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(PATA), 380, 381
Piarnu Hospital, Estonia,
309-310
Penn State Worry
Questionnaire, 388
Philadelphia, 420
Positive cues, 491—492
Post-modernism, emblem of, 222
Post tourists, 222
Product-market match, 114,
122—-125, 128, 135
Professional conference
organizer (PCO), 460
Professional sport-tourists, 197
Promotional tools, 398, 400,
401



546  INDEX

Protection motivation theory
(PMT), 384—385
Public-spirited orientation, 137

Refined service and exquisite
hospitality, 53—54
RENTQUAL, 452
Reputation management, 478
Risk-as-feelings hypothesis,

385-386

Ritz-Carlton “gold standards”,
50-51

Ritz-Carlton Hotel Company,
50-51

Rose Hall Great House,
502—-503

Royal Ontario Museum,
422—-423

Rural tourism experience,
284286

activities, 285
conceptualization of, 285
in Cyprus, 287
evaluation of, 286
management of, 286, 295

Saint-Jean-Port-Joli (Québec),
241-242
Sales management, 477
Sculpture trails, 142, 143—144
Sea, sculpture by
assessing event experience,
147148
brand/conceptual uniqueness,
143-144
event experience, 144—146
global orientation, 141—143
planning, management, and
operation, 146—147
SCA, assessment of, 149—150
unique concept, 140—141
SERQUAL, 495
Service dominant logic (SDL), 47
tourism experiences, 8§—91
Service innovation

market-creating, 305, 306
in medical tourism, 303—316
in spas, 303—-316
in wellness, 303—316
Service Quality Scorecard
(SQSC), 452
Services blueprinting, 201, 203
Servicescape, 452
SERVPEREF, 452
SERVQUAL, 452
Sfendami Mountain Festival
(SMF)
area map of, 204
small-scale sport event.,
204-205
sport event, 202
Singapore airlines (SIA), 13—16
Small and medium tourism
enterprises (SMTEs),
185, 186
Small-group tour providers, 32
Small-scale sport service system,
206
Social context,
contextualization, 91
Social context mobile
marketing, 422
Socially constructed experiences,
90
Social media (SM)
co-creation opportunities and
processes, 100
individualized and socially
constructed experiences,
97—-98
interactions and tourism
experiences, 93—100
marketing strategies, 480
motivating factors, 475
multimedia content, 92
online reviews, 471—473
participation and tourism
experiences, 100—102
and tourism experiences,
91-93



Socio-cultural environment, 7
Socio-digital media, 338
Special interest tourism (SIT),
453
Sport tourism, 196
data analysis procedures and
validity, 404
data collection procedures,
403
diary design, 206—209
implementation of, 402
research approach and
sampling, 402—403
research instrument,
403—-404
service encounters and
servicescapes, 199—-200
service quality, 197—199
SMF, 2013, 201-202
tourist experience and
satisfaction, 200—201
Stakeholders, 70—71
Statistics Canada Motivations
Survey (TAMS), 118
Strategic human resources
management (SHRM),
52,53,62
Strengthen the customer, 7
Suburbanization, 115
Sustainability, 263
Sustainable creative advantage
(SCA), 135, 515
Sydney Organizing Committee
for the Olympic
Games (SOCOG), 141,
142
Symbolic authenticity, 159

Tactile tours, 146
Technological product
innovations, 36
Technology-empowered
experience, 411
Theming, 347, 351
Toronto, 117—119

Index 547

Total quality management
(TQM), 60—61
Tour experience design, 31
Tourism attraction, 118, 119,
127
Tourism businesses manage
service, 49
Tourism context and settings,
XV—XXVIi
Tourism Crisis Management
Initiative (TCMI), 380
Tourism destinations, 264
Tourism experiences, Xiili—Xxiv,
156,157, 160, 161, 508
creation, 507
definition, xi
developing experiential skills,
HR, 58—60
emotional labor and
intelligence, 55—56
experience encounter, 56
experiential intelligence and
skills, 57—58
hotel, tourism experience
encounters, 57
managing and marketing,
XIV—XV
social media, 91-93
total quality management
(TQM), 60—61
Tourism Grading Council of
South Africa (TGCSA),
268
Tourism industry, 74—76
Tourism marketing, 403, 405
and management, 134
Tourism pursuits, 201
Tourist experiences, 67—71,
283,286, 288
factors influencing the, 349
McDonaldization of,
226-228
Tourist moments, 221
Tourist paradigm shift, 236
Traditional mass tourism, 66



548  INDEX

Traditional tourist
behavior concepts, 66
Travel motives, 286, 288
Travel risk
conceptualization and
measurement of, 381
criticism of, 381
operationalization of, 382,
388—392
theory-based conceptual
model, 387—-388
Trip Advisor, 274
Turkey, 228—230
Tzaneen, 271-275

UNESCO, 158, 160

United Nations World Tourism
Organization (UNWTO),
380, 381

UNWTO report, 366
User-driven innovation, 30, 40

Value co-creation, 89, 109

Value co-destruction, 94

Visiting friends and relatives
(VER), 120

Visitor attractions, 345, 348

Visitor experience, 494

Visitor satisfaction, 494

Visitphilly photo spots, 420—422

Waterloo-Wellington Ale Trail,
367

Waterwheel, 271275

World Tourism Organisation
(WTO), 454

World Travel Market, 400



	Index



