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Tourism and the Business Environment –
Day 1

I would like to 
take your 
children and 
articles away 
….
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Study Tourism & Hospitality 

TUI Travel PLC  |  Management Trainee 
Programme presentation  |  2008  |  Page 4
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Where it all began 

30 years
of  eTourism innovation

http://www.emeraldgrouppublishing.com/tr.htm
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Where it all began ….1980s!
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Tourism Information – Analogue 
Where it all began ….1980s!
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Where it all began …. RICIRMS
Buhalis, D., 1993, Regional Integrated Computer Information Reservation Management Systems 
(RICIRMS) as a strategic tool for the small and medium tourism enterprises, Tourism Management, Vol. 
14(5), pp.366 378. https://doi.org/10.1016/0261-5177(93)90005-6

Global 
Distribution 
Systems 
(GDSs) 
emerge in 
1980s
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RICIRMS: Destination Inventory Management
Buhalis, D., 1993, Regional Integrated Computer Information Reservation Management Systems 
(RICIRMS) as a strategic tool for the small and medium tourism enterprises, Tourism Management, Vol. 
14(5), pp.366 378. https://doi.org/10.1016/0261-5177(93)90005-6

Destinations 
need to 
manage 
inventory 
and provide 
information
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RICIRMS: Dynamic Packaging
Buhalis, D., 1993, Regional Integrated Computer Information Reservation Management Systems 
(RICIRMS) as a strategic tool for the small and medium tourism enterprises, Tourism Management, Vol. 
14(5), pp.366 378. https://doi.org/10.1016/0261-5177(93)90005-6

Package 
Destination
products

https://doi.org/10.1016/0261-5177(93)90005-6
https://doi.org/10.1016/0261-5177(93)90005-6
https://doi.org/10.1016/0261-5177(93)90005-6
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RICIRMS: Benefits of 
Destination Management Systems

Buhalis, D., 1993, Regional Integrated Computer Information Reservation Management Systems 
(RICIRMS) as a strategic tool for the small and medium tourism enterprises, Tourism Management, Vol. 
14(5), pp.366 378. https://doi.org/10.1016/0261-5177(93)90005-6
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Destinations

1. Competitive advantage
2. Destination differentiation
3. Enhanced reputation & 

maintaining destination image
4. Nurturing new business models 

–Innovation & investment
5. Resource optimisation 
especially urban assets
6. Reimagining DMOs

Source: Kieran White
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Buhalis, D., 2000, 
Marketing the 
competitive 
destination of 
the future, 
Tourism 
Management, 
Vol.21(1), 
pp.97-116.
https://doi.org/1
0.1016/S0261-
5177(99)00095-3

Equitable returns for the resources utilized and sustainable development
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Buhalis, D., 2000, 
Marketing the 
competitive 
destination of the 
future, 
Tourism 
Management, 
Vol.21(1), 
pp.97-116.
https://doi.org/10.1
016/S0261-
5177(99)00095-3
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Where are we 

now 
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https://doi.org/10.1016/0261-5177(93)90005-6
https://doi.org/10.1016/S0261-5177(99)00095-3
https://doi.org/10.1016/S0261-5177(99)00095-3
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Technology 
Changes the world

Ready for the Internet 
https://www.youtube.com/watch?v=AzWK-x5WlXk
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40 years of evolution 

www.bournemouth.ac.uk 22

• Personalisation of services 
• Contextualisation and engaging 
• Co-creation of experiences 
• Instant gratification
• Shares experiences
• Engage with new technologies 
• Control of own experience
• Personalisation across all stages of travel

• Pre-travel: Make informed decisions
• During: Convenience, real-time engagement, feedback
• Post-travel: sharing travel experience  & reviews

Technology driven tourism 
by smart Travellers looking for VALUE 

www.bournemouth.ac.uk 23 www.bournemouth.ac.uk 24
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Engagement  [ Promotion? ]

Do consumers still believe marketing 
communication? Is there ...still an 

audience??

5 Stages of Travel 

www.bournemouth.ac.uk 27

Multiple stages of tourist experience

What is the role of technology in the different stages?

• 1 Dreaming: Engage and inspire
Social Media - Travel blogs, travel review sites

• 2 Planning: Search and compare
Websites and Social Media, provide information

• 3 Booking: Decide and book
Booking platforms, engage consumers

• 4 On-Site Experience: Co-create unique experiences
Online & offline, mobile services, LBS

• 5 Sharing: Share, review and engage
Social Media – engage consumers Facebook, Twitter, Foursquare, TripAdvisor

Ø Technology is omnipresent and accompanies the individual in all stages, i.e. 
pre-travel, during and post-travel stages

www.bournemouth.ac.uk 28

NEED 
RECOGNITION

ATTENTION

COMPREHENSION

ACCEPTANCE

MEMORY

ENVIRONMENTAL
INFLUENCES

Culture
Social  Class

Personal influences
Family

Situation

INDIVIDUAL
DIFFERENCES

Consumer
resources

Motivation and
involvement
Knowledge
Attitudes

Personality
Lifestyle

Demographics

EXPOSURE

STIMULI:

Marketer dominated

Non-marketer
dominated

RETENTION

INTERNAL 
SEARCH

EXTERNAL 
SEARCH

CONSUMPTION

INPUT
INFORMATION
PROCESSING

DECISION 
PROCESS

VARIABLES 
INFLUENCING 

DECISION 
PROCESS

PURCHASE

POST-
CONSUMPTION
EVALUATION

DIVESTMENT

EXTERNAL 
SEARCH

DISSATISFACTION SATISFACTION

PRE-PURCHASE 
EVALUATION

OF ALTERNATIVES

Model adapted from Blackwell, R.D., Miniard, P.W., and Engel J.F. (2006)

HYPOTHETICAL RELATIONSHIPS 
TO BE TESTED

PROPOSED NEW 
CONSTRUCT

INFORMATION
SEARCH

INFORMATION
SEARCH

INFORMATION 
EXCHANGE

ACCUMMU-
LATION

OF 
KNOWLEDGE

REFLECT & SHARE

DREAM

SHARE 
THE 

EXPERIENCE

Fotis, J., Buhalis, D., Rossides, N., 2011, Social media impact on 
holiday travel: The case of the Russian and the FSU markets, 
International Journal of Online Marketing, 1(4), 1-
19. https://doi.org/10.4018/ijom.2011100101
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The Consumer Decision Journey has changed

https://doi.org/10.4018/ijom.2011100101
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SMART NESS
Smartness takes advantage of interconnectivity
and interoperability of integrated technologies to
reengineer processes and data in order to
produce innovative services, products and
procedures towards maximising value for all
stakeholders.

This reengineering enables shaping products,
actions, processes and services in real-time, by
engaging different stakeholders simultaneously
to optimise the collective performance and
competitiveness and generate agile solutions
and value for all involved in the value system.

Smartness is the glue of interoperable,
interconnected and mutually beneficial systems
and stakeholders and provides the infostructure
for the value creation for all.

Buhalis, D., Harwood, T., Bogicevic, V., Viglia, G., Beldona, S., Hofacker, C., 2019, Technological disruptions in Services: lessons from 
Tourism and Hospitality, Journal of Service Management, Forthcoming. http://tinyurl.com/ITDisruptioninServices

Buhalis, D., Harwood, T., Bogicevic, V., Viglia, G., Beldona, S., Hofacker, C., 2019, Technological 
disruptions in Services: lessons from Tourism and Hospitality, Journal of Service Management, 
Forthcoming. http://tinyurl.com/ITDisruptioninServices

Buhalis, D., Harwood, T., Bogicevic, V., Viglia, G., Beldona, S., Hofacker, C., 2019, Technological 
disruptions in Services: lessons from Tourism and Hospitality, Journal of Service Management, 
Forthcoming. http://tinyurl.com/ITDisruptioninServices

World City-to-City Connections 

http://www.chrisharrison.net/projects/InternetMap/

http://tinyurl.com/ITDisruptioninServices
http://tinyurl.com/ITDisruptioninServices
http://tinyurl.com/ITDisruptioninServices
http://tinyurl.com/ITDisruptioninServices
http://tinyurl.com/ITDisruptioninServices
http://tinyurl.com/ITDisruptioninServices
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World City-to-City Connections 
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World City-to-City Connections 

http://www.chrisharrison.net/projects/InternetMap/

SMART
VS

…Not Smart…

Tourism

Burj el Arab, Dubai

Burj el Arab
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Tele
porting

Dreaming

Dreaming REALITY AT MCO :(

SMART ???

SMART
Tourism

What is Quality ?
Innovations 

In the last 33 years 
1985-2018 ?
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SMART NESS
Smartness takes advantage of interconnectivity
and interoperability of integrated technologies to
reengineer processes and data in order to
produce innovative services, products and
procedures towards maximising value for all
stakeholders.

This reengineering enables shaping products,
actions, processes and services in real-time, by
engaging different stakeholders simultaneously
to optimise the collective performance and
competitiveness and generate agile solutions
and value for all involved in the value system.

Smartness is the glue of interoperable,
interconnected and mutually beneficial systems
and stakeholders and provides the infostructure
for the value creation for all.

Tourism and the Business Environment 
–
Day 1

TUI Travel PLC  |  Management Trainee Programme presentation  |  2008  |  Page 51

smartness and agility 
towards value co-creation and competitivess 
building at the destination level as a network

• Networks: Interoperability and interconnectivity
• Internet of Things and Internet of Everything
• Sensors and Beacons
• Big Data and Data Analytics
• Social Media, Web 2.0 and User Generated Content
• Technological enablers for the hospitality industry
• Service Dominant Logic -Value co-creation of experience
• The concepts of co-creation and coopetition

Buhalis, D., 
Amaranggana, A., 
2015, 
Smart Tourism 
Destinations 
Enhancing Tourism 
Experience through 
Personalisation of 
Services, 
in Tussyadiah, I., and 
Inversini, A., (eds), 
ENTER 2015 
Proceedings, 
Lugano, Springer-
Verlag, Wien, 
ISBN:978331914342
2, pp.377-390

http://goo.gl/C6pHvw
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SMART NESS
≠

Automation and Information Technology
Digitatization

Evolution 
Social media 
Reservations 

GLUE of 
Interoperable and interconnected networks

mutually beneficial systems 
Real time, dynamic and adaptive

Customised,  individualised,  contextualised
Collective competitiveness and coordination

value creation for all stakeholders 

Boes, K., Buhalis, 
D., Inversini, A., 
2016, Smart 
tourism 
destinations: 
ecosystems for 
tourism destination 
competitiveness,

International 
Journal of Tourism 
Cities, Vol. 2(2), 
pp.108 – 124  

http://dx.doi.org/10.
1108/IJTC-12-2015-
0032

Consumer 
is changing 

rapidly 

http://goo.gl/C6pHvw
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From eTourism to Smart Tourism 
• Many to Many / Non Linear
• Networked and interoperable 
• Real time - Cocreated
• Personalised & 

contextualised services
• Ad-hock networks 

• Mono organisation 
1-2-1 

• Linear actions 

• Bid Data 
• Evolusion of travel 

Data and Technology:
the backbone

Big Data
Useful in predictive 
& user-behaviour 
analytics

High volume & 
variety
Real-time

Relies on  Machine 
Learning & cloud 
computing
Internet of Things

Internet of 
Things
Inter-networking & 
communication

Sensing 
information 
intelligently 

Dynamic & 
heterogenous

Open Data
Freely used, re-
used and re-
distributed

Accessible in 
convenient forms

Inter-operable 
with other 
datasets

Smart Traveller
• Personalised & 

contextualised services
• Engage & explore
• Authentic & immersive 

experience
• All stages of travel

• Confused
• Unfamiliar 

environment
• Barriers such 

as language
or mobility needs

• User Generated Content
• Influence brand reputation
• Impacts destination
• World of Mouth 

NON Smart 
Traveller

Key players in Smartness
TOURISM

Borders
Accommodation
Restaurants
Entertainment
Sports
Retail
Transport

TECHNOLOGY

Telecommunications 
Gatekeepers such as 
Facebook,
Google and Amazon
Mobile app developers
Digital platform developers
CCTV providers

OTHER

Local 
Governments/Council
Police
Destination Management 
Organisation 
Business Improvement 
District
Utility service providers 
(for example energy, 
water)
Transport providers
Banking & finance 
institutions
Universities & Research 
Organisations

LOCAL RESIDENTS & 
TOURISTS



Smart and Real Time Tourism 
© Professor Dimitrios Buhalis 2019

__________________________________________________________________________________________________

© Professor Dimitrios Buhalis, 
Tel: +44 1202 961517          Email: dbuhalis@bournemouth.ac.uk

http://www.bournemouth.ac.uk/etourismlab      Twitter @buhalis
http://www.Buhalis.com               http://buhalis.blogspot.com Google Scholar 

https://scholar.google.co.uk/citations?user=KW2ZrvUAAAAJ&hl 

www.bournemouth.ac.uk 62

Thinking smart for life -
SENSORS 
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Thinking smart for life -
SENSORS 

•Social Media Statistics:
http://www.socialbakers.com

Social Media Monitoring

www.bournemouth.ac.uk www.bournemouth.ac.uk 67

M LIVE in Real Time – Marriott Hotels

https://goo.gl/It8zUt

http://www.socialbakers.com/
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Tourism 
Needs 

Planning 
And 

Management

www.bournemouth.ac.uk 72

Sustainability of Tourism and Transport

§ Congestion in motorways
§ Access congestion in small

historic towns and WHS
§ Parking congestion in small

historic towns and WHS
§ Congestion at airports

Planning Tourism and Transport
together:

§ Seasonality
§ Incentives
§ Railway Travel
§ Awareness
§ Ecolabels
§ Indicators

www.bournemouth.ac.uk 73
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Tourist & Mobility Congestion

www.bournemouth.ac.uk 75
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Destination Planning and 
Management 

• “Capping tourists is a drastic measure, and surely not something destinations 
would like to do. It is often seen as a last resort, and the fact that more and more 
tourist destinations see no other way to remain sustainable and competitive is 
telling of the apparent failure of other initiatives” 

• “While surveys show that individuals feel increasingly responsible about their 
impact on the environment, this does not necessarily translate into action, a 
phenomenon that has in the past been referred to as the 30:3 syndrome. While 
30% of respondents to a survey claimed to be ethical consumers, only 3% actually 
bought ethical products” 

www.bournemouth.ac.uk 77

Destination Planning and 
Management 

www.bournemouth.ac.uk 78

Destination Planning and 
Management 

Thomaz, Biz, Bettonic, Mendes-Filho, Buhalis, 2017, Content mining framework in social 
media: A FIFA world cup 2014 case analysis
Information & Management Volume 54, Issue 6, Pages 786-
801 https://doi.org/10.1016/j.im.2016.11.005

Opportunities in and benefits of social media content mining.
Smart Tourism Destination

• Interconnect multiple stakeholders
• Dynamic ICT platform
• Real-time information exchange

• Enhanced decision-making
(Buhalis & Amarrangana 2015)

Buhalis, D., Amaranggana, A., 2015, Smart Tourism 
Destinations Enhancing Tourism Experience through 
Personalisation of Services, in Tussyadiah, I., and Inversini, 
A., (eds), ENTER 2015 Proceedings, Lugano, Springer-
Verlag, Wien, ISBN:9783319143422, pp.377-390

“The future of tourism development” 
(UNWTO Secretary General Taleb Rifai 2017)

https://doi.org/10.1016/j.im.2016.11.005
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Smart Tourism Ecosystem
Interoperability of systems in real-
time

Technology is the means to an end,
not the solution
Enabled by Big Data, IoT and Open
Data

Enhancing positive experiences,
removing negative factors
through co-creation

Deriving value through marketing

All elements are pushed through
with an agile mindset

Destination > Individual businesses

Smart Bournemouth
• UK’s fastest growing digital 

economy
• Testbed for 5G mapping trials
• Strong links with University

as a knowledge partner
• Testing the Open Bournemouth

IoT network
• Active engagement
• Agility towards benefits
• Encourage innovation through 

partners such as Barclays Eagle Lab

www.bournemouth.ac.uk 87

World City-to-City Connections 

http://www.chrisharrison.net/projects/InternetMap/ www.bournemouth.ac.uk 88

World City-to-City Connections 

http://www.chrisharrison.net/projects/InternetMap/
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World City-to-City Connections 

http://www.chrisharrison.net/projects/InternetMap/ www.bournemouth.ac.uk 90

World City-to-City Connections 

http://www.chrisharrison.net/projects/InternetMap/
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Thinking smart for life -BEACONS 
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World City-to-City Connections 

http://www.chrisharrison.net/projects/InternetMap/

Towards network competitiveness and max value for ecosystem 

1.Download high-res image (579KB)

2.Download full-size image

Fig. 3. Data Flow in Smart Hospitality Network.

Brandão, F., Costa, C., and Buhalis, D., 2018, Tourism innovation networks: a regional approach, 

European Journal of Tourism Research, Vol.18, pp. 33-56-

http://ejtr.vumk.eu/index.php/volume18/540-v18rp33

Neuhofer, B., Buhalis, D., Ladkin, A., 2012, Conceptualising technology enhanced destination 
experiences, Journal of Destination Marketing & Management Vol. 1 pp.36–46
https://doi.org/10.1016/j.jdmm.2012.08.001

Smart personalised experiences

Neuhofer, B., Buhalis, D., Ladkin, A., 2015, Smart technologies for personalised experiences. 
A case from the Hospitality Industry, Electronic Markets, Volume 25(3), pp. 243-254 
https://link.springer.com/article/10.1007/s12525-015-0182-1

Neuhofer, B., Buhalis, D., 
Ladkin, A., 2014, A typology of 
technology enhanced 

experiences, International 
Journal of Tourism Research, 
16: 340–350
https://doi.org/10.1002/jtr.1958

https://ars.els-cdn.com/content/image/1-s2.0-S0278431917301974-gr3_lrg.jpg
https://ars.els-cdn.com/content/image/1-s2.0-S0278431917301974-gr3.jpg
http://ejtr.vumk.eu/index.php/volume18/540-v18rp33
https://doi.org/10.1016/j.jdmm.2012.08.001
https://link.springer.com/article/10.1007/s12525-015-0182-1
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Thomaz, Biz, Bettonic, Mendes-Filho, Buhalis, 2017, Content mining framework in social media: A FIFA 

world cup 2014 case analysis, Information & Management Volume 54 (6), Pages 786-801

https://doi.org/10.1016/j.im.2016.11.005

Opportunities in and benefits of social media content mining.
DMO online platforms: Image and intention to visit

Williams, N., Inversini; A., Buhalis, D., Ferdinand, N., 2017 Destination eWOM drivers and 
characteristics, Annals of Tourism Research Vol.64 pp.87-
http://doi.org/10.1016/j.annals.2017.02.007

Smart Hospitality Ecosystem 

1.Download high-res image (579KB)
2.Download full-size image
Fig. 3. Data Flow in Smart Hospitality Network.

Buhalis, D., Leung, R.,2018, Smart Hospitality – Interconnectivity and Interoperability 
towards an Ecosystem, International Journal of Hospitality Management, Vol.71, p.41- 50

https://doi.org/10.1016/j.ijhm.2017.11.011

Use Gamification to engage in customer experience 

1.Download high-res image (579KB)

2.Download full-size image
Fig. 3. Data Flow in Smart Hospitality Network.

Xu, F., Buhalis, D., Weber, J., 2017, Serious Games and the Gamification of Tourism, 

Tourism Management Vol.60, pp.244-256 
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In-destination Tour Products and the Disrupted Tourism Industry

Hsu, A., King, B., Wang, D., and Buhalis, D., 2016, In-destination Tour Products and the Disrupted Tourism 
Industry: Progress and Prospects”, Information Technology & Tourism, Vol.16(4), pp.413-433
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Towards network competitiveness and max value for ecosystem 

Zhang, H., Gordon, S., Buhalis, D., Ding, X., 2018, Experience Value Cocreation on Destination 
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The accessible / disabled traveler ecosystem 

Michopoulou, E., Darcy, S., Ambrose, I., Buhalis, D., 2016, Accessible tourism futures: the world 
we dream to live in and the opportunities we hope to have, Journal of Tourism Futures, Vol.1(3), pp. 
179 – 188. http://www.emeraldinsight.com/doi/full/10.1108/JTF-08-2015-0043w

Customer-to-customer co-creation practices in tourism:  Customer-Dominant logic

Rihova, I., Buhalis, D., Gouthro, M., Moital, M., 2018, Customer-to-customer co-creation practices in 
tourism: Lessons from Customer-Dominant logic, Tourism Management Vol.67, p. 362-375-

https://doi.org/10.1016/j.tourman.2018.02.010

Open Data 
Platform

Travel sector 
specific data

Tourism 
Supply

Consumers of
Value 

Technology

Working with other stakeholders

Creating the storm of 
value

Smart Tourism Framework

Working with value aggregator

Companies use 
only 12% of the 
data they gather!
(Gov.UK 2017)

Tourism 
Suppliers

The 
Current 
Status

The Benefits
Consumer
Co-created, personalised experience
Engaged in all stages of travel
Derive value in an unfamiliar place conveniently

Supplier
Analyse meta trends for better predictability
Control operational costs
Influence customer behaviour in real time

Destination
Enhance and manage brand reputation
Reduce community – tourist conflict 
Foster cross-sector innovation & growth

Nowness Service 

Real Time Tourism

http://www.emeraldinsight.com/doi/full/10.1108/JTF-08-2015-0043
https://doi.org/10.1016/j.tourman.2018.02.010
https://doi.org/10.1016/j.tourman.2018.02.010
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Smart personalised experiences

Neuhofer, B., Buhalis, D., Ladkin, A., 2015, Smart technologies for personalized experiences: a case study in 
the hospitality domain, Electronic Markets, Vol 25(1) https://doi.org/10.1007/s12525-015-0182-1

Tasks
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Preferences

Emotional
Status

Disability

Goals

Personal 
events

Topics of
interest

Approaches

LocationSeason

Traffic

Light

Air 
Pressure

Political Situation

Delays

Emergencies

Weather

Strikes
Internal &
Expernal

Contextual
Factors

Dimitrios Buhalis 
and Marie Foerste 
2015, 
SoCoMo Marketing 
for Travel and 
Tourism:  
empowering co-
creation of value,

Journal of 
Destination 
Marketing & 
Management, 
4(3), October 2015, 
pp.151–161 

http://dx.doi.org/10.1
016/j.jdmm.2015.04.0
01 

REAL-TIME SERVICE
Buhalis, D., 
Sinarta, Y., 
2019, 
Real-time co-
creation and 
nowness 
service: 
lessons from 
tourism and 
hospitality, 

Journal of 
Travel & 
Tourism 
Marketing, 

36(5), 563-
582 https://doi.
org/10.1080/10
548408.2019.1
592059

http://slideplayer.com/slide/10976205/

https://doi.org/10.1007/s12525-015-0182-1
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The Service of Now
Leveraging Social Media and Context Technology to 

Enhance Consumer Experience in 

Real-Time

Buhalis, D., and Sinarta, Y., 
2019, Real-time co-
creation and nowness 
service: lessons from 
tourism and hospitality, 
Journal of Travel and 
Tourism Marketing, 36(5), 
pp.563-
582 https://doi.org/10.10
80/10548408.2019.15920
59

CONSUMER EXPECTATION & DIGITAL TOUCH POINTS Definitions of Real Time Marketing

Buhalis, D., and Sinarta, Y., 2019, 
Real-time co-creation and nowness service: lessons from tourism and hospitality, 
Journal of Travel and Tourism Marketing, 36(5), pp.563-582 
https://doi.org/10.1080/10548408.2019.1592059

Noweness and Real Time Marketing

Buhalis, D., and Sinarta, Y., 2019, 
Real-time co-creation and nowness service: lessons from tourism and hospitality, 

Journal of Travel and Tourism Marketing, 36(5), pp.563-582
https://doi.org/10.1080/10548408.2019.1592059

real-time marketing can be defined as
marketing that provides personalised, individualised and

contextualised products and services, 
based on real-time dynamic engagement with customers 

and co-creation of experiences, 
to optimise value for all stakeholders involved. 
Real-time marketing is propelling “ nowness”

or present moment service and experience.

Buhalis, D., and Sinarta, Y., 
2019, 

Real-time co-creation and 
nowness service: lessons 

from tourism and hospitality, 
Journal of Travel and 

Tourism Marketing, 36(5), 
pp.563-582

https://doi.org/10.1080/10
548408.2019.1592059

https://doi.org/10.1080/10548408.2019.1592059
https://doi.org/10.1080/10548408.2019.1592059
https://doi.org/10.1080/10548408.2019.1592059
https://doi.org/10.1080/10548408.2019.1592059
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Conceptual Framework of
Real-time Service Competitive Advantage

Buhalis, D., 
and Sinarta, Y., 

2019, 
Real-time co-
creation and 

nowness 
service: 

lessons from 
tourism and 
hospitality, 
Journal of 
Travel and 

Tourism 
Marketing,

36(5), pp.563-
582

https://doi.or
g/10.1080/10
548408.2019.

1592059

Characteristics of Real Time Cocreation

Buhalis, D., and Sinarta, Y., 2019, 
Real-time co-creation and nowness service: lessons from tourism and hospitality, 

Journal of Travel and Tourism Marketing, 36(5), pp.563-582
https://doi.org/10.1080/10548408.2019.1592059

Answer when they need you Real-time Marketing Definition

“the strategy and practice of responding with immediacy to external 
events and triggers. It’s arguably the most relevant form of marketing, 

achieved by listening to and/or anticipating consumer interests and 
needs” (Lieb, 2014).

Oliver et al., 1998

Real-time Co-Creation

• The rising expectations of consumers who 
increasingly participate in the experience co-
creation process rather than the consumption of 
service

• Process of value creation has evolved from product-
centric to a consumer-centric

• Provide a more personalised experience where 
“informed, networked, empowered consumers 
increasingly co-create value” with brands (Prahalad 
& Ramaswamy 2004)

Milward Brown Digital, 2015

https://doi.org/10.1080/10548408.2019.1592059
https://doi.org/10.1080/10548408.2019.1592059
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Real-time Competitive Advantage
• Develop brand’s competitiveness by better understanding consumer expectation and 

engage with them in real-time
• Utilising real-time data monitoring to ensure brand relevancy from producing and co-

creating content or service that are meaningful to consumers when they are most 
interested, via medium or platforms which suits their behaviour best

• Brands ability to co-create distinctive value with consumers based on real-time needs
• Rising demand of highly personalised and contextualised products or services 

Real-time Service Best-practice

• In-depth case study of Marriott M Live

• Multiple case study of KLM Dutch Airlines, Visit Philadelphia, Red Roof Inn and 
Pretzel Crisps

Buhalis, D., and 

Sinarta, Y., 
2019, 

Real-time co-

creation and 
nowness 

service: lessons 

from tourism 
and hospitality, 

Journal of 

Travel and 
Tourism 

Marketing, 36(
5), pp.563-582
https://doi.org

/10.1080/1054
8408.2019.159

2059

Marriott M Live Case Study
Why Marriott?

1) Marriott is one of the leading innovators of real-time service implementation

2) Has a dedicated real-time command centre (M Live) in four countries (and counting) to actively 
interact with its global consumers 24/7 in various languages

3) Utilising real-time data with a main focus of ‘Return of Engagement’ and experience enhancement 
(co-creation) – which highly relevant with the scope and objectives of this study

4) Has won Gold and Silver Creative Data Lions at the Cannes International Festival of Creativity 2017 in 
the categories of Social Data and Use of Real-time Data, respectively.

M Live

Using geo-fencing technology, M Live has shifted the common content distribution strategy, which was ‘creating 
a general content and share it to the wide audiences’, to ‘listening and benefitting a single moment that is 

pertinent and shareable between targeted consumers’. 

Multiple Case Study

1) KLM

In July 2011, KLM became one of the wold’s first 
brands to provide 24/7 service in social media. 

KLM also pioneered in using Facebook 

Messenger as their service channel in 2016. This 

platform options have expanded to Twitter and 

WeChat in June 2017, with an addition of Emoji 
Service to cater even more social-savvy target 

market. The service via Messenger which was 

piloted last year was proven success, with more 

than 1.4 million customers received their flight 

updates and documents through Messenger. 

https://doi.org/10.1080/10548408.2019.1592059
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Multiple Case Study

2) Visit Philadelphia

Visit Philadelphia (Visit Philly) establishes personal connections with fans by sharing related 
content and tailoring recommendations unique to each visitor’s interest and to connect 

visitors and locals through real-time interactions both virtually and physically (co-creation). 

They also identify meaningful user-generated content through #visitphilly hashtag, geotags 
and keywords analysis, which has been effectively utilised to perform ‘surprise and delight’ 

for visitors. 

Multiple Case Study
3) Red Roof Inn

Red Roof Inn used a moments-based approach to leverage a highly relevant and real-time offers 
after realising that there are high numbers of flight cancellations each day, especially during 

winter season. 

They developed a flight-tracking technology to monitor flight delays in real-time and send 
targeted paid search campaigns for their hotel chains near airports. The live cancellation data are 
filtered through a conditional algorithm which could automatically boost the bids to win ad space 

on Google search system. 

The real-time personalised ads which say ‘Flight 
cancelled? Red Roof Has You Covered’ seized 

consumers at the right moment, which has resulted in 
additional 650% share of voice, 375% raise in 

conversion rate and 60% increase in direct bookings 
(MMA 2014, Gupta 2015, Koch 2016, Keyser 2017).

Multiple Case Study
3) Pretzel Crisps

Pretzel Crisps monitored Twitter conversations to discover consumers who are ‘in need of a snack’, by 
employing keyword search terms and social profile analysis. 

The strategy, which referred as ‘social sampling’, engage with consumers via dialogue and just-in-time 
product sampling delivery. This campaign has resulted in more than 4.2 million earned media 
impressions since its launch in 2010 and 87% increase in sales compared with the prior year 

(Pretzel Crisps 2017).

Multiple Case Study
Cross-case analysis

All four brands (KLM, Visit Philly, Red Roof Inn and Pretzel Crisps) identify 
consumer needs proactively and co-create value dynamically. They establish 
online engagement with their consumers and are in a position to respond in 

near real-time. 

The main commonalities between the four cases are the aim to enhance 
consumer experience by actively engaging, as well as by personalising and 

contextualising service offerings. Brands are actively reaching out to targeted 
or relevantly influential consumers, often in an unexpected manner, to 

enhance their experience. 

Data Driven 
Real-time
Value Co-creation
• Time is a critical element of the contextual information, both internal 

and external, for all stakeholders

• Instant gratification value of social media benefit consumers with 
timely reaction from brands which support co-creation

• Actively engaging as well as personalising and contextualising to 
enhance consumer experience

• Integrating critical knowledge of consumer’s real time need, geo-data, 
contextual factor and mobile search behaviour to capture real-time 
needs

• Flexibility and adaptive behavior towards consumer demand and 
online empathy are crucial to maintain engagement

Buhalis, D., and Sinarta, Y., 2019, 
Real-time co-creation and nowness service: lessons from tourism and hospitality, 

Journal of Travel and Tourism Marketing, 36(5), pp.563-582
https://doi.org/10.1080/10548408.2019.1592059

Value Exchange between Consumers and Brands

Buhalis, D., and Sinarta, Y., 2019, 
Real-time co-creation and nowness service: lessons from tourism and hospitality, 

Journal of Travel and Tourism Marketing, 36(5), pp.563-582
https://doi.org/10.1080/10548408.2019.1592059

https://doi.org/10.1080/10548408.2019.1592059
https://doi.org/10.1080/10548408.2019.1592059
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Value for Stakeholders

Stakeholders Value

Brands / Marketers
- positive advocacy / e-WOM / Referrals
- product and service improvement
- increase sales / sales growth
- organic engagement
- authentic User-Generated Content
- real-time complaint management / service recovery
- proximity / location-based offerings
- real-time customer service
- yield management or dynamic pricing based on real-time data

Consumers - instant gratification
- consumer satisfaction & loyalty
- enhanced experience
- real-time information & recommendation
- dynamic & interactive communications
- brand awareness
- surprise & delight

Potential consumers - trustful information source / recommendation
- improved brand perception

Answer when they need you

Buhalis, D., and 
Sinarta, Y., 2019, 

Real-time co-
creation and 

nowness service: 
lessons from 
tourism and 
hospitality, 

Journal of Travel 
and Tourism 

Marketing, 36(5), 
pp.563-582

https://doi.org/1
0.1080/10548408

.2019.1592059

Conceptualisation 
of Real-time 

cocreation and 
nowness service 

ecosystem

Answer when they need you complaints 

Delivering the Wow Factor in Real-time
SMART SOLUTIONS

Sharing Economy
Autonomous Vehicles and Drones 

Artificial Intelligence 
Big Data Management

Real Time Management
Autonomous Vehicles 

https://doi.org/10.1080/10548408.2019.1592059
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Thinking smart for life -BEACONS 

Thinking smart for life -BEACONS 

Dock-less bicycle-sharing system Dock-less bicycle-sharing system
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Dock-less bicycle-sharing system Dock-less bicycle-sharing system

Dock-less bicycle-sharing system Dock-less bicycle-sharing system

Dock-less bicycle-sharing system
Shared cars 
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Shared cars Shared cars 

Shared cars Car becomes the guide and concierge ?

Safety and Security 
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Safety and Security 
Crisis management 

Autonomous Vehicles Autonomous Vehicles

Autonomous car Interconnectivity Autonomous Vehicles
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Autonomous Vehicles Ecosystem Autonomous Vehicles

Autonomous Vehicles Autonomous Vehicles
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THE FUTURE?
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SoCoMo Marketing

[ Social, Context based, 
Mobile ]
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SoCoMo Marketing

[ Social, Context based, 
Mobile ]
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technology

It is about agility in 
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