Tromp, N., & Hekkert, P. (2014). Social Implication Design (SID) – A design method to exploit the 

unique value of the artefact to counteract social problems.  
Unger, L. S., & Kernan, J. B. (1983). On the Meaning of Leisure: An Investigation of Some 

Determinants of the Subjective Experience. Journal of Consumer Research, 9(4), 381. 
Uriely, N. (2005). The tourist experience: conceptual developments. Annals of Tourism Research, 32(1), 

199–216.  
Urry, J. (2007). Mobility. Polity Press. 
Voigt, C., Howat, G., & Brown, G. (2010). Hedonic and Eudaimonic Experiences among Wellness 

Tourists: An exploratory enquiry. Annals of Leisure Research, 13(3), 541–562.  
Wang, N. (1999). Rethinking authenticity in tourism experience. Annals of Tourism Research, 26(2), 

349–370.  
Waterman, A. S. (1990). The Relevance of Aristotle’s Conception of Eudaimonia for the Psychological 

Study of Happiness. Theoretical and Philosophical Psychology, 10, 39–44. 
Waterman, A. S. (1993). Two conceptions of happiness: Contrasts of personal expressiveness 

(eudaimonia) and hedonic enjoyment. Journal of Personality and Social Psychology, 64(4), 678. 
White, M. A., & Waters, L. E. (2015). A case study of “The Good School:” Examples of the use of 

Peterson’s strengths-based approach with students. The Journal of Positive Psychology, 10(1), 
69–76.  

Wilson, E., & Harris, C. (2006). Meaningful travel: Women, independent travel and the search for self 
and meaning. Tourism, 54(2), 161–172. 

Wong, P. T. P. (2011). Positive psychology 2.0: Towards a balanced interactive model of the good life. 
Canadian Psychology/Psychologie Canadienne, 52(2), 69–81.  

Wong, P. T. P. (2014). Viktor Frankl’s Meaning-Seeking Model and Positive Psychology. In A. 
Batthyany & P. Russo-netzer (Eds.), Meaning in existential and positive psychology (pp. 149–
184). Springer.  

Yates, T. M., & Masten, A. S. (2004). Fostering the Future: Resilience Theory and the Practice of 
Positive Psychology. In P. A. Linley & S. Joseph (Eds.), Positive Psychology in Practice. John 
Wiley & Sons. 

Zimmerman, J., & Forlizzi, J. (2014). Research Through Design in HCI. In J. S. Olson & W. A. Kellogg 
(Eds.), Ways of knowing in HCI (pp. 1–23). Springer.  

Zimmerman, J., Forlizzi, J., & Evenson, S. (2007). Research Through Design as a Method for 
Interaction Design Research in HCI design research in HCI. In Proceedings of the SIGCHI 
conference on Human factors in computing systems. ACM. 



   

IFITT Doctoral Summer School 2015 Proceedings Page | 20 

A Conceptual Model for Participation Behavior  
in Micro-Communities within Social Networking Sites 

Aleksander Groth 
Management Center Innsbruck, Austria 
Email: aleksander.groth@mci.edu 
 
Keywords: Technology Acceptance; Social Community Behavior; Community Commitment; User 
Involvement; User Participation; User Attitude. 
 

1 Problem Statement 

Within the largest social networking site (SNS) Facebook, Pages are a strong contributor 
towards its success as these community sites offer popular personalities, companies, and 
everybody else a platform to present themselves, share information on new products or enable 
direct user communication to engage with their user base. Companies surge to build up and 
maintain a social presence on Facebook, although the amount of fans subscribed and levels of 
participation are not running along predictable measures. A lot of research has been done, on 
the importance of social media for the tourism domain (Zeng & Gerritsen, 2014), as well as on 
reasons why users subscribe to a SNS. Within the latter, one of the largest literature strands, 
research focused mainly on three models: The Technology Acceptance Model (Davis, 
Bagozzi, & Warshaw, 1989), the Theory of Planned Behavior (Ajzen, 1991), and the Uses and 
Gratifications Model (Papacharissi & Rubin, 2000). All these models have been widely 
adapted towards the context of SNS and introduced a number of new factors to influence a 
(behavioural) intention to use, intention to participate or an intention to join in a social 
networking site. Nevertheless, these intentions do not necessarily imply vivid continuous user 
activity or in any way help to estimate, or even evaluate, the return of investment on social 
community activities (e.g. Facebook Pages) for the administrators. 

2 Research Framework and Hypotheses 

To better understand why people subscribe, participate, or unsubscribe in such micro-
communities, user behaviour is categorized following Barki and Hartwick’s (1994) concept of 
user involvement, user participation and user attitude. User Involvement is defined as “a 
subjective psychological state reflecting the importance and personal relevance that a user 
attaches to a given system”. User Participation is “referring to assignments, activities and 
behaviours that users perform”. User Attitude reflects “the affective or evaluative feelings 
concerning a system” (Barki & Hartwick, 1994). As they defined participation and 
involvement of a user following a software systems development process, their concepts needs 
to be adapted towards the domain of social online communities and various levels of 
interaction within. In the context of Facebook, several core community activities can be 
identified, to help and offer users a variety of possibilities to participate and become involved. 
The most basic are sharing, liking and commenting on any type of content. 
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2.1 Levels of user participation 

Vroom and Jago (1988) define participation as “taking part”. Hence participation can take 
various characteristics like formal (using formal groups, mechanisms, teams), informal 
(informal relationships, discussions, tasks), direct (personal action), indirect (representation by 
others), performed alone (done by oneself), or shared (done with others). In addition, they also 
distinguish between actual and perceived participation. According to research in the field of 
participation, decision quality relates towards actual participation, whereas decision 
satisfaction and implementation (motivational) relates towards perceived participation. 
(Vroom & Jago, 1988) 

2.2 User involvement and user attitude 

Within user involvement a psychological component is added to user participation: 
importance and personal relevance. While in a utilitarian context, personal involvement 
towards participation within various activities or responsibilities in a workplace environment 
often needs to be stimulated or incentivized. Within a hedonic context, participation in 
activities (hobbies), discussions (e.g. political, sports) or interests comes naturally, even 
without taking possible consequences (e.g. time constraints, opinion of others, etc.) into 
consideration. Therefore involvement is stimulated by a user’s inherent importance and 
personal relevance towards a topic or domain. (Barki & Hartwick, 1994) Following the 
example of Facebook, it is required to register with a user’s real name excluding (mostly) 
anonymous profiles. Commenting on a Facebook Page could therefore be seen as an 
involvement activity, as not only is the user revealing himself within the community, showing 
off his profile name and picture, but in addition engaging in public discussion, voicing his or 
her opinions. Furthermore user involvement needs to be distinguished by user attitude. 
Whereas involvement describes a user’s importance and personal relevance, user attitude is 
defined as a user’s affective or evaluative feelings towards a topic or domain (Barki & 
Hartwick, 1994). This is not only reflected by a user’s choice of joining e.g. a company’s 
Facebook page, but even more so when a user decides to actively participate within this 
community. 

The underlying research question states “What factors are influencing a user’s 
participation, attitude and involvement in micro-communities within social networking sites?” 
The proposed model identifies key factors which motivate active Facebook community users 
to subscribe to micro-community sites (Pages on Facebook) and help to be better understand 
users’ participation, attitude and involvement within. 

3 Proposed Methodology 

The proposed model addresses the importance of understanding micro-communities 
within social networking sites (e.g. Facebook Pages) and its’ users motivations for 
(continuous) activities within this community. Intensive research has been done to better 
understand user activities and participation within social communities and networks, yielding 
a variety of different models that predict factors to influence engagement, usage and 
involvement. This dissertation (1) reviews and discusses existing models, (II) adapts the 
concept of user involvement, user participation and user attitude towards the domain of social 
networking sites, (III) identifies antecedents that trigger participation and involvement within 
micro-communities, and (IV) builds and empirically validates this model.  
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After extracting and adapting the influencing factors from literature a two-step empirical 
approach is implemented. First, a focus group of social networking site administrators and 
users will be assembled to discuss on their different views, experiences and motivations on 
why they share information in these communities and reasons for active engagement or simply 
passive lurking. Results from the focus group are reflected by literature, hence validating all 
factors and their dependencies through a quantitative study together with a local tourism-
oriented marketing institute. The institute administrates a Facebook page with around 175.000 
subscribers, who should be the target group for this study (expected n=300). Results will be 
analysed using SEM via SmartPLS. 

4 Anticipated Results, Implications & Limitations 

The proposed model should help to better understand reasons for users’ participation and 
involvement on Facebook Pages and assess the likelihood of success for community activities 
to engage and continuously motivate users to like, share or comment on page activities. 

Especially within the tourism domain, the high dependency on eWOM, social media and 
user-generated content are recognized as important assets and tools, in order to promote and 
raise continuous awareness for a destination’s marketing efforts – ideally propelled almost by 
itself. Nevertheless, only few tourism community managers are able to understand and 
manage an active and sharing user base with high levels of participation, as especially within 
Facebook, every “like” or “share” counts towards that goal. Therefore, this dissertation aims 
on a better understanding and more insight besides simply following beaten tracks like 
traditional acceptance models and social behavioural theories (e.g. Social Capital Theory, 
Social Network Theory, Self-Identification Theory, and Social Identity Theory). 

This dissertation uses Facebook pages as an empirical research focus and is not taking 
various types of communities (e.g. brand, practice, innovation, etc.) into account. Nevertheless 
results are generalized towards participation, attitude and involvement factors in social 
networking sites. The model will not explain reasons why people register on these sites and 
for what reasons they are active or passive. Therefore an active registration to a community 
and a user’s basic proficiency and understanding within is taken as given. 
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1 Problem Statement 

Travel and holidays are one of the most expansive items purchased regularly and it 
represents a significant proportion of individual’s annual budget (Buhalis & Law, 2008). 
Tourism is an industry with a relevant impact on the economy of a given country (Tapper & 
Font, 2005; Rebollo & Baidal, 2003), so it is important to stimulate the tourists flow by 
enhancing the experience on site. In fact the interest of destinations in attracting their share of 
visitors has grown (Sheehan, Ritchie & Hudson, 2007). In order to provide a memorable 
experience the whole Tourism Supply Chain (TSC) should be managed, considering all the 
actors involved throughout the tourist journey (i.e. transportation, lodging, cultural heritage). 
All these actors should be integrated in order to ensure accessibility to a destination and every 
related provided service. At the same time the advent of technology changed the role of the 
tourist from a passive user to an active actor within the TSC. In particular the internet has 
dramatically changed tourism consumer behaviour (Mills & Law, 2004). Technologies and in 
particular social media are increasingly embedded in everyday life, and their effects on 
tourists are twofold: firstly they allow a more engaging tourists and travellers experience and 
secondly they make the information more accessible to the users, enabling them to make more 
conscious decisions. The social media have made substantial changes in information 
asymmetry (Leung et al., 2013) and the other actors have to consider these changes since the 
users gain power and are able to influence the whole TSC. Moreover as Litvin et al. (2008) 
state the use of eWOM may provide competitive advantage for firms. Social media in 
particular, which seems to be one of the main source of information for travel planning and 
decision-making (Yu, 2014; Xiang & Gretzel, 2010), could be used for enhancing the image 
and attractiveness of a country, boosting positive electronic word of mouth (eWOM). Indeed, 
since the nature of the travel destination products are intangible, the destination image affects 
the tourist’s choice (Chen & Hsu, 2000; Chon, 1990; Tasci & Gartner, 2007). The need to 
understand the difference between WOM and eWOM is clear and this knowledge allows to 
better manage the tourists’ experience and forecast the tourists flow, understanding also how 
the destination choice occurs. The social media overturns the balance of power within this 
context since the tourists have access to much more information than before (Niininen, 
Buhalis & March, 2007). This leads to the empowerment of the users and the loss of 
leadership power by the side of tour operators and travel agencies. Hence the internet allows 
the users to make better informed decisions by making data gathering easier (Wang et al., 
2000; Niininen, Buhalis & March, 2007). New roles and relations which are going to be built 
require the development of a new model that investigates the leadership and the role that each 
actor involved plays throughout the TSC, taking into consideration the way in which 
information is shared by tourists. 
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2 Research Framework and Hypotheses 

This paper shows a middle stage of research. The study aims at investigating the TSC 
network and the changes due to technologies advent in tourism industry. Technology is 
increasingly embedded in everyday life, strengthening the experience on site and making the 
users much more empowered (Wang et al., 2000; Niininen, Buhalis & March, 2007). In fact 
word of mouth can influence the decisions of as many users as it can reach, although with a 
different level of intensity. The WOM and the eWOM likely have different influences in 
orienting the choice of a tourist service, for this reason the study analyzes also the differences 
between WOM and eWOM in a context like the one of reference where the intangible aspects 
are predominant. As a consequence before purchasing a trip or a touristic service, users 
consider many aspects and search all the information required in order to make the right 
decision. Then this phase of research investigates how and when tourists use social media and 
which are the related purposes. Given the complexity and the width of the context, in order to 
study the use of social media in tourism during the entire journey, the research specifically 
deals with the whole tourist experience separating it in the three phases of pre-trip, during the 
trip and post-trip. 

3 Proposed Methodology 

In order to analyse the behaviour towards social media in tourism, the analysis has been 
conducted considering different phases. Indeed as suggested by Engel et al. (1990) the travel 
planning process could be divided in three phases: i) pre-trip, ii) during the trip, iii) post-trip. 
Following this approach, the different role that social media plays in each phase that 
characterized the tourism experience is investigated. In this phase of analysis the main tool of 
investigation is qualitative tool, such as in depth interviews that have been conducted to better 
understand the common behaviours of tourists and their attitudes towards the use of social 
media during a trip. The sample includes people that use to travel and to utilize social media 
with different level of engagement. This methodology allows to detect and describe the 
existence of two types of journeys that occur simultaneously: the traditional journey and the 
virtual journey, that usually is not considered separately. The first is the actual journey that 
includes the itinerary that a tourist physically goes through within the tourism supply chain, 
while the second represents the digital itinerary that, on the contrary, pertains to the online 
path conducted navigating on the internet during a travel. In this research the two journeys are 
supposed to be overlapped and the virtual journey will be explored alongside with the 
traditional journey, finding some contact point between them.  

4 Anticipated Results 

The qualitative analysis allows to obtain detailed information about the tourist journey 
and the usage of social media throughout the trip. The research allows to separate and clearly 
describe the actual and the virtual journey that are complementary parts of the whole tourist 
experience and occur simultaneously, starting from the collecting information phase to the 
homecoming phase.  

The traditional trip includes all those resources and services so that the concept can be 
realized, and could be described also as all the steps that the tourists do “moving” physically; 
while the virtual journey is “created” by social media introduction and represents the virtual 
environment of the internet that allows people to obtain and share formal and informal 
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information. Social media has a multifaceted role and it represents a tool that can cover 
diverse users’ needs. This research allows to understand how people “move” in a virtual 
environment navigating through the internet and social media during a trip, and enables to 
investigate the main reasons of usage. Separating the whole experience in the three phases 
described in the methodology section, it was possible to understand that social media answers 
different needs on the basis of the stage of trip (pre-trip, during the trip, post-trip) and of the 
context of usage (transport, accommodation, museum and so on). Hence a particular social 
media can change its role and cover different needs during the same experience. From a 
managerial perspective all these information could be useful to all the actors involved within 
the TSC in order to optimize the existing services and launch new ones. Furthermore the 
research could be functional both for improving the provided services and collecting 
customers’ feedback. This research could be applied to every context that concerns a tourism 
experience. In literature the customer journey has been widely investigated whereas the 
tourist’s journey often deals with Tourism Supply Chain, so is not fully explored from tourists 
perspective. In particular the virtual tourists’ journey – starting from collection of information 
about a tourist destination to post-trip activities, such as WOM and eWOM – seems to be 
uncovered. From a managerial perspective this knowledge could be useful to better manage 
the shared information that can positively or negatively affect the image of a country. 
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1 Problem Statement 

Statistics on online commerce showed the percentage of electronic commerce has grown 
tremendously since 2011 (eMarketer, 2013). The innovation in the e-commerce in the tourism 
and hospitality industry has led to the creation of mobile payment (mpayment). Being the 
important features of mobile commerce, the study of m-payment in the tourism and hospitality 
industry was still under explored (Peng, Xiong & Yang, 2012; Cobanoglu et al., 2015). 
Moreover, previous study would use Technology Acceptance Model (TAM) as the basis for 
their m-payment study (Schierz, Schilke & Wirtz, 2010; Shin, 2010; Peng, Xiong & Yang, 
2012; Cobanoglu et al., 2015). Furthermore, it was also interesting to study the customer 
acceptance based on different adopter group: innovator, early adopter, early majority, late 
majority and laggards (Rogers, 1995). Therefore, the purpose of the study is to understand the 
customer acceptance of prepayment for meals in restaurant by integrating the use of TAM and 
Diffusion of Innovation theory by using a quantitative approach. 

2 Research Framework and Hypotheses 

Below are the hypotheses of this research. 

H1. There is a relationship between perceived usefulness and customer acceptance of pre-
payment for meals in restaurant 

H2. There is a relationship between perceived ease of use and customer acceptance of pre-
payment for meals in restaurant 

H3. There is a relationship between perceived trust and customer acceptance of prepayment 
for meals in restaurant 

H4. There is a relationship between security risks and customer acceptance of prepayment 
for meals in restaurant 

H5. There is a relationship between peer influence and customer acceptance of prepayment 
for meals in restaurant 
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3 Proposed Methodology 

The study will use a quantitative approach by using questionnaire survey. The location of 
the data collection will be around Exeter, Devon, United Kingdom. The potential respondent 
will be approached using the field survey. The sample size of the data collection will be based 
on Krejcie and Morgan (1970). 

4 Anticipated Results 

The customer acceptance varies among the different adopter group. However, the 
anticipated results of the study will be found that all the dependent variable is significantly 
related to the independent variable. In other words, all hypotheses are acceptable and valid. 
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1 Problem Statement 

ICT has made significant contribution to the tourism industry globally. As a result 
eTourism operations can be seen in wider spectrum of tourism from B2C to B2B operations. 
Sri Lanka tourism is growing at a rapid rate and there’s a swift increase in number of tourist 
arrivals in recent years. Government is expecting 2.5M tourist arrivals by 2016 and various 
infrastructure development projects are undertaken to facilitate the estimated number of tourist 
by private and public sector. Development in ICT enabled services can be seen. However, in 
contrast to the global developments of ICT, Sri Lanka is still behind and ICT usage cannot be 
seen in every corner of tourism. CBT is one of the growing tourism sectors, which is not 
benefited much with ICT.  

ICT has not made significant contribution for CBT in Sri Lanka. The main reason behind 
this is the lack of ICT infrastructure and knowledge available for local communities. 
Contribution of ICT for tourism has not been reflected wellbeing of the communities. 
Therefore, the research objectives of the study is to find out what extend and which ways ICT 
can be contributed in tourism development capitalizing community based tourism in Sri 
Lanka. This study intends to address following research questions. 

• What are the trends of ICT in Sri Lanka tourism sector? 
• What are the possible ways ICT can be incorporated with CBT? 
• What are the most suitable strategies to enhance the contribution of the ICT to sustainable 

tourism? 
 

2 Conceptual Development 

Tourism is interlinked with various sectors in a given economy. As indicated above 
figure, four main operators can be identified in tourism; Government, private sector, NGOs 
and community. Community can participate in tourism activities effectively only when 
knowledge and skills are developed. Government and private sector institutes have to play a 
major role with regards to capacity building of the communities.  

Communities can be participated in tourism related activities in various forms from 
supply of raw materials to supply of finished products and services. In CBT communities are 
responsible for preserving natural and cultural resources for next generations. Their local 
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economy and modes of production depend on the sustainable use of natural resources and 
traditional methods are used for this purpose. Community has sense of ownership and they 
have setup their own rules and regulations for environmental, cultural and tourism 
management. 

As identified in literature, building the relationships between local communities and the 
visitors is the base of the CBT. To facilitate this different public, NGOs, private institutions 
and the local community itself should get involved and work together. ICT has the potential to 
bridge these entities together with various tools & applications. However, for this 
community’s awareness, use and appreciation of different ICT knowledge, skills and 
platforms should be used. The following hypotheses were derived based on the above 
mentioned conceptual model. 

H1: ICT knowledge and skills development of Community will enhance the wellbeing of the 
community. 

H2: ICT trainings provided by private & public institutes will support capacity development 
of communities towards the CBT. 

H3: ICT Infrastructure developments undertaken by the Government will improve the 
contribution of communities towards the CBT. 

 

 

3 Proposed Methodology 

The general research objective of the study is to explore contribution of ICT to the 
community based tourism development. To evaluate the contribution of ICT to the 
development of Community Based Tourism in Sri Lanka, a set of specific research hypothesis 
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aimed at exploring the research questions will be used. Several CBT projects will be explored 
during the research. The chosen target will represent the different types of CBT projects which 
are undertaken in Sri Lanka at present. The methodology of this research comprises of several 
methods for data collection. The principle data gathering technique is key informant 
interviews with CBT practitioners. The purpose of conducting key informant interviews is to 
identify exact information as they are aware what is going on the communities. The quality of 
information gathered through these interviews are richer as it allows the researcher to be 
interactive and responsive to the answers given by the interviewees. In addition, field survey 
will be used to gather information. Tourist board statistics such as annual statistic report and 
other various published data, will be used as secondary data to support the research study. 

4 Anticipated Results 

The objective of this study is to explore the contribution of ICT to the development of 
Community Based Tourism in Sri Lanka. First, this study intends to explore the trends of ICT 
in Sri Lanka tourism sector. This will disclose existing ICT strategies used in Sri Lankan 
tourism industry. Second, study will investigate the possible ways which ICT can be 
incorporated with CBT. Identification of such methods will support developing a framework 
to integrate ICT for CBT. Further, the study will identify most suitable strategies which can be 
used in operational, tactical and strategic aspects of CBT projects to enhance the community 
contribution to the sustainable tourism. Lastly, based on the research findings, a framework 
which can be used to support of integration of ICT in CBT projects, will be presented. 
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The quick development of technology and rapid use of Internet has shifted the ways how 
hotels are positioning & promoting themselves online. As a matter of fact, effective e-
marketing is needed in order to successfully generate the online sales volume, which is a 
rapidly growing contributor to the total sales volume. Thus the revenue management and 
performance of hotels in the near future will largely depend on a knowledge-based – currently 
still mostly intuitive – approach to managing the different online distribution channels 
properly and seeking the balance between the channels that will yield biggest profit margins 
and consequentially most profit for the operators. The proposed PhD research project 
(currently at a very early stage) is based on the author’s practical experience as an e-
commerce hospitality consultant and is organised into three future papers: 

 

RESEARCH PAPER 1: Exploring the value, role and threats related to Flash-Deal 
Websites such as Groupon, Voyage Privé, Secret Escapes, etc. as a part of hotel’s e-
marketing strategy. A snap-shot of 2015 reality. 

How & when can flash sites be used effectively? How do they impact other online sales 
channels? How do hoteliers perceive them – as sales, or only as a marketing option? Do they 
lead to damaged image & loss of value for a hotel over using them?  What has their method of 
selection of the flash-sale of choice been? Selection criteria and experience generated so far? 

Background: Flash-Deal Websites such as Groupon, Secret Escapes, Voyage Privé are a very 
recent phenomenon & are quickly gaining audience & popularity, yet their investigation has 
still been completely absent from the hospitality literature. 

Methodology: empirical quantitative surveys among hotel managers. Panel of experts – 
Hospitality Sales & Marketing Extraordinary minds as defined by HSMA Europe in 2014. 

Considerations: lack of relevant academic literature within the hospitality setting. Extension 
onto marketing & retailing needed. 
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RESEARCH PAPER 2: Management attitudes towards the 3 major online 
channels. What shares should they and what shares do they actually represent?  

How far do hotels actually go in order to boost their website performance? Is the website 
still at the core of their marketing and sales activities nowadays? How do they see the 
possibilities of a Flash-Promotion? What would the ideal shares of different channels be and 
what are they currently in reality?   

Background: The “love-hate” relationship between the OTAs & the hotels has been well 
documented in literature. Similarly, there is a growing discussion and attention among 
practitioners on how to shift the demand back towards the hotel’s website. Yet the reality 
paints a different picture with OTAs growing their shares from year to year in the overall 
sales. 

Methodology: As a pre-study - Panel of experts – Hospitality Sales & Marketing 
Extraordinary minds as defined by HSMA Europe in 2014. At the second stage, empirical 
quantitative survey among hotel managers. 

Considerations: lack of relevant academic literature within the hospitality setting. Extension 
onto marketing & retailing needed. 
 

RESEARCH PAPER 3: Optimising the online channel conflict between the Hotel 
Website, OTAs (Booking.com) & Flash-Deal Websites (Groupon, Secret Escapes, 
Voyage Privé) 

Can the channel conflict be resolved and can we propose a model for achieving an 
optimal channel mix that maximizes the profitability/revenue/performance of hotel online 
marketing? What are the correlations between the 3 different channels? 

• Does a high rank on Booking.com boost the number of Website visits? 
• Does a Flash-Sale increase the number of visitors on Website, leading to bigger sales 

volumes? 
• Does a Flash-Sale truly undermine the price politics & parity of a hotel? How can these be 

overcome? 

Background: Tan and Dwyer (2014) introduce the Distribution Channel Conflict (as an 
online version of achieving the traditional marketing channel mix, yet there is still no real 
understanding & empirical evidence supporting it in literature. The findings to the above-
presented question would also form a new body of knowledge with relevant managerial 
implications. 

Methodology: The most problematic part here, (quasi-)experimental case study approach. 
Comparing the web analytics and sales statistic data after the changes in channel mix. 

Considerations: methodology, data, experiment setting 
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