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“The farther backward you can look,
the farther forward you are likely to see”

Winston Churchill,

Politico y Estadista Britanico
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Temas

Destinos

Empresas
Turistas
Entornos: ambiental, social, econdmico, politico, legal...

Educacion — recursos humanos

Universidad de Malaga, 2017 - Lidia Andrades — andrades@unex.es



o Jeme

Justificacion de los temas

¢Por qué me interesa investigarlo?
¢Qué quiero saber sobre ese tema?
¢ Referencias sobre el tema?

Impacto del tema:
o Relevancia para destinos y/o empresas
o Relevancia social

Resultados potenciales
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La investigacidon en turismo

¢De qué temas aun no sabemos suficiente?
o Aspectos economicos del turismo

o Aspectos geograficos del turismo

o Aspectos politicos

o Aspectos tecnologicos

o Cooperacion — participacion — coordinacion

o La experiencia del turista
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“Indagar para entender al turista”
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Tourism
Management
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Tourism Management
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A critique of “Response Bias” in the tourism, travel and hospitality @CmssMark
Yo

research

Atila Yiiksel

Tourism Faculty, Adnan Menderes University, Turkey

HIGHLIGHTS

e We examined response bias in leading tourism, travel and hospitality journals.

e We identified that response bias was not properly acknowledged.

o We identified citer myopia with serious repercussions on scientific progress.

e We found that the issue of bias was not taken as seriously as it should be by the editors.

ARTICLE INFO ABSTRACT
Article history: Measurement accuracy of respondents’ opinions, perceptions, attitudes and behaviors is vital for better
Received 10 May 2016 managerial suggestions, theoretical conclusions and advancement of science. There is a growing concern,

Received in revised form

2 August 2016

Accepted 5 August 2016

Available online 12 September 2016

voiced frequently in other disciplines that a high rate of response bias exists and this casts serious doubts
on generalizability of conclusions. Based on limited research on the topic, this paper examines the extent
to which response bias is acknowledged as a limitation in tourism, travel and hospitality research.
Additional analyses were carried out to explore i) researchers’ attentiveness to cautions when citing a
biased study and ii) editorial policies of journals against bias. The results revealed that i) acknowl-

Keywords: . .. . .
Rei'::arch limitation edgement of response bias was low, ii) that researchers’ negligence to reported response bias limitations
Response behavior was high, and iii) that editorial policies of the examined journals were far from encouraging authors to
Response bias discuss and include response bias related limitations. Implications were discussed.

————  CiteT myopia © 2016 Elsevier Ltd. All rights reserved.
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dtan sencillo? 6 tan complicado...
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Cuestiones frecuentes:
Imagen del destino; eleccion; y, experiencia en el destino

me

Como controlar el sesgo de respuesta (Dimanche & Andrades, 2017):

Equivalencia en el vocabulario
Equivalencia idiomatica
Equivalencia gramatical
Equivalencia experiencial
Equivalencia conceptual

Al S
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Controlando sesgo
de las respuestas

METHODOLOGICAL ISSUES IN
CROSS-CULTURAL TOURISM
RESEARCH
(Dimanche &Andrades 2017)

‘ Designing cross-cultural research ’

Construct Equivalence

Problem definition;
hypothesis formulation

Operationalization

Equivalence

Research instrument
design
Contextual
Equivalence
Language
Equivalence

Equivalence

Analysis; Results;
Implications

Conceptual Equivalence

Functional Equivalence

Category Equivalence

Item Equivalence
Scalar Equivalence

Sources of Data Equivalence
Methods of eliciting data
Resulting samples
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La dificultad de investigar el turismo
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Nuevas tecnologias: éla gran solucion?

Universidad de Malaga, 2017 - Lidia Andrades — andrades@unex.es
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Destination Futures
New Destination Frontiers or Looking “Back to the Future”

Alan Fyall Ph.D., Orange County Endowed Professor of Tourism Marketing
University of Central Florida, USA




DEStination Futures u Buc?(et.wsnon

New Destination Frontiers or Looking “Back to the Future”
CAPE TOWN - THE MOST BEAUTIFUL CITY

ON EARTH.

CAPE TOWN, South Africa has been named

the most BEAUTIFUL city in the world. Here's
why

Share this with someone you want to go with

Bea Uty alone IS nOt zD,L.“:TEt“St #bucketlistgoals #bucketlist2016
enough, you need to V
shareit ... T — —n

Alan Fyall Ph.D., Orange County Endowed Professor of Tourism Marketing
University of Central Florida, USA

Watch the Cape Town Video that's
Received Almost 3 Million Views!

By SAPeople - Aug 30, 2016

f  Share on Facebook

It's been only 10 days since Bucketvision uploaded the
video below of Cape Town to Facebook, and already it has
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m who has visited Cape Town rates it as the
best city anywhere in the world. Unparalleled
beauty

‘ >
i = a0
Like - Reply ﬁ %

% 4 Replies
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ks Antoinette Joy De Guzman The most
beautiful city i ever visited..nice place, food
and people..ifgiven a chance i will go back to
this placeli so lurve it!
ke - Reply - £2 84 v

received over 2.8 million views!!!




3 claves para los gestores de viajes

MediaPost News Events Awards Members More Q Sign in Register Advertise Follow

1. Hay cantidades ingentes de contenidos creados por los turistas a diario, en una amplia
variedad de plataformas — como YouTube, Twiter o Instragram.

2. Este contenido, especialmente el visual, es increiblemente impactante e influyente. Por eso,
muchas marcas turisticas estan desarrollando nuevas e innovadoras vias para incluir estos
contenidos en sus campanas y acciones publicitarias.

3. Por ultimo, este contenido proporciona informacion directa de las experiencias de los
turistas y tendencias de viajes. Informacion valiosa para las empresas de cara a que su
marketing sea mas significativo.
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lBl( Acotando el ambito de nuestra
investigacion

s ocial
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T echnological
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Suppliers developments
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B Strategic

Strategy partners
olitical

r
BESources developments
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Processes

Products and services s
Proposition

Universidad de Malaga, 2017 - Lidia Andrades — andrades@unex.es



o Jeme

Temas actuales

Economia B e
Colaborativa

Buscando
experiencias

Nota de prensa

R e R L A
mat de 0 corman e seematcacon saborades por AENCR gue
(AT R 35 o S Ge e BTN e Tecde de Cadlader

Destinos

Destinos \ inteligentes
creativos /
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Aspectos a considerar al elegir el tema

° La investigacion en turismo, dentro y fuera de las
universidades

o Temas de interés, areas mas estudiadas, areas que demandan
mayor atencion

> Metodologias para ir mas alla de lo que se esta haciendo y dar
respuesta a los retos planteados

Universidad de Malaga, 2017 - Lidia Andrades — andrades@unex.es
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Agenda de investigacion:
Tematicas

(Ballantyne et al, 2009)
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Temas abordados por los investigadores en turismo, 1994-2004. Traducido de Ballantyne,
Packer y Axelsen, 2009.

Investigacion
en turismo:

“% de articulos en 12 “% de articulosen las 3

revistas evaluadas | revistas lideres Cambio

1994-2004
EEEEEEEENEN

HENES .

- Palnificacion Turistica .a
.I *l;';lm“&lurgl....... Illlllgllllll Illalll Illglll --I‘llrl'

Aspectos econdémicos 8 7 5 - |

Impactos del turismo 8 5 7 - |

. : Tendencias en Turismo 8 5 5 = |

- Comportamiento del Turista Investigacién Turistica y . . . .

- Turismo Cultural Gestion Hoteiera N N 2 i

Ecotourismo 4 3 4 + |
:qpﬁmﬁmihllll!llllllillllll!lll;lllllll‘lllq.lillhli
450 : : s Lol

Transporte 3 2 3 - |

Gestion 2 2 3 - |

- Planificacion turistica Fomanos oo 2 2 2 - |

Interpretacién Ambiental 2 2 1 - |

- Aspectos economicos del turismo Politica Turistics 2 2 1 —

Educacién y capacitacid 2 2 o - |

profesional en turismo
Turismo de negocios 1 2 1 - |
Deporte y ocio 1 o 1 - |

+ o - indica un ligero cambio: ++ o — indica cambios mayores.

* Significativamente distinto de otros temas investigados (aplicando un text de independencia chi-cuadrado).
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Reflexiones sobre trabajo de Ballantyne, et. al. (2009)

Quizas el aumento o decremento no tiene que ver con el interés de
los temas sino con la dificultad para abordar los temas...

Implicaciones / reflexiones / cuestiones abiertas:

- El turista y su experiencia: aspecto determinante de la competitividad del destino
- Turismo Cultural: herramienta catalizadora

- Turismo Sostenible.... COmo optimizar la cadena de valor del destino en la practica? (Se ha
logrado ya involucrar a los actores locales en la planificacion del destino y hacerles
participes del desarrollo turistico?

Metodologias

Universidad de Malaga, 2017 - Lidia Andrades — andrades@unex.es



Investigacion: cuestiones pendientes

1. Necesidad de un marco regulador en el que operen las empresas que

operan dentro de la economia colaborativa.

2. Crear experiencias inolvidables en un sector intensivo en mano de obra:

cualificacidon y formacion profesional

3. Hiperconectividad, redes sociales...turistas conceden mayor crédito a las

“imagenes no oficiales” del destino que encuentran en Internet...

4. Participacion, involucrar en la gestion... turistas, ciudadanos,...

Universidad de Malaga, 2017 - Lidia Andrades — andrades@unex.es-"’“
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Investigacion: retos

Economia

Colaborativa

Competitividad

= O Turistica
Eﬁ’n« 9@4-
Busca ndO COACHING~ TEACHING |/ KNO OWLEDGE
experiencias EMNING
SKILLS

LEARN _f

/;:ea TENCE R DEVELOPMENT

E

Destinos

Destinos inteligentes
creativos
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Agenda de investigacion:
Destinos competitivos
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Un breve inciso: Marketing

v'Es disefio

v'Es pensar en cliente
v'Es pensar en empleados
v'Es pensar en la sociedad

v'Es pensar en la competencia
v ...es ANALISIS Y GESTION

Universidad de Malaga, 2017 - Lidia Andrades — andrades@unex.es
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EX  Modelo Servuccion (Langeard & Eiglier, 1976, 1987)
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Modelo Servuccion (Langeard & Eiglier, 1976, 1987)

¢Como es la produccion de servicios
turisticos a nivel de destino?

Universidad de Malaga, 2017 - Lidia Andrades — andrades@unex.es
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Tourism Destination Competitiveness
(Andrades & Dimanche, 2011)
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Future Challenges for
Destinations

Tourism Embeddedness and Boundarylessness?

Destination Futures
New Destination Frontiers or Looking “Back to the Future”

Alan Fyall Ph.D., Orange County Endowed Professor of Tourism Marketing
University of Central Florida, USA




@lzl Agenda de investigacion:
*X Retos futuros para los destinos (Fyall, 2017)

Fuerzas globales impulsando cambios
Competitividad y competencia

El consumidor

éDemasiados turistas?

La economia colaborativa

Ciudades Inteligentes

N o s W

DMOs: un rol que necesita evolucionar; excesiva dependencia de una
unica fuente de financiacion

8. Mas alla del turismo: destinos catalizadores de cambios
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Agenda de investigacion:
Fuerzas globales impulsando cambios

(Fyall, 2017)
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ENTRE LOS MUERTOS HAY UNA MUJER DE ORIGEN GALLEGO

Atentado de Londres:
tres vidas rotas y treinta
destrozadas

Cuatro personas, incluido el terrorista, han fallecido en el atentado. El
ataque también ha dejado en torno a 40 heridos, siete de ellos en estado
critico

W PoLICIA
TURISTICA
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LAS CONSECUENCIAS DEL BREXIT

Los residentes britanicos de la Costa del Sol
quieren ser espanoles: asi se preparan

Parnell Academy iniciara la proxima semana un curso disefiado de modo especifico para aprobar el
examen de nacionalidad espafiola. Lo respalda la asociacién Brexpats in Spain

BRENIT 7Y/ (i
KUR (EEJIMAS xap?,

! 1 - .
N 79 . ) s - \
Foto: EFE.
P e

- strasbourg



Malaga capital se consolida como segundo
destino de Espana en Facebook

La ciudad ha logrado superar los 135.000 ‘'me
gusta'y se sitlia por delante de Barcelona y

Sevilla

Malaga Ciudad

n Malaga capital es ya uno de los destinos Genial
< turisticos de Espafia mas potentes en las @ Malag
) redes sociales tras haber incrementado su
= presencia de forma notable durante el affo
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Agenda de investigacion:
El consumidor

(Fyall, 2017)

Universidad de Malaga, 2017 - Lidia Andrades — andrades@unex.es



Yourism

(accessible, personalized
experiences)

Roger Pride, 2016

Individual Experiences — “one size” most definitely does
not fit all

Reject Authority — honesty of social media and bypassing of
Institutions

Time Factors — living in an impatient world, our 8 second
attention span, and Netflix

Creators not Consumers — opinions, images and uploads

Access to Information — and overload of information (dual-
screen generation)

Social Capital — impact on destination choice and sense of
belonging

Security — where is the new “quiet and calm” ?

Belon ing — emotional attachment to products and places and
sense of belonging in a “virtual world” (place attachment)

Tailored Authenticity




Ain Shams Engineering Journal (2014) §, 1093-1113

Adn Shams University e B

Ain Shams Engineering Journal

e G www.elsevier.com/locate/asej
Py P R ”

A N a\ www.sciencedirect.com

Ain Shams University

ELECTRICAL ENGINEERING

Sentiment analysis algorithms and applications: W) cosn
A survey

Walaa Medhat **, Ahmed Hassan ”, Hoda Korashy "
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‘ Product Reviews i
@nem Identiﬁ

l Opinionative words or phrases

Gature Selection>

l Features

@em Classification
/ Sentiment Polarity /

Figure 1  Sentiment analysis process on product reviews.

Medhat, et. al, 2014

Definir el
problema

Preparar
datos
“.\‘1‘ o i
| gy datos
Generar
Validar
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- Decision Tree
Classifiers
—»| Supervised Learning
Vi Machi
A | fraar Support Vector Machines
Classifiers
Neural Network
) Machine Leamning | | L3 Rule-based
Approach Classifiers —> Naive Bayes
Probabilistic -
—> Clsaifions Bayesian Network
—> Maximum Entropy
Sentiment Analysis s{unsupervised Leaming
N Dictionary-based
Approach
K Lexicon-based |
Approach
Statistical
L3 Corpus-based
Approach
Semantic

Figure 2  Sentiment classification techniques. Medhat, et. al, 2014
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Other users also viewed these articles X

Técnicas de mineria de datos

Las técnicas mas representativas son

e Redes neuronales

e Arboles de decision
e Modelos estadisticos
e Agrupamiento o Clustering v Clementine
e Algoritmos supervisados (o predictivos) >g|':;':ﬁt?:eog'§%ss°1°1'? 1

e Algoritmos no supervisados (o del descubrimiento

del conocimiento)
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3’,/ International Research Journal of Engineering and Technology (IRJET) e-ISSN: 2395 -0056
TﬁJE? Volume: 04 Issue: 01 | Jan -2017 www.irjet.net p-ISSN: 2395-0072

REVIEW PAPER ON
BIG DATA: CHALLENGES AND APPLICATIONS

Priya Parhatel, Gaurav Ghogle?, Jyoti Bhange3, Ashwini Ingle*

1Professor, Dept. of Computer Science & Engineering, STC, SPRT, Shegaon, Maharashtra, India
2Diploma Student, Dept. of CSE, STC, SPRT, Shegaon, Maharashtra, India
3Diploma Student, Dept. of CSE, STC, SPRT, Shegaon, Maharashtra, India
4Diploma Student, Dept. of CSE, STC, SPRT, Shegaon, Maharashtra, India
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Big data

5 Vs del BIG DATA: Volumen, Variedad, Velocidad, Variabilidad and Valor

Retos del BIG DATA:

o Volumen: como gestionarlo

o Variedad: cdmo combinar informacidn de diferentes bases de datos CONEXIONES
> Velocidad: reaccionar a tiempo ante los flujos de informacion

o Veracidad: descubrir informacion valiosa, detectar sesgos, relevancia, calidad

o Alcance, Exhaustividad: areas cubiertas, gaps?

o Privacidad, Aspectos éticos y de seguridad, Gobernanza

Universidad de Malaga, 2017 - Lidia Andrades — andrades@unex.es
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Big data: éy en el sector turistico?

Retos del BIG DATA:
= Recoger informacion y analizarla desde la perspectiva del turista
= Contenidos en la redes sociales, potenciadas por los moviles
= Entender en tiempo real los patrones de uso de la informacion
= Crear contenidos relevantes para diversas audiencias
= Recomendacion de contenidos a la carta

= Medicion de la eficacia de los contenidos

Universidad de Malaga, 2017 - Lidia Andrades — andrades@unex.es



me

Agenda de investigacion:
Destinos Inteligentes

(Buhalis, 2014)

Universidad de Malaga, 2017 - Lidia Andrades — andrades@unex.es



— Realidad aumentada

u Transporte optimizado
EX

Multilinglie

DEStl n OS | nte ‘ |ge ntes Informacién accesible

Turistas conectados y monitorizados

Table 1 Tourism applications in smart tourism destinations

No. Tourism applications in smart tourism destinations Utility Destination Smart tourism destinations
function components (Buhalis dimensions (Cohen 2012)
2000)

1. Augmented reality (AR) enables visitors to experience digital recreation of Interpretation Attractions Smart people, smart
tourism sites and time travel (Chillon 2012) mobility

2. Vehicle tracking system provides a real-time information of transport network and Planning Accessibility Smart living, smart mobility
could be distributed to end-user devices (Arup 2010)

3. Hotel should able in predicting energy demand for building and perform energy Sustainability Amenities Smart environment
audits based on their environment management (Metric Stream 2013)

4. A multi-languages application that provide range of services such as electronic = Guidance Available packages Smart people, smart
travel guide which also offer numbers of available packages for tourists (Jordan mobility
2011)

5. NEFC tags and QR codes to access information about nearby points of interest Proximity Activities Smart mobility
through mobile devices (GSMA 2012) marketing

6. Tourists are able to register their complaints through a Complaints Management Feedback Ancillaries Smart living

System that supported by various ICT channels such as SMS or mobile
applications which could directly route them to appropriate officials (Metric

Stream 2013) Buhalis, et. al, 2014
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Caracteristicas
de los destinos
inteligentes

Gobiernos

Turistas Entorno Residentes

Gestores del
destino/
Asociaciones
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No. Stakeholders Characteristics of outcome

1.  Tourism organisations e Function as smart hub that coordinates all relevant information
and makes it easily accessible for users to access real-time
information

e Digitisation of core business processes

Ex e Optimise their energy use
e Engage with local communities, tourists and government in co-

creating tourism experience
e Organisational agility, speed decision making and responsive to
customers’ needs based on just-in-time insights
e Precision targeting and personalised service
2. Governments e Information governance that support data openness
e Regulate data privacy
e Establish Public—Private Partnership

V4 .
< t t 3. Local residents/local e Constantly connected
a ra C e r I S I C a S communities e Sufficiently creative and empowered

e Technology savvy

. e (Citizen journalism
e O S e S I n O S e Actively involved in developing smart heritage/e-Culture

4.  Tourists e Well-connected and well-informed

* * e Active critics and buzz marketers
I n t e ‘ I g e n te S e Demand highly personalised service
e Engaged both socially and technologically
e Dynamically discuss through social media
e Co-create experience
e Contribute to content
e Utilise end-user devices in multiple touch-points
5. Environment e Interconnected through Internet of things
e Presence of cloud computing services
e Innovation ecosystem
e Sensor networks throughout the environment
e Combine digital information and social contexts which will
augment geophysical reality
Buhalis, et. al, 2014 e Interoperable social platforms

Source Adapted from (Hedlund 2012)
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Agenda de investigacion:
Demasiados turistas

(Fyall, 2017)
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Demasiados turistas

BALEARES

Baleares rompe el mercado: los pisos EM== Baleares
de alquiler se 'esfuman' en 48 horas

31/03/2017 08:33

El boom del alquiler turistico de pisos contintia imparable en Baleares tras anos de
actividad libre y sin regulacién. Lo que comenzd como una competencia desleal al
sector hotelero, que les obliga a competir en inferioridad de condiciones, ha
terminado por extrapolarse a otras actividades y afectar directamente a los
residentes de los principales enclaves de Mallorca e Ibiza, asi como a sus negocios.
Es yva un problema transversal que no tiene visos de solucionarse ni con la
normativa autondédmica que prepara el Govern.

Todos sufren en sus carnes las_consecuencias de este fenédmeno en forma de

escasez de inmuebles y precios prohibitivos, tanto para alguilar como para
comprar. Hasta el punto de que es casi imposible encontrar ya en algunas
zonas de Palma pisos en arrendamiento durante todo el anno. Las mas
complicadas, Santa Catalina, el Borne, el casco histdrico, el Molinar o el
Terreno. Los duenos han visto el filén y prefieren dedicar sus inmuebles a la renta
turistica, donde los beneficios se maximizan en mucho menos tiempo.

Y lo que es todavia mas sorprendente. El mercado esta tan loco en Baleares que los
pocos pisos que hay disponibles se esfuman en menos de 48 horas. L.os datos lo
confirman, las Islas fueron la comunidad auténoma en la que se realizaron
mas alguileres inmediatos en el mes de febrero. Es decir, arriendos en los que

el anuncio estuvo menos de dos dias en activo, segtn un estudio realizado por
el portal inmobiliario Idealista.
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Temas a investigar

1. Tolerancia del turista a las aglomeraciones
2. Gestion sostenible y disposicion a pagar eco-tasa

3. Poblacion de acogida: percepcion de impactos; propension a
apoyar el desarrollo turistico

Universidad de Malaga, 2017 - Lidia Andrades — andrades@unex.es



Turismo en areas protegidas

Lidia Andrades Caldito
Universidad de Extremadur

Lidia Andrades, Universidad de Extremadura, Valsain, 4-6 Mayo 2016

éLimitaria el acceso a esta zona?

Estudio piloto 2015: Resultados preliminares,
Valsain, 4-6 Mayo 2016

No Si,ac/p Si,al/p

2% |13% 13% 2% |13%

60% 27%

55%|75%
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Lidia Andrades, Universidad de Extremadura, Valsain, 4-6 Mayo 2016

No me ha gustado, hay demasiados turistas 1.37%
Me gusta, aunque hay muchos turistas 20.55%
Me gusta, porque no hay muchos turistas 77.74%
No me gusta, porque es demasiado solitario 0.34%

P. N. Garajonay

PR Sierra Gredos

P.N. Cabo de Gata

P. Nat. Sant Lloreng del Munt
P. Nat. Montseny

P. Nat. Batuecas-Sierra Francia
PR Sierra Espuna

Reserva Nat. lruela

P.R. Sierra Espuna

P.Nat. Sierra Cazorla, Segura, Las Villas
P. Nat. Zona Volcanica Garrotxa
P. N. Cabaneros

P Nat. Delta Ebro

P. Nat. Sierra Grazalema
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Actitudes de los residentes respecto al desarrollo
turistico

o Jeme

Perceived

Positive

Tourism

Impacts

HS5 +
HI + H4 +
Personal Attitudes for
Benefit from H3 + Overall . HS - Additional
Tourism Community ®™ Tourism
Development Satisfaction Development
&
H2 - H6 - L

Perceived

Negative

Tourism

Impacts

HO + Ko & Stewart, 2002
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Agenda de investigacion:
Formacion y cualificacion de los recursos humanos

(Baum, 2016)
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Retos: Formacion y gestion RR.HH

Taxonomia de la investigacion turistica en recursos humanos.

Baum, et al., Annals of Tourism Research 60(2016), 1-22.

Table 1
Summary of review sample.
Frequency of Total articles
articles by published in
journal journal
No. 4 No. %
Tourism Tourism Management 48 10.5 1700 28
Journal of Travel Research 10 2.2 501 2.0
Annals of Tourism Research 20 44 1170 1.7
Journal of Sustainable Tourism B 0.9 633 06
Tourism total 82 17.9 4004 2.0
Hospitality International Journal of Hospitality Management 172 376 1062 16.2
International Journal of Contemporary Hospitality Management 121 26.4 592 204
Cornell Hospitality Quarterly (formerly CHRAQ) 58 12.7 510 11.4
Journal of Haospitality and Tourism Research 25 5.5 281 8.9
Hospitality total 376 821 2445 15.4
Total 458 100 6449 7.1

Universidad de Malaga, 2017 - Lidia Andrades — andrades@unex.es
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Formacion y gestion RR.HH

Universidad de Malaga, 2017 - Lidia Andrades — andrades@unex.es



R

Formacion y gestion RR.HH

Taxonomia de la investigacién turistica en recursos humanos. MACRO

Baum, et al., Annals of Tourism Research 60(2016), 1-22.

.
Labour R practices
MESO
performance outcomes

—N O

interactions treatment of workers

The work erwvironment Charactenstics of the
Legislation and 2 e

Economic
cycles
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Agenda de investigacion:
Metodologias

(Dolnicar & Ring, 2014)
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Responder a preguntas actuales requiere
nuevos planteamientos

Colaborativa
Buscando
experiencias

) \, Destinos
Metodologias inteligentes
Competitividad
Turistica
Destinos
creativos

me
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Agenda de Investigacion:
Metodologias

1. Conceptos de marketing
- Imagen de destino

- Satisfaccion

- Turista responsable

2. Arquitectura de los marcos tedricos:
- Factores explicativos de la eleccidon del destino
- Segmentos de turistas

3. Generalizaciones empiricas:

- Involucracién — participacion- memorabilidad de
la experiencia

- Expectativas-Experiencia-Satisfaccion-
Recomendacion

4. Principios estratégicos:
- Reacciones de los turistas ante estimulos

5. Principios de investigacion:

- Metodologias para abordar analisis de nuevos
conceptos, definir marcos tedricos, o proponer
principios estratégicos

The five forms of transmissible, usable marketing knowledge (Rossister, 2002).

First-order form of marketing knowledge

Marketing
concepts

O QQ

Second-order forms of marketing knowledge

Structural N\

frameworks \__/

Nomnal refatsonship

Empirical
generalizations

Cosrelational (associative)
relatonahep

/

Third-order forms of marketing knowiledge

Strategic e e =

principles - * —
O—O

Causal relavvonshep

Research quess Jse techrque Be

principles e *
O—O

Causal relationship
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Tourism Marketing Research, Past, Present and Future.

First-order form of marketing knowledge
Dolnicar & Ring, Annals of Tourism Research 47(2014), 31-47.

Marketing ’ g
T } P
ONCeps \\ ) ‘ \
W

IO

ond-order forms of marketing knowledge
1 h oncepts 11 artidles, 3 articles, 4 articles,
3% of all 1%? of all 1% of all

e sl = articles articles articles

frameworks

Empircal

Qenaraizations \ ' 4

| - . % qualila
8 e L 2 d

[Tmm—orunlormo(mmﬂmglnmog- i e PONOOES and gno
- g 3 eneralizations 15 articles,

Strategc . "
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OCUGINg 2 e DU

Fig. 3. Tourism marketing research stocktake (2008-2012)
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The five forms of transmissible, usable marketing knowledge.

Rossister, 2002. Marketing Theory, 2(4), 369-380. Tourism Marketing Research, Past, Present and Future.
Dolnicar & Ring, Annals of Tourism Research 47(2014), 31-47.

First-order form of marketing knowledge

Marketing
concepts O
Or” —

R

Content

Making a Enabling a Keeping a
promise promise promise

O O 11 articles, 3 articles 4 articles,
3% of all 1% of all 1% of all
articles articles articies

Second-order forms of marketing knowledge
Structural /‘\
frameworks \_/

O oR O NoMEnal retatonship

Empirical
generalizations

Correianonal (associative)
re.stonaheg

Third-order forms of marketing knowledge

Strategic
principles

¥ , 0 articles. 1 articles,

0 % of all 0.3% of all
articles articles

Research Best answer B articles.

principles I * 2% of all articles

Causal relationship
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The five forms of transmissible, usable marketing knowledge.

First-order form of marketing knowledge

Marketing
concepts O
O Q Independent

O 0O

Second-order forms of marketing knowledge

Structural
frameworks

O on O Nomnal refatsonship

Empirical

generalizations
Correlational (associative)
relationshsp

Third-order forms of marketing knowledge

Strategic
principles

Causal relatonship

Use techrique as

Cy -

Causal relationship

Research

principles A |

O

Tourism Marketing Research, Past, Present and Future.
Dolnicar & Ring, Annals of Tourism Research 47(2014), 31-47.

Concepts

39% qualitative  33%, quantitative - 11% bof
17% concaptual

(1) re-thirking established concapts
(2) concepiuaiizing emerging concepts

Structural Frameworks

19% qualitative - 64% quantitative - 10% both
7% concapiual

(1) structuring vacation decision making
(Z) heterogenaity of Durists
(3) typologies and grids
Empirical Generalizations
3% qualtative 87% quantitative . g both

(1) Understanding consumer psychographics
(2) Tourist experience
(3) Information and decisions

Strategic Principles

100% quantitative

(1) Customer reactions to stimus

Research Principles

100% quantitative

(1) Chaflenging established approaches
(2) Infroducing new methods



Investigacion en
turismo:

Perspectivas
Necesidades

Direcciones

Entender:

- los contextos en los que operan las

empresas,

- las premisas sobre las que trabajan

os gestores de los destinos;

- los aspectos claves que condicionan
el comportamiento de los turistas
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Agenda de investigacion:
Metodologias
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Annals of Tourism Research, Vol. 24, No. 3, pp. 524-536, 1997
@ © 1997 Elsevier Science Ltd
Pergamon

All rights reserved. Printed in Great Britain

D160-7383/97 $17.00+ (LK}

PII: S0160-7383(96)00055-2

QUANTITATIVE VERSUS
QUALITATIVE TOURISM RESEARCH

Alf H. Walle
University of Nebraska at Kearney, USA

Abstract: In order to examine the importance of “quantitative™ vs. “qualitative” tourism
research, similar developments in anthrapology are examined. In addition, the impact of such
thought upon marketing is discussed. The tradeofis of choosing “qualitative™ or “scientific”
techniques are overtly considered, “science™ and “art™ in rescarch are operationally defined,
and the strength of each method is juxtaposed and justified. Such an analysis is vital since
tourism seeks to build its own distinct rescarch tradition. An eclectic approach of choosing
research methods is recommended in light of the fact that tourism scholars and practitioners
deal with complex phenomena and, as a result, rigorous, scientific methods are not always
appropriate for the problems encountered. Keywords: quantitative research, qualitative
research, humanism, anthropology, marketing, research tradeoffs, © 1997 Elsevier Science Ltd




Annals of Tourism Research 47 (2014) 3147

“Investigacion cualitativa alla donde los
enfoques cuantitativos no son apropiados”

Contents lists available at ScienceDirect

Annals of Tourism Research

e R ad “ . . .
ELSEVIER journal homepage: www.elsevier.com/locate/atoures Oportunldades sin fin... para generar
nuevos conocimentos, que a dia de hoy no
podemos imaginar que alcanzaremos....”
Tourism marketing research: @Cmm,k

Past, present and future

Sara Dolnicar *, Amata Ring'

The Universityof Queerishand, Aastriie The Tourism Marketing Knowledge Grid also points to which puzzle pieces are missing—where tour-
ism marketing knowledge should go in the future. In order to move into the direction of a knowledge
grid reflecting a mature discipline, more effort should be directed towards: the generation of novel
hypotheses through second-order knowledge; the development of strategic principles; the develop-
ment of research principles; thoroughly studying relevant work published in other disciplines; reusing
consistently established definitions and conceptualizations of concepts to enable cumulative knowl-
edge development; truly longitudinal research designs; experimental and quasi-experimental
research designs; the study of actual behavior; the smart harvesting of big data; interpretations of
results by authors; unstructured qualitative research approaches where quantitative approaches are
not suitable; and research into enabling promises.

The opportunities are endless. The authors are looking forward to witnessing exciting new tourism
marketing knowledge being developed over the coming decades; some beyond imagination|
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Métodos cuantitativos

Modelos de ecuaciones estructurales

Goodness of fit for method GLS
GFI=0,905

AGFI=0,883
RMSEA=0,066

Destination

Competitiveness

OF =1
-'-l-l-l-i-\E‘_m

' Cronbach’s alfa=0,599

Universidad de Malaga, 2017 - Lidia Andrades — andrades@unex.es
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Métodos cuantitativos

v Modelos de ecuaciones estructurales
v’ PLS
v’ Sesgos, asunciones,

v Interpretacion de los resultados

Universidad de Malaga, 2017 - Lidia Andrades — andrades@unex.es

Table 4: Summary of differences between formative and reflective measurement

model (Jarvis et al., 2003, p.201)

Composite Latent Variable
(Formative) Model

Principle Factor (Reflective) Model

Xy
Formative
Model
X;
Xa

Direction of causality is from measure
to construct

Y,

Reflective
Model

Direction of causality is from construct
to measure

060

No reason to expect the measures
are correlated (Internal consistency is
not implied)

Measures expected to be correlation
(Measures should posses internal
consistency reliability)

Dropping an indicator from the
measurement model may alter the
meaning of the construct

Dropping an indicator from the
measurement model does not alter
the meaning of the construct

Takes measurement error into
account at the construct level

Takes measurement error into
account at the item level

Construct possesses “surplus”
meaning

Construct possesses “surplus”
meaning

Scale score does not adequately
represent the construct.

Scale score does not adequately
represent the construct.
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Métodos cualitativos

METODO DELPHI

v’ Etnografia

v’ Entrevistas en profundidad

v Grupos de estudio

v Delphi

v’ Story telling
vo..

CUARTA FASE TERCERA FASE SEGUNDA FASE  PRIMERA FASE
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Research Methods
Qualitative Vvs. Quantitative
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Conclusiones metodologicas

Metodologias

Enfoques

Cuantitativo

Explotacion

. . V4 °
el [ematicas
Cualitativo: no

solo en estudios
exploratorios, . . Empresas: cémo ofrecer valor
sino tambien | | Turistas: comportamiento real
donde el Transculturales
cuantitativo no

llega...
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El dia a dia del investigador...

>

Formacion / Investigacion
Financiacion

Difusion de resultados / Transferencia
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El dia a dia del investigador...

Difusion/
_ Transferencia ¢ Financiacion
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osing

Programas competitivos: regionales, nacionales, europeos
Convenios, contratos....

¢Qué va antes? éFinanciacion o investigacion?

(EL HUEVO O LA GALLINA?

[l
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Financiacion: ser competitivos e

ravailableZ,!

ey b—

mmresear "”
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o Tematica:

o Interés para comunidad cientifica / sociedad

o Logica de la propuesta

> Solvencia técnica del equipo proponente
> Racionalidad del presupuesto / reparto de la carga de trabajo
o Control de calidad que asegure resultados

o Plan para resolver posibles contingencias

gl funding
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Financiacion: —
. . HfE]- H ~__§__
entidades, convocatorias avaiéb'e '*'”g

nam %w}ﬁw =i
smg

°H2020
°Erasmus + (-)
oPlan Nacional

°Planes Regionales
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Horizonte 2020 Programa marco de investigacion e
innovacion de la Union Europea

R

7 Aspectos prioritarios en los que la investigacion e innovacion
puede reportar beneficios a la sociedad:

Retos de la Sociedad Call 2015-2017

Seguridad alimentaria, agricultura y silvicultura sostenibles, investigacion marina, maritima y de
aguas interiores, y bioeconomia; 3851 Mill €

Eneriia seiura, limiia i eficiente; 5931 Mill €

Accidn por el clima, medio ambiente, eficiencia de los recursos y materias primas; 3081 Mill €
Europa en un mundo cambiante: sociedades inclusivas, innovadoras y reflexivas; 1309 Mill €
Sociedades seguras: Proteger la libertad y la seguridad de Europa y sus ciudadanos. 1695 Mill €

Universidad de Malaga, 2017 - Lidia Andrades — andrades@unex.es
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==l ‘Eé‘* |

:available- |

H2020:

granes S { ‘“9 lawarc
resean s
. "WRC = dieadline: mqsp:‘n'.:‘[
» Retos de la sociedad wax| U_ITIE%O_"}‘_'_ g
La UE ha identificado siete aspectos prioritarios en los que la inversién S|ng

especifica en investigacidn e innovacién puede reportar beneficios tangibles
a la poblacion:

% salud, cambio demografico y bienestar;

% sequridad alimentaria, agricultura y silvicultura sostenibles, investigacion
marina, maritima y de aguas interiores, y bioeconomia;

% energia sequra, limpia y eficiente;

% transporte inteligente, ecoldgico e integrado;

[ ]
% accion por el clima, medio ambiente, eficiencia de los recursos y materias CY E L T U R I S M O ?

primas;

% europa en un mundo cambiante: sociedades inclusivas, innovadoras y
reflexivas;

% sociedades sequras: Proteger la libertad y la sequridad de Europa y sus
ciudadanos.
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Financiacion

R

EN

Horizon 2020

Work Programme 2016 - 2017

13. Europe in a changing world — inclusive, innovative and reflective
Societies

G.J. Ashworth, G.J. & Dietvorst, A.G.J. (1995). Tourism

and Spatial Transformations: Implications for Policy and
Planning. CAB International, UK.

Ll oking awarc
eSS
MRG=deadline=" n:ge'iiig~;$;11

"\aX| u.m..-:—_ s 3
closing

Lineas
estratégicas:

o Cohesion Social
o Preservacion identidad

o Participacién ciudadana
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Financiacion
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(Dimanche, F., Andrades, L., & Rhoden, S., TTRA 2016)

Driving the skills of university students to meet the needs of the Russian
tourism industry: A competence analysis approach.

www.netour.eu

The context ll: Netour Project

MANAGEMENT
DA, Accounting
D.21. Support, control, and Quality Plan
D.22. Audit
D.7. Design and management of www.netouceu

D.1. First cooedination meeting D.2. Second coordination meeting D.3. Third coordination meeting

D.5. Books and journals acquisition
D.6. Hardware and consumables acquisition

D.8. Natural resources-based tourism analysis In Russia
0.9. Cultural tourism analysis in Russia

D.10. Business tourism analysis in Russia

D.12. Tourism studies at Russian Universities

D.11. Knowledge management and innovation: Workshop for stakeholders
D.13. Publicizing the project results among stakeholders
D.16. Knowledge updating for tourism professionals: Training course
D.14. Student seminar: How to write a case study
- D.15. Student recruitment for the mentoring program
Yy D.17. Mentoring program

D.18. Handbook about tourism management in Russia

% EAEA
Tempus e

NUI Galway 2016 - Travel & Tourism Research Association Conference,

D.19. International conference on tourism development
D.20. NETOUR Data center: All Russians Universities

Shannon/Ireland, April 20-22
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NETOUR “mix” and
methodology

Situational
analysis

e e

Implications

=

N
Boosting the competitiveness of Russia
as a tourism destination

EAE%A _Tempus

Actions

Educaton, Audiovisual & Culture
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www.netour.eu

'/

Situational
analysis

Tourism
Sector

Training for Tourism
professionals

International Conference
Sochi 2015
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Difusion/Transferencia

Contratos LOU art. 83
Convenios con Organismos/ Instituciones
Spin Off

Publicaciones

=
Tourism
Management
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Difusion/Transferencia

Publicaciones:

- Hampton, 2016: Tendencias principales en los journals que lideran la
investigacion turistica: Postmodernismo y Positivismo

é(f)umal lh:mlsm

VALYSIS
Sustainable e ol
Tourism

An tnterba

b
Tourism
Management

(fURR!!t ISsuU

IN TOURISM

PR A UL SR AR ANDCATIOR

JOURNAL OF
TRAVEL RESEARCH
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AECIT-Revista Estudios Turisticos

;c;i;tlg:s TURISTICO O P O RT U N I DA D ES ces

AECIT
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