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Definitions

Customer experience: “[…] is the cumulative impact – both 

emotional and practical – of all the encounters and interactions that a 
customer has with a company.” 
(Soudagar, Iyer & Hildebrand, 2012)

Co-creation: “[…] is an active, creative and social process, based on 

collaboration between producers (retailers) and users, that is 
initiated by the firm to generate [meaning and] value for customers” 
(Piller, Ihl & Vossen; 2010)
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competition, high                  

price transperancy

given circumstances

short product life 

cycles, globalisation,

standardization

new products with                

added value 

(Theiner and Steinhauser 2006)

innovation as prerequisite 

for progress and success
(Cooper 2005; Hall and Williams 2008; Theiner and 

Steinhauser 2006)

consequences

Tourism – status quo

• New technology

• Global economic restructuring

• Policy regulations

• Environmental limits to grow

• Increases in disposable income

• Non-work time

• Consumption preferences

• More experienced customers
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Innovation value creation points

− Business model

− Networks and alliances

− Services design and development 

− Service value 

− Distribution

− Brand

− Customer service experience
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(Hall and Williams, 2008)
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Tourism – status quo

Customer empowerment

≠ providing more features 
= more and varied opportunities Value
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Profile of the “new” customer

“Old reality” “New reality”

Identity Consumers, respondents Real people, creative partners

Role Passive Active 

Source of insights Surveys, observations Conversations, stories

Handshake with 

company

Transaction-based Interaction and experience-based

Information and 

influence

Company advertising, expert 

opinion

WoM, social media, peer-to-peer

Concept of value Company offers, one size fits all Customer determines; tailored and 

unique

Primary source of 

value

What’s in the brand, attributes and 

features

What customers do with the 

brand; unique solutions and 

customized experiences

7Shift from product-centric to customer-centric
(Bhalla, 2011)



Service Dominant Logic

(Vargo and Lusch, 2004, Sigala, 2014)

Goods-centred 

model of 
exchange

Service-centred

model of 
exchange

Concepts: tangibles, statistics, 

discrete transactions, operand 

resources

Concepts: intangibles, 

competences, dynamics, exchange 

processes, relationships, operant 

resources

Company 
creates 
value

Customer 
destroys 

value

market

transfer

Company 
develops 

value 
propositions

Customer 
co-creates 

value

market

context



Tourist knowledge

1. Tourists as innovators 

� „consumption knowledge“ (Metcalfe, 2001)

� „enterprising consumer“ (Earl, 1986)

2. Tourists are a source of knowledge 

for innovations and experience design
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(Howells, 2003)

Listen ���� engage ���� respond

≠ providing more features 
= more and varied opportunities Value



“Listening” objectives

― Matching own and travelers‘ perception 

― Control quality of services/products offered

― Insights into customers‘ needs and wishes 

― Adaptation and development of services/products supplied

― Change of product/service attributes over time 
(e.g., day/season)

― Insights into activities of competitors

― Identify trends

Monitoring Social Media - User 
Generated Content
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Listen and 
Learn

Analyze 
and 

Understand
Engage Integrate

Constant modification of products/services and processes.



Travellers’ decision 

making process

Evaluation 
selection

Businesses’ value and supply 

chain operations

Information 
search

Need 
identification

Purchase

Post-purchase 
support

Marketing

Product 
consumption

Product 
development

Logistics

Post-purchase 
support

Co-creator

Co-marketer

Co-distributor

(Sigala et al., Chapter 1, 2012 ) 

Customer 

empowerment



Need identification | Idea generation
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Information search, Evaluation | Price
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Evaluation | Alternative comparison
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Evaluation, Purchase | 
Social seating application

KLM “Meet and Seat”
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During Trip | Co-creation in Tourism

− Creative holidays 

− Cook your own food

− Voluntourism (e.g., linking volunteers with organic 
farmers and growers, developing countries)

− Events
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Post Purchase | Ratings, reviews
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Role of marketers/intermediaries 

in a market

• Enable and educate customers how to co-create value

• Provide customers with access to resources at the right

– Place

– Time

– Situation / context

• Create an open environment enabling stakeholders to meet 

and exchange resources for co-creating value

• Enhance and support the creativity of customers

Rethink distribution channels 

(e.g., sequence, actors, I2N2I)
Firm 

network



Co-creating value / experiences

- Service dominant logic 

- Experiences come from interactions 

- Engagement platforms that allow ongoing interaction and 

communication among firms and customers and other 

stakeholders 

(Venkatesh & Lusch, 1999; Ramaswamy, 2011)

C O M M U N I C A T I O N



The core principles of co-creation

Increased strategic 

capital and returns to 

enterprises

New experiences of 

value to individuals

Lower risks & costs for 

individuals

Lower risks & costs for 

enterprises

Co-

creation

Ramaswamy & Gouillart, 2010

Experience 

Mind-set

Engagement 

Platforms

Context of 

Interactions
Network 

Relationships



21

(Werthner and Ricci, 2004)

Dis-intermediation | Re-intermidiation

Consumers

DMO,

Planners & 
Administration

Intermediaries

Suppliers



Intermediary | Find a trip



Intermediary | Find an accommodation
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Intermediary | Changing roles



Intermediary | Best price guarantee

25



Intermediary | Options
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Intermediary | Hotel bids



Intermediary | Hotels bid



Intermediary | NYOP



Intermediary | Flip your miles



Service Dominant Logic

(Vargo and Lusch, 2004, Sigala, 2014)

Goods-centred 

model of 
exchange

Service-centred

model of 
exchange

Concepts: tangibles, statistics, 

discrete transactions, operand 

resources

Concepts: intangibles, 

competences, dynamics, exchange 

processes, relationships, operant 

resources

Company 
creates 
value

Customer 
destroys 

value

market

transfer

Company 
develops 

value 
propositions

Customer 
co-creates 

value

market

context

There are more 
stakeholders; not 
just one supplier 

and a specific 
customer



Stakeholders

Tourists

Local 
commu-

nity
Govern-

ment
(Policy 

makers)

Education

Accomm-
odation

Restau-
rants

Transport
-ation

Media

Retail

DMOs

Attraction 
providers

Etc…



Value-co-creation eco-system

Collaboration across groups | multi-stakeholder inclusion

3333
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Example: 
Value-co-creation eco-system & 
participative pricing

www.tourism-student-conference.com



Applying Participative Pricin g Strategy for Self-Asseembled Summer Holiday Packages|| 35

Price | Participative Pricing

price

― indicator for quality and cost-effectiveness Keane (1997)

― main selection criteria   Eadington and Redman (1991)

― perceived to be fair   Bieger and Laesser (2008)

pricing

― common strategies (e.g. market-based pricing, skimming)

― participative strategies 

o Auctions Amor (2000)

o Name-Your-Own-Price (NYOP) Hann et al. (2006); Shapiro and Zillante (2009)

o Pay-what-you-want (PWYW) Kim et al. (2009); Theiner and Steinhauser (2006)

― sense of fairness 

― relationship between quality, satisfaction, and price paid

35
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Applying Participative Pricin g Strategy for Self-Asseembled Summer Holiday Packages|| 36

Participative Pricing | PWYW

Kim, Natter and Spann (2009); Haws and Bearden (2006)

Pay what you want (PWYW)

• added value - prices are set by customers

• prices > 0 

• income and satisfaction are main drivers

• preferred over regular pricing 

• positive word-of-mouth

36
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Applying Participative Pricin g Strategy for Self-Asseembled Summer Holiday Packages|| 37

PWYW Examples

• restaurants – www.roguewetbar.com (Canada), www.deewan.at 
(Austria), www.lentilasanything.com (Australia)

• destinations (Stangl & Polster, 2011)
– “Live – Qualitycheck” (LQC)

Project in Längenfeld (Tyrol, Austria)

37
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Applying Participative Pricin g Strategy for Self-Asseembled Summer Holiday Packages|| 38

Methodology 

Online questionnaire

drag and drop task

― select services for a 4 days 3 nights stay in Längenfeld

― 22 offers regarding type of accommodation and activities

― ranking of services regarding decision sequence

price estimations

― Maximum Price

― Minimum Price 

― Price perceived to be fair

― Price to be paid if as satisfied as with the last holiday

demographics; price importance, cost effectiveness (Zins, 2000); price 

sensivity (Mazanec, 1995); satisfaction (Zins, 2000; Oliver, 1997), 

(Stangl and Polster, 2011)



Applying Participative Pricin g Strategy for Self-Asseembled Summer Holiday Packages|| 39

Results | Descriptive Facts

ø holiday package 

components = 4
(min. 1/22 – max. 19/22)

Number of 

nominations

(n=775 )

Ø

ranking

3- or 4-Star Hotel   420 1.4

Bed and Breakfast   170 1.9

Appartement  117 2.3

Farm Stay 64 2.4

Spa Visit   444 2.7

Mountainbike-Tour   159 3.7

Guided Hiking Tours 114 4.0

Half-Board 355 4.1

Relaxing treatment 258 4.2

Vital Breakfast  243 4.9

ø general price 

importance: 58.7% 

state at least 2
(ranging from 1=totally 
important to 
6 = absolutely 
unimportant

n = 775

high interest in PWYW: 77.9% 



Applying Participative Pricin g Strategy for Self-Asseembled Summer Holiday Packages|| 40

Price margins “loyal customers”

Price range (min price to max price) 156 €

Minimum price < maximum price +76.5%

Minimum price < fair price +40.7%

Fair price < maximum price +25.4%

Results | Price Margins

Price margins

Price range (min price to max price) 134 €

Minimum price < satisfaction price +31.4%

Fair price < satisfaction price +3%

Minimum price < maximum price +56.8%

ø price in €

Maximum Price 370

Fair Price 301

Satisfaction Price 310

Minimum Price 236



Applying Participative Pricin g Strategy for Self-Asseembled Summer Holiday Packages|| 41

Discussion | Theoretical Implications

• Nearly 80%  are interested in PWYW 

• PWYW interested people are more price sensitive

• Minimum Price below Fair Price below Maximum Price 

• Different segments

� important finding since unfair price results into dissatisfaction, 

decreased loyalty, negative WoM Engeler and Laesser, 2008); Kim et al. (2009)

� Value-co-creation eco-systems – not just smart-cities
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Applying Participative Pricin g Strategy for Self-Asseembled Summer Holiday Packages|| 42

• value-co-creation eco-systems require collaboration – overcoming barriers 

is essential

• participative-pricing interested guests are particularly price-sensitive

� satisfied – willing to pay more than price that is perceived as fair

� dissatisfied – take advantage of PWYW and pay lower price

• temporary projects to:

― control for degree of service quality (Keane 1997)

― improve off-seasonal capacity utilization 

Discussion | Managerial Implications

HIGH POTENTIAL OF PARTICIPATIVE PRICING 
PROJECTS

for tourism destinations
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The four powers of co-creation

Increased strategic 

capital and returns 

to enterprises

New experiences of 

value to individuals

Lower risks & costs 

for individuals

Lower risks & costs 

for enterprises

Enterprises IndividualsCo-

creation

Ramaswamy & Gouillart, 2010



We need to rethink …

- Customer value 

- Value creation

- Marketing

- Who are the actors (number & roles)?

- Market structure 
(relations/networks among actors)

- Management mind-set

44

Happy customers
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Implications for research

- New/ more different data sources

- Big data 

- New models and theories 

- New customers

- Value co-creation ecosystems

- Data analysis approaches

- Working in teams

- Co-creation

- R-project

- Living labs and open innovation

- Research platforms (e.g., InnoCentive)

- Crowd-funding (e.g., Indiegogo)



Page 46

Thank you for your attention!
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