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Background

“Soft” dimensions of destination development in the perspective of the
Experience Economy.

A theoretical reflection on the concept of hostmanship in the light of two emerging tourism
regions, the Barents Region and the Adrian Sea region.

Background

BART- Public-Private Partnership in Barents Tourism

b 4
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Destination problem

Demanding challenges to find a competitive position on the world tourism map.

Destination problem

Challenges includes:

1.

2.

w

00/ N RO

identifying and defining tourist attractions as unique selling points (USP)
finding a brand and core value of the destination

identifying markets and target groups

developing tourism infrastructure such as transportation, lodging etc.

attracting investors and finding funding for tourism development

= “hard” dimensions of destination development

12/13/2023
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Tourism Challenge - new times

Affluence
Technology
Globalization

Complexity A New World! — the “stage-thinking”!

,l

Design Story
ymphony
mpathy Play
eaning

Trans-modernism

Post-modernism

Modernism

Pre-modernism

Tourism Challenge — nhew demands

New “Tourism turn” from “Tourist Gaze” (Urry 1995, 2002) — “Been there, Seen It, Done It” to
meaningful experiences & personal transformations (Pine & Gilmore 1999)

Differerntiated

Competitive
position

Undiffererntiated
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Tourism Challenge — new demands

Even more difficult to manage are the “soft” dimensions, consisting of the
human resources of a destination.

Tourism Challenge — new demands

In the forewords of their updated edition of their book (2011, p. ix), Pine and
Gilmore write

“Although the book has since been published in fifteen languages and
purchased by more than three hundred thousand people world-wide, the
book’s thesis has not sufficiently penetrated the minds of enough business
leaders (and policy makers) to give full bloom to a truly new — and desperately
needed — economic order.”

= new destinations such as the Barents and Adriatic Sea regions have a .v,‘"*; )

possibility to find a competitive position within global tourism by adopting these
new business concepts of experience production and guiding transformatiaon

10

12/13/2023



Hospitality 12/13/2023

Tourism Challenge — new demands

“Soft” Dimensions of a destination include among many dimensions;
1. attitudes towards tourists among locals and tourism employees

2. service quality and hospitality

3. competence and education levels among tourist operators and employees

4. and their understanding of the complexity of the tourist experience

11

1 Copycatting

Copycatting = Copying, imitating, replicating or repeating an
innovation or a pioneering process, or others” products or way of
working.

Seems unethical and bad business practice!

it appears to be the most applied, and in many cases the most
successful strategy (Shenkar 2010).

12
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1 Copycatting

Hggxcatting = Commonly applied in Swedish Laplana.i ‘

13

1 Copycatting

Aurora boremﬁ
L safari

14
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Actors in the creation of meaningful experiences

100% |

FirSt generation Industrial Experience Production

Degree of direction

Second generation

Staging of experience settings by supplier

2 Benchmarking

Benchmarking- sometimes sloppily used with the meaning “studying
and copycatting” what others are doing.

Its aim is a structured learning process that is formalized to find
performance gaps that are identified and measured, and a
commitment made to operational processes to close the gap (Camp
1989).

There are at least forty different models of benchmarking (Pyo 2001,
p.11), but

most are based on Deming’s (1982) four stages of:
Plan

Do

Check

act.

= GOSN

16

(c) Gelter 2014 8



Hospitality 12/13/2023

2 Benchmarking

Benchmarking according - Benchmarking according to Deming PDSA- Bend erox (Aftr
tson 1993 Pyo 20011 cycle1986, 1993 Bergman & Klefs 2003) 1992 (After Bergman & Kefsio 2003)

Gelter et al. In prep.The basic i for i ing major ing models.

2 Benchmarking
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Missing part

Figure 4. C ison of iti ing and the inverted

2 Inverted-Benchmarking

Traditional Benchmarking

Process or product -+ - N Best Practice Process or Process or product of Process or product of
of Benchmarker “2t2i=2 Sproduct of Benchmarké Benchmarker Benchmarké
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Inverted Benchmarking
Processor product Process or product Process or product Process or product
of Benchmarker <. Comparison, 2> _of Benchmarké of Benchmarker of Benchmarké
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3 Innovation

is aiming towards complete
i using present structures.

Innovation differs from inventi
e use of a better and, as a result, nove
|nvent|on refers more directly to the

Innovation also differs
from benchmarking) in that inn
tion of doing something differ:
the same thing better.

3 Innovation

Glass igloos

Saariselka

AR

12/13/2023
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3 Innovation

4
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Virgin Galactic & Arctic Spaceport Sweden - Kiruna

28

3 o BELICTIC

3 Innovation

If a destination lacks highly attractive
tourlsm attractions, copycatting or benchmarking o
roducts will not be good enough to attract global
tourist attention.

Thus copycatting and benc
class destinations will not help develo
inations such as the Barents Region or the
drian Sea Area.

Rather these destinations s
innovative Experience Production a
anship, or even attempt to develop
mative experiences.

The challenge for a destination is to develop products and y
e quality, and innovatively offer meaningful experiences.

12/13/2023
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From service to experiences & Hostmanship
in product development

ious co
i ouris
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" From service to experiences & Hostmanship
in product development

Service offerings Experience offerings

Service quality

(c) Gelter 2014 16
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Model for Service Development
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Service quality —history

BN

35

¢ Determine who the
customers are

¢ Determine the needs
of the customers

* Develop product
features that respond
to customers needs

¢ Develop processes
able to produce the
produce features

o Transfer the plans to
the operating force

Deming’s theory of management
ds Deming (1900-1993) Western Electrics. Emphasized the top m.

Deming’s 14 points for mana
- (Deming 1982, 1986)

Create constancy of purpose towards improve
Adopt a new philosophy.

Cease dependence on inspection to achieve quality.
End the practice of awarding business on the basis of pric
total cost by working with a single supplier.

Improve constantly and forever every process for planning, pro
stitute training on the job. Train and educate employees.
t and institute leadership. Supervision must help people.

n barriers between all staff areas.
ans, exhortations, and targets for the work force.
ical quotas on the factory floor and numerical goals for

b people of pride of workmanship. Eliminate the annual

ommit themselves whole-heartedly to quality issues, is it possible

"Profit in business
comes from repeat
customers, customers

that boast about your
project or service, and
that bring friends with

them."

W. Edwards Deming

"The result of long-
term relationships is
better and better
quality, and lower
and lower costs."

W. Edwards Deming

“It is not enough to
do your best; you
must know what to
do, and then do your
best.”

e of education and self-improvement for

. : W. Edwards Deming
to accomplish the transformation.

JURAN

QUALITY PLANNING

\

auaLrrconTro

P4

‘QuaLITY PROVEMENT

Josoph M, Juran
4

o Establish the

infrastructure
o [dentify the
improvement

product goals projects Study
* Act on the e Establish project
differences teams
* Provide teams with
resources, training
and motivation to:
* Diagnose the causes
o Stimulate remedies
e Establish control to
hold the gains

o Evaluate actual
product performance

* Compare actual
performance to

36
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Service quality —history

Service quality —history

Development of quality movement.
Bergman & Klefsjo 2003, p. 92

(c) Gelter 2014 19
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Service quality —history

Definition of quality

“The quality of a prod
isfy, or preferably exce
pectations of the
& Klefsj62003

40
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Company
Activity

Methods

42
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Service quality

Service Quality — What is it?

Figure 3. The relationships between different economical offerings and guest experiences. Gelter 2013

(c) Gelter 2014 22
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Experience Production
Service and hospitality (Service & Vardskap)

Definition of quality
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Definition of quality

- Dimensions o
products:
*Reliability - how o
serious these are
Performance — of signi
intended market segmel|
ul life or size.
tainability — summarize
t, localize and take care o
mental impact - a mea
ects the environment, e.g.
recyclability, and of how e
cated in the production.
an aesthetic parameter cre

hat the goods are not mat
at the time of purchase.
article does not cause
erty, or, in some cases,
against damage.
e product can be used,
eteriorating or being

12/13/2023
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Total Quality Management

Focus o
customers

Deminng’s Cycle of Continuous Improvement

Deming’s PDSA-cycle “Plan-Do-Study-Act”
(Deming 1986, 1993)

(c) Gelter 2014 25
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Total Quality Management

Total Quality Management
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53

Maslow’s Hierarchy of Needs
TEM

Total Experience
Management

A

To change

To be seen,
Hostmanship

Food & drink, toilets,
weather, cold

s

Dreams

Customer Satisfaction

12/13/2023
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Customer Needs

ustomer

atisfaction

N

Excitement needs
(Attractive quality)

Excepted needs
(Expected quality)

>  Degree of
achievement

(Must-be quality)

Unspoken
Did not &
)

do at al g
Basic needs
&
@

o

v
Very
dissatisfied

Unspoken

12/13/2023
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atisfaction
A

v
Very
issatisfied

57

Customer Needs
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¥ o Specific Marketing

Active Family

" Largest segment, strong
economy, seek security
and family activities

Double Income, No Kids "‘,
Experienced travelers, limited

time, individualistic, image.

WHOPS
Wealthy Healthy Older People
Culture & nature experiences,

ﬁ Coporate Meetings

New Target Group LOHAS

LOHAS = Lifestyle of Health and Sustainabilit

Visit Sweden, 2008

59

(c) Gelter 2014

New Target Group LOHAS

LOHAS - Lifestyle of Health and Sustainability
(Cultural Creatives) 30% of US & 40% of European adults

LOHAS Market Sector:
* Personal Health
*Natural Lifestyle
*Green Building

Alternative (Green) Transportation

*Eco Tourism

*Alternative Energy

www.lohas.se SLOHAS - Slow Lifestyle of Happiness and Sustainability
www.lohas.com

60

12/13/2023
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Generation G
Generation Green, Global, Generous, Gentle, etc.,

NMI's 2010 Consumer Segmentation Model
(% general population U.S. adults...)

(40 Million) (44 Million)

Total U.S.
Population
(67 Million)

21%
DRIFTERS

(49 Million) \? N

Source: 2010 LOHAS Consumer Trends Database®

Customer Needs

12/13/2023
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Industrial
Experience
Production

Customer Needs

First generation of experiences

Degree of direction

P

Second generation of experiences
HOSTMANSHIP

Personal
Experience
Production

12/13/2023
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Staging Customer Surprise

Satisfaction Interaktion expectation

(Tillfredsstéllelse)

Mervarde

65

New Business Quality

Service industry
Technical quality — what the customer gets
Functional quality — how the customer gets it
Quality of Service

Experience industry

Quality of Experience — how the guest experiences
the offering

Transformation industry

66

(c) Gelter 2014
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Hospitality

Hospitality - Hospitableness
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Hospitality - Hostmanshi

1:a generationens upplevelseproduktion

Actors in the creation of meaningful experiences

.

First generation of experiences

Degree of direction

Industrial
Experience
Production Second generation of experiences

HOSTMANSHIP

Personal
Experience
Production

i\g Staging of experience settings by supplier

(c) Gelter 2014 35
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12/13/2023

In contrast to (staged) hospitality, hostmanship is a private value and

attitude, a way of living, a roundness of one self, one’s business and place
and how you see and value your guests.

Business Domai

~ Private Domai
Hospitableness

Staged JHostmanshipﬁ/

Guest
Serwce Experience
Hospitality
experience

Co-production

The art to let people feel they arewelcome -
To us"as peféoR to-éur businees and to qur

L

places 418

36
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In contrast to (staged) hospitality, hostmanship is a private value and
attitude, a way of living, a proudness of one self, one’s business and
place, and how you see and value your guests. This can be exemplified
by my taxi transfer from Dubrovnik Airport to Kotor in Montenegro, where
the taxi driver did not say a word during the almost three-hour drive,
leaving me in a vacuum of questions about where we were and what |
saw, and giving me an insecure feeling, whereas there are many
examples of proud taxi drivers in Swedish Lapland, that enthusiastically
explain and promote their destination. Likewise, the dedicated local bus
guide in Montenegro did not have the knowledge and values of proudness
to get us to feel welcome to the destination and places we passed or ¥
visited. In contrast a Iocal gU|de at Lake Skadar prowded genuine

Hostmanship

Hostmanship is an attitude, value foundation and a way
of living! You create yourself your hostmanship.

Hostmanship is proudness — over yourself, your
company, your destination, your countrym your history
and your culture.

Hostmanship is to have fun at work

It’s your attitude and your view o
N your guests

12/13/2023
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‘Hostmanship=*

Hostmanship is an attitude, value foundation and a
: wai/:of living! Yéqcreate yourself your hostmanship.
’

Hostmanship is broudness — over yourself, your
company, your destination, your country, your history
and your culture.

|

Hostmanship is to have fun at w

Moving from service to experiences and hostmanship in product
development

According to Gunnarsson and Blohm (2008) hostmanship is based on six values:
1. the value to serve and contribute to another person,

2. aholistic view to be able to see yourself with the eyes of your guest,

3. responsibility to act on every problem that appears,

4. to trust and let lose your consideration to guests and coworkers, e

\§ < 1
5. the values of dialogue, to listen and rather understand than be understadd ﬁ&

- 3 - . ‘é %
6. knowledge — to know your guest’s habits and culture, tolrﬂeg(ei?fﬁ%._;q,uest‘sw s
or her conditions. PN A ‘»,#/. & 2

-
LY ¢
o L2 Y
u,gg/&*f:ﬂ.
[ o

12/13/2023
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Moving from service to experiences and hostmanship in product
development

In a larger business, there is a management concept of value your
employees and make them proud, “When | feel | am worth something, | can
be hostable”. This management issues was very obvious in souvenir shops in
Kotor, Montenegro, where in one the employed young girls had problems
with basic service quality and hospitality, apparently with a very angry shop
owner/manager. In contrast, next door the staff had fun, were happy and
provided not just good service and hospitality but genuine hostmanship.

_ Hilton Hotel Whistler

12/13/2023
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Holiday Club Are

Hospitality — Fish!

“Catch the Energy!”

“Free your Potential!”

The Fish! Concept of Pike Place Fish, Seattle, based on four
core values of; Choose your attitude, Have fun, Be There and
Make their day (Lundin et al 2000).

80
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VARDSKAP - Hostmanship

Catch the Energy — Release your Potential!
1) Play! — Have fun
2) Make Their Day!
3) Be There!!
4) Choose Your Attitude!

81

(c) Gelter 2014 41



Hospitality 12/13/2023

Choose Your Attitude! Be There! Make Their Day!

83

Choose Your Attitude! Be There! Make Their Day!

84
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However, “having fun” must be genuine! | have tested a Swedish rafting
company where their business idea was to be the “funniest rafters in
Sweden” and released a cascade of scripted jokes during the rafting
experience, which completely destroyed the total experience.

85

uality of hospitality and hostman
nt issue, and its values must be c
ards in their daily work

Illustrated by the Disney’s 10-poir
ey’s legacy of creating happiness through imag
of people’s needs and desires. Staffs are employed
e basic values of Disney: (Williams & Buswe

We-re committed t
We're friendly, helpf ¥
We smile b /&K
Ne are a team v i [¥
e positive b Ak HETL et ” A
say ‘no’ : ; ‘ 1T s
ccable
and we know our role in the

efficient

86
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Hospitality

Differerntiated

Moving from service to experiences and hostmanship in product
development

Fish! .
Disney staff Swedish

code Hostmanship

Great guest
experience

Progression of Economic Value

Price

Relevant to

Competitive Needs of

(c) Gelter 2014

88

position

Undiffererntiated
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Guidens kladval i

vardskapet:

1:a personens guide
2:a personens guide
3:3 personens guide

92
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difference between service management and experience
management Gelter 2013

93
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Upplevelserummet

enl. Lena Mossberg 2003 (s. 17 & 28), 2006 (s. 37)

Servunction-systemet

enl. Bateson (1995)

= Service + function

Backstage

(c) Gelter 2014 48



Hospitality

(c) Gelter 2014

12/13/2023

Servunction-systemet

enl. Bateson (1995)

= Service + function

Backstage

Experience Room

enl. Lena Mossberg 2003

ERI - Experience Room Interaction Model

= servunction-modellen

Backstage

49
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Grythyttans FAM Modell
Five Aspect Model

The meeting - Motet

The environment - the restaurant - Rummet

The mode/ atmosphere - Stamningen

The product (meal) - Produkten

The management system (business) - Styrsystemet

aghrwpdE

Management
system

Mood/Atmosphere

Product

Environment Meeting

Gustafsson 2006

99

Athmosphere

- service

100
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Sou’ndscape, Visualscape, Storysecape

~

Snow Village, Yllas

101
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‘Design = experience & storytelling

m Ul

p——

Levi Summit

104
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Levi Summit

105

River meal on
Svartadlven

106
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SOU VENIRER

Fiskekort
Angesa Fvo ff 1
=

107
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= —J I
-_v{f y A o ‘”‘

'l | Storforsen

109
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Whistler & Blackcomb, Cak

Resort Guide

Excelerator l
Solar Coaster

Jersey Cream @&

Catskinner % .8

Crystal Ridge @ e

7th Heaven

D

ountain Guides

112
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Choose Your Attitude! Be There! Make Their Day!

114
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Traditionally, destination marketing and market communication have been
focused on the unique selling points (USP) of a destination, which is a
sales-driven, product-centered and outcome-focused view. But today’s
consumers are not function driven, but rather value, experience and emotion
driven, more interested in how an offering informs (transforms), entertains,
and contributes to personal branding and self-fulfilment. Schmitt (2003)
suggests replacing USP with ESP, the experiential selling paradigm with
an experiential positioning and experiential value promise (EVP) for a
destination
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The new paradigm of the experience economy and the “critical turn”
towards co-creation in tourism, such as in hostmanship, indicate that
competence of experience production that gives guests not only unique,
but rather meaningful experiences will be a critical prerequisite to succeed
as a destination. Emerging tourism areas such as the Barents and the
Adrian Sea areas, would therefore gain a competitive edge by focusing on
the “soft” dimensions and EVP’s for the destinations.
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Hospitality 12/13/2023

Puhhh... that was a lot!

Service quality & History

Definition of quality

Total Quality Management

Model far Service Development

Custemer Satisfaction

Customer Needs

Hospitality:— Haspitableness - hostmanship
Servicescape - Servunction
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Total Experience Management model
adapted after Gelter 2006, 2007
Erfahrung 1.0 Erlebnis Erfahrung 2.0

Experience facilitator: Guide,
environment etc.

Frontstage
Backstage

Experience Production Method
Experience Design & Staging

Methodology

Experience Production Organization
Organization & Business

Evaluation
Branding
Customer relations

Marketing
Branding
Customer
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