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Pannon Management Review

Pannon Management Review contributes to bridging scholarly management neteand
management practitioner thinking worldwide. Intgadar, Pannon Management Review
broadens the existing links between Hungarian schand practitioners, on the one hand,
and the wider international academic and businesmmwnities, on the other—the journal
acts as an overall Central and Eastern Europeaalyshtfor the dissemination of
international thinking, both scholarly and manaajeriTo this end, the articles published in
Pannon Management Review reflect the extensive variety of interests, baokgds, and
levels of experience and expertise of its contdstboth scholars and practitioners—and
seek to balance academic rigour with practicalvesiee in addressing issues of current
managerial interest. The journal also encouragespublication of articles outside the
often narrow disciplinary constraints of traditibrecademic journals, and offers young
scholars publication opportunities in a supportivarturing editorial environment.

Pannon Management Review publishes articles covering an extensive rangeiefs.
Inevitably, these views do not necessarily represka views of the editorial team.
Articles are screened—and any other reasonablaptieas are taken—to ensure that their
contents represent their authors’ own work. Ultehg however,Pannon Management
Review cannot provide a foolproof guarantee and canncgcresponsibility for accuracy
and completeness.

Hungarian copyright laws and international copyrigbnventions apply to the articles
published inPannon Management Review. The copyrights for the articles published irsthi
journal belong to their respective authors. Whentipg these articles and / or inserting
brief excerpts from these articles in other wogk®per attribution to the copyright-holder
author and proper acknowledgemenfafnnon Management Review (http://www.pmr.uni-
pannon.hu) must be made. Reproduction and dowrtvasther than personal use are not
permitted. Altering article contents is also admte of copyright.

By publishing in Pannon Management Review, the authors will have confirmed
authorship and originality of their work and wilave agreed the following contractual
arrangements: copyrighted material is clearly aekadged; copyright permission had
been obtained, where necess&snnon Management Review may communicate the work
to the public, on a non-exclusive badfsnnon Management Review may use the articles
for promotional purposes; and authors may repultlisir articles elsewhere, with the
acknowledgement ‘First published Pannon Management Review (http://www.pmr.uni-
pannon.hu)’.
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RODERICKMARTIN

Editorial:
Management, universal and specific
(but not at one and the same time)

Just like the techniques for developing time-basa@gbly chains discussed by
Blackburn (2012) in the previous, first issue oistjournal, some management
activities are technical—and universal. Other nganaent activities, such as the
management of human resources, are specific artdrally dependent—they
necessarily involve values, both of the playeredlly involved in these activities
and of the researchers who study them. It is itambrfor management
researchers—let alone managers—to differentiatevdmet the two. Mistaken
assumptions of universality, following internatitisation fashions, may result in
irrelevant innovations—being fit with an unfit féas is often an expensive error,
for example in human resource management. Equalistaken assumptions of
uniqueness may result in stultifying managerialsesmatism.

This issue ofPannon Management Review contains articles which illustrate
both the universal and the specific. The discussgio Lubldy and Vastags
interview with Albert-Laszl6 Barabasi focuses onwwgks, a concept capable of
universal application—from medicine to corporateiciures and the Internet. The
term network refers to relations between entitregardless of form, not to the
entities themselves, and it is possible to identfgneric characteristics of
networks, such as density and complexity—networ&sndt have values. In
contrast, the discussion of the values of ‘Old’ addw’ China byKing-Metters
and Metters expressly addresses the issue of cultural spigifiand its
implications for the behaviour of both managers angloyees, for example over
innovation. The article bikoml6si on emotional intelligence in the hotel industry
is a meeting point for discussing the universafipecificity issue. Emotional
intelligence might be naturally expected to be wally specific, influenced by
national and even local cultures—everyone has viewshe differences between
the Hungarian and English temperaments, for exampt®wever, research on
emotional intelligence adopts an analytical appnpaeeking to measure personal
attributes as accurately as possible by using natemal comparisons and
precisely calibrated measures. The articles Gartwright and Clarke are
specific, and illustrate the role of culture anduea in management research in
different ways. Using anthropological and sociatay evidence,Cartwright
examines the implications of rural depopulationtf@ provision and management
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of public services, especially education and socik of the elderly. Should
public policy seek to manage rural population declby easing transition from
rural to urban? Or should it seek to enable degimumbers of citizens to remain
in rural areas, with disintegrating local instituts and at increasing public cost?
Clarke’s paper shows differences in values and motivatiamongst religious
tourists, the differences between pilgrims andigtsirand the need for sensitivity
by tourist enterprises. The tourist experience iso-production between tourist
and provider, not the consumption of one producgedhle other. The following
paragraphs comment on the specific articles in turn

The article byKatherine H. King-Metters andRichard D. Metters contrasts
the ‘Old’ and the ‘New’ China through comparing sgeo on Hofstede’s cultural
values scales in the 1980s with the results oftiteors’ own survey in the 2000s.
The comparison shows major changes in values, tiwvéHiNew’ China displaying
increasing masculinity and individualism, as welliacreasing short-termism and
diminishing power distance. Chinese employees—andn more, Chinese
managers—increasingly resemble their US counterpakowever, the authors
recognise that the new values are not universal, yadues coexisting with old
values, rather than displacing them—China is arde&vesociety, with differences
between young and old, rural and urban, inland apdstal, migrant and
indigenous. The article identifies the significanof changing values for
recruitment and training, as well as for paymerstesyns. Importantly, there is no
overall Asian value system as such. For examphnesSe values differ markedly
from Japanese values, which remain more commitnogi@nted. Japanese
multinationals were much less successful than U8imationals in developing
organisational commitment amongst their Chinese l@ygps (Wilson 2009).
Among others, the difficulties of Japanese multovals with their Chinese
employees stemmed from the cultural differences/den Japanese and Chinese,
as well as from the increasing cultural similagtibetween Chinese and US
employees.

Rural depopulation raises sociological and politasawell as demographic and
economic issuesAndrew Cartwright shows the comprehensive effects on rural
areas of depopulation and the ‘greying’ of the Irpgpulation. For example, the
closure of schools results in the loss of teaclfeften the teacher) and in the
disappearance of professionally competent villagexgable of providing local
leadership and negotiating with local authoritieklnlike English villages, for
example, villages in Central and Eastern Europ@éatogenerally attract affluent
retirees, able to provide voluntary labour—andresenues—for maintaining rural
services. The ‘urban peasants’ (Czegledy 2002) mhmtain contact with their
villages of origin through vacations and weekergitsimay preserve the physical
amenities of the villages, but do not provide ttasis for continuing social and
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political organisation. Because of fragmented lamthership, the transformation
of agriculture through investment in technologydifficult, with ageing owners
lacking the energy—and indeed the capital—for vestiring and reorganising
agricultural production. Rural development, inehgdtourism, is practical only in
areas within reach of major cities, ideally of ¢atsling natural beauty, such as
Lake Balaton in Hungary, for example. Where resesiito sustain local provision
are lacking, policies may be to transfer remaimegjdents to urban areas, or to
service rural areas by mobile provision of servides example medical care.
However, transfer to urban areas destroys rurabkwealues, whilst the mobile
provision of services is difficult to organise—aselivas disproportionately
expensive.

Alan Clarke develops a typology of religious tourism—rangingnfi pious
pilgrims, seeking spiritual enhancement, to secudarists, seeking entertainment.
He identifies differences among various religiousoups—between Roman
Catholics and Protestants, for example—in theipoases to holy places, and
argues that religious tourism is not simply an etoic phenomenon. Rather than
interpreting tourism through immediate, ‘OrthodoXpun not intended!)
perspectives such as service delivery and cust@atsfaction, the theoretical
interest of the article lies in its interpretatiof the tourist experience as the
outcome of a process of co-production, involvinghbtourist and destination
management organisation. The religious tourists @-producers, not simply
consumers of tourist experience. As such, theraatfithe experience reflects the
interests of the traveller as well as those of thestination management
organisation as the provider of tourist facilitigSenerally, religious tourists seek a
wide range of experiences—aesthetic, entertainnesegpist, and educational, as
well as devotional. Managers responsible for ialig tourist destinations have to
reconcile the needs of pilgrims, seeking sanctiligh the needs of other tourists,
including the needs of other types of religiousigig, seeking entertainment.

Edit Komldsi, the promising young scholar from the Faculty efsBess and
Economics at the University of Pannonia, featureghis issue of the journal
alongside (but independently from!) Alan Clarkeeaf her two supervisors. She
presents the results of her doctoral research te, darrently halfway through
completion. The author defines functional managerd examines their role in
organisational performance in the particular casehe hotel industry and the
wider hospitality sector. In so doing, she focusesaspects of human resources
which distinguish both sector and industry from estteconomic sectors and
industries—undesirably high levels of employee ower, for example, which
cannot be explained through otherwise natural sedisp  The author
distinguishes between task and contextual perfocmaand discusses the role
personality plays. She defines emotional intefigee—the capacity to understand,
regulate, and use emotions effectively—and sheemfftiates between trait and
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ability emotional intelligence, as well as betwetlir respective methods of
measurement. Alongside other psychometric instrisethe Trait Emotional

Intelligence Questionnaire (TEIQue) is discusseiticatly at some length—Dby

piloting it within the Hungarian environment, folling translation and adaptation
into Hungarian by her and her colleague, the autta®m carried out pioneering
work. Ultimately, the author seeks to demonstth&e impact of trait emotional

intelligence on the task and contextual performawfckotel functional managers.
In very broad terms, the concept of emotional ligiehce refers to the ability to
understand one’s own personality, as well as tlodsehers, and to the ability to
either model personality or, more importantly, makéimal use of personality as it
is. Hotel managers need to be especially adepusimg their emotional

intelligence, because of the high level of integpaal interaction involved in their
work, and the need to appreciate, and respondhw, variety of guest and
subordinate expectations. Providing hospitality iighly personal, highly close
performance.

The final article is based on an interview with thetwork scientist Albert-
Laszlé Barabasi bgnes Lubléy and Gyula Vastag the editor of this journal.
Networks are a concept fundamental to researchdavelopment in areas as
varied as medicine, information technology, and ageament. However, as a basic
concept in social sciences, networks have limitetianeglecting the capacity of
human beings for reflectivity, reflexivity, and [prganisation—the nature of the
links among genes, and among computers, and theenaf the links among
individuals may be exactly the same, but genes,pabens, and individuals are
entirely different entities. For managers, thec#iesignificance of networks lies
in their focus on groups, linkages, and relatiopshirather than individuals or,
indeed, firms—and on the patterns of influence antive nodes of networks.
Building upon the Japanese corporate structurébeofl980s (Fruin 1992), recent
changes in business organisation in the US have tlegracterised by the growth
of strong networks, replacing both internal hielngravithin firms and purely
market relations among firms (DiMaggio 2001). Hinly networks assists firms in
minimising production costs and securing accessxternal innovations, while
ensuring security of supply.

The five articles in this second issueRainnon Management Review reflect the
multi-faceted nature of the management disciplare] the variety of theoretical
approaches adopted. The discipline ranges fromatipes management, with its
roots in engineering and mathematics, to humanuresomanagement, with its
roots in psychology, sociology, anthropology, anidtdry. The small but
interesting selection of articles published in tigsue reflects this theoretical
diversity, and its relevance for understanding éexkloping management practice.
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KATHRYN H. KING-METTERS ANDRICHARD D. METTERS

What they know just ain’t so: what multinationatseal
to know about Chinese workers

Multinationals got a misleading introduction to Ghi As far as ‘the West' is
concerned, China was ‘closed for business’ betwkerCommunist revolution of
1949 and 1980. In 1980, as a test of capitalibe fitrst Special Economic Zone
(SEZ) was established in Shenzhen in the Guang@®vagince—just across the
border from the then British-controlled Hong Kongdanot far from the then
Portuguese-ruled Macau. At the time, Shenzhenanasal fishing village in the
Pearl River Delta with 20,000 inhabitants (Harn@@&—now, it is a metropolis
of 15 million (Sasin 2012). The population growth in Shenzhen in particulad a
the Guangdong Province in general (from 53 to 11flom between 1980 and
2005) is attributable to migrant labour.

Workers in Guangdong work, eat, and sleep at twimpany—it is typical for
companies to run their own dormitories, sometineegling a dozen workers to a
room (for the structure of dormitory labour, seeit8n2003) and Harney (2008),
for example). This is not typical only of the méamturing sector: some hotels in
Guangdong also have dormitories for their workefsiese workers are hundreds
of miles from their ancestral homes and relatit@syhom they want to return and
to whom they send excess cash. The dreams of ofahgse workers are to make
enough money in the big city to be able to retuwmé to a better life. However,
time and time again, their plight comes back toattention of the world—in 2010,
for example, 18 workers of the Shenzhen-based coynpaxconn attempted
suicide (Dean 2010).

The SEZs' subsistence on migrant labour becameWkest's gateway into
China, and Western executives formed their opinmin€hinese labour based on
their SEZ experiences. Our own research indicttasthe collective mindset of

! For assistance with gathering and inputting degaducting interviews, and performing

field observations, the authors wish to thank teeomembers of their research team—
Mark Chekanow, Luis DeBayle, Christina Hinds, SathanMaust, Eric Merrill, and
Stephen Tilley, who were all MBA students at Embnjiversity, at the time.

Population estimates in China are just that, &y be unreliable, but the order of
magnitude is accurate. Various anecdotal souress kited the 1980 population of
Shenzhen at 16,000, 20,000, and 321,000. Therntwffcial population estimate is 12
million, but unofficial estimates place the popidat at 18 million, including
undocumented workers.
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Western management is stuck in beliefs based orriexges of SEZ migrant
workers over the past 33 years. Such beliefs ackda by research on Chinese
worker attitudes undertaken decades ago, repeatectlassrooms and by
consultants ever since.

However, the corporate flag of Western busineswig being planted beyond
the migrant worker SEZs. Throughout China, you rdme at Kentucky Fried
Chicken, Burger King, and McDonald’s, for lunch,daat Ruth’s Chris Steak
House, for dinner. If you are there temporarilguymay stay at a Sofitel, or a
Ritz-Carlton, or maybe a Holiday Inn. If you ahete more permanently, you may
shop for tools at Home Depot. Our research shiwvas in the past few years,
powerful social forces in China have changed thigudes and aspirations of
Chinese workers. Consequently, multinational firmgng to attract and retain
employees in China based on outdated mindsets makestake—utilising the
talents of Chinese workers properly may require tieiwking, as well as new
policies.

Our research was carried out in three stages, betvidovember 2006 and
January 2009, and found a dissonance betweentituglas and beliefs of Western
managers and those of their Chinese workers. Tdiéfeeences have both policy
and management implications. As a general statethan is certainly not all-
inclusive, Western managers view Chinese emplogse$ocused on monetary
reward, with little company loyalty. Furthermokestern managers view Chinese
employees as unlikely to go beyond minimum job nexpents and use personal
initiative in problem solving. These views run oter to our interactions with
Chinese employees. Courtesy of the managementesaarch team was able to
observe employee—customer and employee—employemadtibns at Sofitel
Hyland in Shanghai. In addition, valid survey dimmaires were collected from a
combined 241 employees in the Portman Ritz-Cafb@adquartered in the United
States) and the Sofitel Hyland (headquartered amé&), both located in Shanghai,
and in Hotel C (a unit of a different hotel chagadquartered in the United States),
located in Lhasa. Furthermore, our research teaterviewed 31 Chinese
employees working for the Sofitel Hyland, as we#l a number of Western
managers at varying levels of seniority in all #hrbaotels. The Western
managements of various businesses in China—ingudither hotels and
restaurants—were also interviewed.

This short introduction is followed by a brief rewi of the methodology. The
article then discusses the views of the Westerragiaments and the results of our
field observations and surveys of Chinese employdethen provides context for
the surprising survey results, by discussing tloeatchanges that have taken place
in China. Finally, this article concludes with serpractical advice for Western
managers.
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Methodology

Our methodology was three-pronged and comprisedegsy interviews, and
field observations.

Hofstede’s (2001: 495-6) VSM94 questionnaire wasniattered to the
cumulated 1,242 employees of the three hotels usdartiny—of these, 263
questionnaires were returned, of which 241 respowsee valid. Since this survey
gquestionnaire had already been used by Hofstedenamerous other researchers,
issues germane to new surveys, such as reliahildéye not of concern here (for a
brief explanation of Hofstede’s cultural valuesvay, see Appendix 1, p. 25). The
respondents chose whether to complete the surmeysglish or Chinese. The five
non-Chinese respondents were not included in tteeatelysis.

By replicating Hofstede’'s work, we attempted toedetine changes in cultural
values over time. There are several competingdveonks to Hofstede’s, such as
Trompenaars (1993) and the GLOBE study (House eR@04). We chose
Hofstede not because it is necessarily superiaothers, or because it is more
frequently cited. Rather, our central thesis wea the Chinese culture changed
since Western management first experienced itenetirly 1980s. Consequently,
we needed a measurement of Chinese culture frompdélsg¢ for comparison,
predating the societal changes we were interestediofstede’s framework fit our
purposes. Other frameworks either did not inclognland China or were too
recent with their assessments. Comparing surveyens across time periods
between different populations poses theoreticall@mges, but we argue that
Hofstede’'s framework is valid and reliable over thatime and differing
experimental subjects (for an extended explanasea,Appendix 2, pp. 25-6).

At the outset, we had no hypotheses that managaukivinave such a different
view of employees than they had of themselves—wkdmy intended to survey
the employees. However, contact with managemestnegaessary to gain access
to employees, and the dissonance became readidyexgip Upon discovering this,
we began our more extensive executive interviews.

A team of eight interviewed 31 Chinese employedsguan interview protocol
(see Appendix 3, pp. 26—7). The interviews weradoeted in English. This
limited interviewing to customer-facing personrigit covered all those on duty at
the times specified by managements.

In addition, Western managers of other hotels,atgants, retailers, and
manufacturers were interviewed. Due to the natfieir positions as experts, a
strict interview protocol was not followed. Insteaopen-ended questions were
asked to solicit comments.

This team also observed employee—customer and geglemployee
interactions in a variety of work areas—restauramsblic areas, concierge
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stations, reception desks, and business offices-+foman-hours. In each work
area, observations were carried out at times of wlgn it was reasonable to
expect employee—customer and employee—employaedtitns.

Chinese employees seen through the eyes of Westaranagers

Interviews with Western managers pointed towardset of shared beliefs
regarding their Chinese employees. One such ha&lisfon the relative value that
employees placed on financial incentives compaceddn-financial incentives.
Paraphrasing Vince Lombardi on football, it wouldpaar that ‘money isn'’t
everything, it's the only thing’. ‘There is low gmany loyalty [among Chinese
workers]. There’s high turnover for a small salangrease,” said the Consul
General of a Western nation in Shanghai. For Geinemployees, ‘the most
important motivator is money,’ said the General E@ar of a Shanghai hotel.
‘[The] Chinese have zero loyalty to their employesaid the Vice-President
(Strategic Supply Development) of a Fortune 500 ufecturing firm. Overall,
managers believed that increasing the skill lewdl<hinese employees would
inevitably result in their departure at the firgiportunity of a better paid job. This
shared belief had direct negative implications ifvestments in training and
retraining—and for efforts to build employee idén&tion with the employer. It
also meant that there were lesser expectationsgafging in teamwork.

Another shared belief regarded the Chinese emptbyaek of initiative. The
history books record that, in 227 BCE, a would-bgaasin hid a knife in a scroll
and reached within a few feet of the emperor. &Udgh the emperor was
surrounded by hundreds of loyal armed guards, motioad to thwart the criminal.
As legend has it, the rule was that no one coufmagzh the emperor unless the
emperor expressly entreated them, and he wadeattiti busy, trying to fend off a
knife attack, to do so at the time (Wood 2007).e Emperor emerged unhurt, after
some struggle with the criminal, but modern Westarstomers expect employees
to use their own judgment—as well as initiative—pioblem solving.

Chinese employees’ strict adherence to rules washan belief shared by
Western managers—Chinese employees lack imaginaimh refuse to step
outside the rules, even when they should; empowarmest does not work.
Empowerment is ‘not Chinese yet. You are the bgss, have to decide. Staff
will not make decisions,’ said the General Managfea Shanghai hotel. There is a
‘kingdom mentality’ that disables empowerment, s#® Human Resources
Director of an international hotel chain based haighai. ‘I have twice the labour
| would have in the US,” because workers do onhatatheir supervisors tell them
and do not take initiative, said a Western restaurain Shanghai. ‘No one asks
guestions of the General Manager, said the HumespRrces Director of a hotel
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in Shanghai. According to the Food and Beverageddgar of a Shanghai hotel, ‘I
gave five samples of cocktails, and told them tedte your own”. | ended up
with the same five | gave them. [. ..] Housekegps supposed to clean the
restaurant area at 2:30. They start vacuuming) évguests are still dining.” A
Western management trainee pointed out a numbetlioly incidents too. In one
example, reception workers would not pick up pikoknocked to the floor in the
lobby—they would wait for housekeeping to make rtheiunds. In another
example, a guest arrived, but his room was notytesa he could not check in—
the concierge refused to store his luggage, singgage is only stored for
customers, and he was not a customer yet.

Other research concurred with this view. In a wtofl the Chinese hotel
industry, Hoyton and Sutton (1996: 26) declared teenpowerment is not yet
accepted in China’. In a different economic secateanufacturing, ‘line workers
tend to seek answers from bosses rather than pobdems as teams’, according
to Hexter and Woetzel (2007: 94).

Survey and interview results

We surveyed Chinese employees in three Westerrnshetiee Sofitel Hyland
Hotel, the Portman Ritz-Carlton Hotel, and Hotel Gsing Hofstede’'s (2001)
cultural values questionnaire. Of the many cultuesearchers in business,
Hofstede is arguably the most famous, two of hiskisoalone (Hofstede 1980;
Hofstede 2001) having been cited over four thoustmes according to the
citation index ISI. However, Hofstede’s work hatbsupporters and detractors—
despite its possible shortcomings, our currentystigdinteresting, and scholarly
valuable, since it highlights the changes in caltwalues over time (for an
extended discussion, see Appendix 2, pp. 25-6).

Using Hofstede’s survey has a number of advantagést, the initial survey
was carried out the world over, allowing for direcimparisons among countries.
Second, considerable time has passed since thal isitrvey was carried out.
Replication studies allow therefore for longitudinemparisons, a central point of
this article. Third, as Kirkman, Lowe, and Gibs(#006) showed, replication
studies are not uncommon, and Hofstede’'s geneaahdwork and conclusions
have held up over a number of different industries.

Using Hofstede’s survey has a number of disadvastégp. Hofstede analysed
national cultures through the study of non-exeeutservice workers in one
multinational corporation—IBM—with operations wowdle. Workers on the
manufacturing floor were not studied, and firm elifnces may be significant too.
In addition, studying workers in a Western-basedtimational corporation may
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have introduced undue bias, and the results maybrotepresentative of the
general population.

Similarly to Hofstede’s initial survey, this surviyo is of non-executive service
workers in Western-based multinational firms. &ahl-4 (pp. 17, 18, 20, and 21,
respectively) present this survey’s scores for ‘N&hina’ compared with
Hofstede’s scores for ‘Old China'—and other cowgr-along four of Hofstede’s
five cultural dimensions—masculinity / femininitypower distance, long-term
orientation, and individualism / collectivism (ftine fifth dimension, uncertainty
avoidance, see Appendix 4, p. 27). Hofstede'sainsurvey of 53 national cultures
included Taiwan and Hong Kong, but not China—thel @hina scores were
collected later, mainly in the mid-1980s. As Tahle-4 show, New China and Old
China look like very different places.

Masculinity / femininity

According to Hofstede (1998: 6), ‘Masculinitgfers to a society where men are
supposed to be assertive, tough, and focused oarialasuccess; women are
supposed to be more modest, tender, and conceritedquality of life. The
opposite pole, Femininity, stands for a societyvirich both men and women are
supposed to be modest, tender, and concerned latlquality of life.” Hofstede
(1998: 13) admitted that masculinity / femininityash unintended social
connotations, and suggested ‘ego / social’ anceféige / nurturant’ as possible
alternatives. In the light of this new terminolpgymasculine society is one that
places more value on individual achievement (‘ego’‘assertive’), whilst a
feminine society is one that places more value elationships (‘social’ or
‘nurturant’).

Of the four sets of scores examined in detalil is #rticle, the masculinity /
femininity scores are the most striking. The 58ames of Hofstede's study ranged
from 5 to 95, with higher scores indicating highgasculinity (see Table 1, p. 17).
Hofstede’s Old China scored 66, but New China scareegative22 in our study.
Although perfectly possible, negative scores aghllyiunusual, not least because
Hofstede’'s scores were scaled to be positive. plication study surveying
societal elites (such as chief executive officgardges, and professors) resulted in
some negative masculinity / femininity scores, egdly among Nordic countries
(Hoppe 1998: Chapter 2). However, at 0.93, theetation of the results was quite
high, meaning that countries with high masculirétores in Hofstede’s original
study still had high—albeit slightly lower—mascutinscores in the replication
study. Hoppe’'s replication study showed no changegshe masculinity /
femininity dimension of the magnitude shown by mplication study.

Moreover, the data in our replication study was ststent throughout the
survey, irrespective of hotel and regardless ofleyge gender and age. However,
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the oldest respondent was only 54 years old, ahdldnhper cent of the surveyed
employees were 40 years of age or older—the hdispisactor in China is young.

Scores| Countries gﬁ?g}ng;)
95 | Japan 1
79 | Austria 2
66 | Old China* n/a
62| US 15
57 | Hong Kong 18
45 | Taiwan 32
43 | France 35
5| Sweden 53
-22 | New Ching* n/a

* The difference is statistically significant aetB.0001 level.

Table 1: Masculinity / femininity scores for Old i@h, New China, and
selected countries

What significance does the masculinity / femininisgore have for the
management of Chinese workers? In the trade-dffiden (more) money and
(more) time off, high masculinity scores are assted with a preference for high
salaries and low masculinity scores with a prefegefor short working hours
(Hoppe 1998: Chapter 2). Beyond that trade-offy toasculinity scores indicate
societies that value good relationships and highscoiinity scores indicate
societies that value personal achievement and wieemgnition of such personal
achievement is important. Consequently, a goocguréwnd recognition system is
a system that reflects adequately the masculifigynininity score. An employee-
of-the-month plaque may resonate well with a maseutociety, but would be an
embarrassing accolade in a feminine society thatest for harmonious
relationships among peers as well as between menagel employees. In the
China of today, taking a star employee out to dirmay be a more appropriate
form of reward and recognition than either a bomua plaque on the wall.

Power distance

Power distance measures the extent to which tleepgewerful people accept
and expect inequality—the unequal distribution ofvpr. A high power distance
score suggests that the society’s level of inetuadi endorsed by followers as
much as leaders. In organisations, a high powstamie culture translates into
managers being always in the right by the sheeoitapce attached to the position
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they occupy in the organisational hierarchy. llowa power distance society like

Denmark, employees may say to their manager ‘Bibsd's another stupid idea

you're having.” In a moderate power distance dgdike the US, employees may

say to their manager ‘Interesting idea, boss, bagba there’s a better way.” In a
high power distance society like Venezuela, empsyare expected to say to their
manager ‘Yes, sir.’

Hofstede’s Old China scored 80, nearly as muclhol {enezuela, but New
China scores 41 in our study, close to the (old) (8¢ Table 2). What
significance does the power distance score havehtdmanagement of Chinese
workers? In high power distance organisations, leyees feel that it is the
managers’ job to tell them what to do, and thawduld be inappropriate of
employees to suggest changes to processes—manadgsgn processes, and
suggesting changes to processes entails tellingageas that they are wrong.
Consequently, empowerment is a difficult managenteoit to use in high power
distance cultures (Hui and Fock 2004).

Scores| Countries (Eipl;}nsgg)
104 | Malaysia 1
95 | Guatemala p.
81 | Venezuela 5
80 | Old China* n/a
68 | France 15
68 | Hong Kong 15
58 | Taiwan 29
41 | New Ching* n/a
40 | US 38
31 | Sweden 47
11 | Austria 53

* The difference is statistically significant aetB.0001 level.

Power distance scores for Old China, Newn& and selected
countries

Table 2;

However, a relatively high power distance scoresdust necessarily imply that
Chinese employees cannot take the initiative. dnegal, the Chinese employees
we interviewed claimed that they had plenty of fsgigns for improvement, but
that they were being very cautious about it—a Cserleanquet manager stated that
he ‘tried to make it seem like [the manager’s] iddamployee empowerment was
especially important at the Portman Ritz-Carltoheve the corporate culture and
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operations are based on employee initiative. lkgend that does not need lengthy
repetition here that Portman Ritz-Carlton employaes empowered to use hotel
money to solve problems on the spot and make tlstower experience an
excellent one. Portman Ritz-Carlton managemeriedgtthat the Chinese were
slower at embracing employee empowerment than othdtures, but that
consistent reward for relevant behaviour enhancegdl®ee empowerment and
reduced cultural discrepancies among their empbweeldwide.

Our own observations were mixed, with several msta of rote, rule-based
behaviour: hotel employees just walking by an ekeeudining room toaster
sending smoke to the ceiling; a hotel maid gesguguests off the bed so that she
could place the complimentary mint in the desigdagot on the bed; and a hotel
employee placing the morning newspaper in the deségl spot by the door
despite the guest’'s opened door and extended hHoeever, we also observed
creative problem solutions to difficult customegquests by many staff members.
In one example, the hotel rules stated that waiviegs required managerial
approval. However, business office workers matificustomers angry at very
slow Internet speeds by simply charging them fais leomputer time than they
were actually using, without managerial approvayeby converting a USD 1,000
stay from a frustrating one into a satisfying onestjby waiving a USD 5 fee.
Customers would have been long gone, by the timeaaager could have been
summoned to make a decision. In another exampteseomer wanted a second
bottle of wine for his table, but the restaurard han out of that particular vintage.
Seeing the customer was perturbed, the waiter getlaop to go across the street
and buy a bottle at a local store.

Asked about some of the incidents management hattioned earlier, the
Chinese employees had different views. When askealit the guest who had
arrived before his room was ready, and whose luggeas refused storage by the
concierge, the interviewee could not believe sucsitaation was possible—to
management, this was an iconic event; to employkissyas fiction.

Our surveys, interviews, and observations all ptontards Chinese employees
being in transition. There are strong vestigebaifaviour associated with a high
power distance culture, but also a willingnessnideace behaviour associated with
a low power distance culture, requiring persistgtgntion from management.

Long-term orientation

Long-term orientation was not one of the originalif dimensions Hofstede
considered in his surveys of the 1970s. This dsienwas revealed in 1985 in a
study among students in 23 countries around thédwising a questionnaire called
the ‘Chinese Value Survey’. Values associated leitly-term orientation are thrift
and perseverance. High long-term orientation cestuend to value money—and
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have high savings rates—and consider leisure timmportant. Tolerance and
respect for others are not associated with long-terientation cultures. ‘High
Long-Term Orientation families tend to keep to tiseiwes’ (Hofstede 2001: 359),
with a negative correlation for the need for adfilon with others. ‘Respect for
tradition’ is highly negatively correlated with Igsierm orientation.

At 118, the OIld China score for long-term oriemtatwas the highest in the
world and well off the charts (see Table 3). Th@M\China in our study is 40,
almost on par with (old) France.

Scores| Countries (Ei?l;}ngj)
118 | Old China* n/a

96 | Hong Kong 1

87 | Taiwan 2
40 | New Ching* n/a

39 | France 17

33 | Sweden 2(Q

31 | Austria 22

* The difference is statistically significant aetB.0001 level.

Table 3: Long-term orientation scores for Old Chitdew China, and
selected countries

Many of the Western managers we interviewed clairtieed salary was the
key—sole, even—criterion for attracting and retagniChinese employees. |If
China is truly shifting from a very high long-tetnientation to a lower long-term
orientation, then socio-professional inclusion dadure time are increasingly
more important than strict monetary consideratiorigterviews with Western
managements at hotels other than those surveyéchied that employees were
drawn in to a large extent by the status of theadraby being proudly part of a
prestigious team, rather than strictly by take-hgrag. This view was echoed in
many of our interviews with Chinese employees, arely concerned with
relevant training, rather than with salary.

Individualism / collectivism

Individualism / collectivism was defined by Hofsee1980) as the extent to
which individuals are integrated into groups. maividualist societies, the ties
among individuals are loose: individuals are expedb look after themselves and
their immediate family. In collectivist societiemdividuals are integrated into
strong, cohesive in-groups from birth, often in tfleape of extended families
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including uncles, aunts, and grandparents who oatprotecting them throughout
their lives in exchange for unquestioning loyalfifhe word ‘collectivism’ has no
political meaning in this context—it refers to gps not to states.

. Rankings
Scores| Countries (out of 593)
91| US 1
90 | Austria 2
71 | New Ching* n/a
71| France 10
71| Sweden 10
25| Hong Kong 37
20 | Old China* n/a
17 | Taiwan 44
6 | Guatemala 53

* The difference is statistically significant aetB.0001 level.

Table 4: Individualism / collectivism scores forddChina, New China, and
selected countries

Here again, there are strong differences betwedrCBina—highly collectivist,
at 20—and New China—strongly individualist, at k€ Table 4). As noted by
Jackson and Bak (1998: 286) ‘[c]ollectivism is highChinese cultures, with the
main group of reference being the family.” If féynielationships lie at the core of
collectivist cultures, then the reasons behind #hé&t from collectivism to
individualism are straightforward—family relatiomgd no longer form the same
size and quality of social network they once dil Chinese woman used to have
5.5 children on average in 1970 (Li and Liang 1998phe well-known one-child
policy was introduced in 1979—most city-dwelling iGdse under the age of 30
typically have only one first cousin and no brother sisters. These relatively
small families live in small square footage aparitaein high-rise apartment
buildings in modern Chinese cities—no longer togetis an extended family, the
Chinese family no longer fulfils the role it usedftilfil.

Discussion of findings

Our survey questionnaires and interviews indicht Chinese employees in
the hospitality sector seek more fulfilling emplaogmh experiences than it has been
historically the case. There are many potentasoas for these findings, including
the unlikely explanation that the three hotels ursdeutiny may be different from
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any other Western hotels in China. However, othgdanations are much more
plausible. A number of changes have taken pladhdnChinese society over the
past few decades, for example, changes that céirttehifundamental relationship
between employers and employees (for a more detailalysis, see Child and Tse
(2001), for example).

There are many avenues to becoming part of a gpaup,0of something larger
than oneself—religion, family, government, local ighbourhoods, and the
workplace all offer immediate avenues for grouplusion. In modern China,
however, the opportunities for inclusion have beeanore limited in recent times,
with the deconstruction of the extended family tué¢he one-child rule discussed
earlier, but also because of several other reasons.

With the Communist ascendancy in 1949, religiousugr inclusion was
effectively curtailed. Instead, the governmentvated a cause for action and a
relationship with people. The populace particigategroup study of Mao’s works
and a large number of government-sponsored aetvifor the ‘continuous
revolution’ of Communist ideology. The workplacasvrun by the government,
with the explicit pact of the ‘iron rice bowl'—guamteed employment—with the
populace. Work units in China ‘took care of hogsirthildren’s education,
marriages, and often the timing of employees’ chidghring’ (Jackson and Back
1998: 285). Large-scale group study of Mao’s lditted book’ is no longer
commonplace, nowadays, and state-owned companesbe@ing increasingly
privatised, with the ‘iron rice bowl’ an artefacf ¢he past. Although the
government is still a strong force, it is no longeg galvanising daily life influence
that it once was.

Neighbourhood relationships have changed signifigaao. Living in Beijing
and Shanghai used to be shaped by single-levelonggt—semi-communal
environments where several families would have esha small courtyard. For
most, external movement and leisure travel outsitena would have been
unheard of, whilst internal movement and leisuewét inside China would have
been restricted—Iliving in a single home for an egtx period of time and getting
to know the neighbours well would have been themoiNowadays, by contrast,
very few hutongs still exist. Large swaths of theajor cities have been
reconstructed, and the typical metropolitan ressden now an apartment in a 20-
story apartment building. People are far freemimve within China, and urban
centres have become far more densely populateid. chhnge has been attended to
with the typical isolation of high-rise apartmeife+neighbours no longer know
one other.

In addition, China’s extreme femininity score mag b widespread social
phenomenon with bases in the one-child rule. [uedcioeconomic pressures,
one practical effect of the one-child rule is arbatance between young men and
women in China. The average worldwide birth rateli05 boys for every girl.
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Due to a historical desire to have sons, the Chin@actice gender selection—
1,130 boys are born for every 1,000 girls, as alré€IA 2013). The young men
born in the 1980s are now of wife-seeking age. eGithe relative scarcity of
women, men have been changing their behaviourttacaia wife. This has given
rise to what is known colloquially as ‘the Shanghasband’ (Farrer 2002). In a
shift from previous gender roles, the Shanghai aondltakes on duties normally
associated with women in China—assisting with hawesk and child rearing, as
well as being more emotionally supportive.
Subtracting family, government, religion, and néighrs from the potential

pool of engaging social networks accentuates tleeafcthe workplace, particularly
as it provides a sense of belongingness.

Some concluding advice for Western managers

Managements across many industries believe thateGaiworkers are only
motivated by money and lack company loyalty. Tdetief leads to a dead end for
managerial action. If it is true that the only wayretain workers is to remunerate
them better than anyone else, then there is titleo incentive to provide workers
with relevant, skill enhancing trainifigand little reason to promote pride in either
company or work.

However, such an attitude reflects two possiblecaniseptions about China’s
workforce. The first possible misconception isttlfae Chinese workforce is
homogenous, when, on the contrary, there are twtydifferent workforces in
China, migrant workers and indigenous workers. [g¢hfinancial gain is
paramount for migrant labour, migrant labour is nepresentative of most of
China.

The second possible misconception is at the criukeoburvey results presented
in this article and confirmed by interviews with i@fse employees. Given the
wide differences between Hofstede’s results medsurghe mid-1980s and our
results, it is possible that there is a New Chimaegard to employee attitudes.
Seismic shifts have taken place in China over thst 50 years—religion was
abolished, replaced by paternalistic and collestiMCommunist dogma, now
largely faded to individualistic capitalism. Inditon, families have gone from

®  For example, foreign languages as learned bye3hiemployees as part of their general
education are insufficient for work in an interaidl hotel environment. Therefore, the
more languages a hotel employee acquires througbkeguent training at work, the
more valuable the employee becomes. In additiongesexpertise across all hotel
functional areas is deemed necessary for promatiananagerial positions, functional
area-specific training also enhances employability.
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large numbers of children, living in extended famiélationships in single-story
dwellings, to one-child nuclear families, living small apartments in high-rise
apartment complexes. Due to the social loss ddiosl, government paternalism,
neighbourhoods, and family ties, perhaps Chinesglaymes are looking to their
employers for affiliation.

If this is true, a different strategy for employestention is called for. One of
the more obvious changes would be increased ineggsmin training. Less
obviously, the results on the masculinity / femityinscale indicate that more
valued employee rewards may be time off or a closktionship with the boss,
rather than a one-time bonus or public recognitiéirthermore, if identification
with the employer is sought, a better recruitmemd aetention tool would be
making the workplace a better place to be—instdqdso trying to provide higher
salaries, the changes in the long-term orientasicales indicate that employers
could build nicer employee breakrooms, organiseéat@wvents, or promote group
activities away from work. The marked differendegshe power distance index
may also portend changes in what can be expeated dmployees. Empowering
employees to take the initiative may now be mokelyi to succeed than in the
past—for example, quality management programmesrétmire employee input
may now find broader participation. (As to indivalism / collectivism, Western
firms operating in China already focus on individaahievement more than on
group achievement.) Moreover, as the scores foermainty avoidance seem to
indicate (see Appendix 4, p. 27), Chinese emplogeedncreasingly comfortable
with what once may have seemed ‘unorthodox behawaod ideas’, as well as
with ‘a more relaxed attitude in which practice ntsumore than principles’ (The
Hofstede Centre 2013). However, as the experiefitke Portman Ritz-Carlton
underscores, these new attitudes may still baimsttion, and sustained managerial
effort in the face of many failed experiments mayneeded to succeed.

Above all, however, Western employers could builel &ll too necessary bonds
by promoting and deepening understanding of cotpokalues among their
Chinese employees—as well as by enhancing theirumgerstanding of the newly
developing Chinese culture. ‘Trainer training’ther than employee training, is
perhaps the most significant and adequate change Western firms could
undertake. Ensuring that expatriate managements harobust understanding
of—as well as an adequate appreciation for—how &lhias developed over the
years can only lead to a broadening of manages@tiques. Received wisdom
from the early and spectacular successes of HonggKand Taiwan-based
businesses manufacturing in China’s SEZs led teew as to the capabilities of
Chinese workers and how best to manage them, thrdmgting employee
discretion and focusing on pay for retention.
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Appendix 1: Hofstede’s cultural values survey

The employees of the Sofitel Hyland Hotel, the far Ritz-Carlton Hotel,
and Hotel C were surveyed using Hofstede’s (1980u@l values survey. Of the
many cultural researchers in business, Hofstedargsiably the most famous.
According to Google Scholar (2013), Hofstede (1988 been cited by 27,215.
The Social Sciences Citation Index (SSCI 2008) neplo6,846 citations. For a
work 33 years old, Hofstede (1980) has staying po®8CI (2013) reported the
five years with the most citations are the five megent years as of this writing,
2008-12. To provide some perspective, the artitk€irkman, Lowe, and Gibson
(2006) was solely dedicated to reviewing ‘Hofstéuspired research’.

Hofstede’s basic framework was developed in twgetal1967-9 and 1971-3,
using 116,000 surveys from employees of IBM in @Rrdries, and resulted in the
dimensions of individualism, masculinity, uncertginavoidance, and power
distance. He later expanded the database—to iog China and other
countries in the late 1970s and early 1980s—andded the dimension long-term
orientation at that time (Hofstede 2001: 41). Atguestions, Hofstede’s (2001:
467-74) original survey was quite lengthy. Anaysidicated that many of the
questions were not useful in constructing the dsfmars. Consequently, the
guestionnaire was pared to 20 questions, in 198#tiled Values Survey Module
1994, or VSM94 (Hofstede 2001: 495-6) (for instima$ for converting survey
answers to dimensions, see Hofstede 2001: 494).

Appendix 2: Arguments for (and against) Hofstede'§ramework

The entire concept of reducing culture to a number rejected by
anthropologists—Sahlins (1976: 206) stated thatituce is not a dependent
variable’. Business scholars also differ with Hefle—in the (not so) subtly titled
article, ‘Hofstede Never Studied Culture’, Bask#evi (2003) argued that
Hofstede’s unit of analysis was nationality, rattfean culture, and that there are
many distinct cultures within a nation—she backed drguments with a study of
the culturally diverse country of India (Chancha898). However, this view is
truer for some nations than others. With 91.5qmsnt of the nation of the same
Han racial lineage, and with the 8.5 per cent niipopopulation largely
geographically isolated in the far Western regiofisthe country (CIA 2013),
China is not a ‘melting pot’ of races. Furthermoaad unlike more dispersed
power in other nations, the extremely strong céngiavernment has led
geographically distant Chinese to share similaedgpces.

Hofstede’s results are some of the most replicatedusiness research, and
strong evidence exists of Hofstede’s values begtighle and valid over both time
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and survey population. In a review of Hofstedeedawork, Sondergaard (1994)
found 61 replication studies—and Hofstede pradticalonfirmed’ (Sondergaard
1994: 451). However, many of the replication stsdof Hofstede were small
samples of only a few countries. Nevertheless,esormsight can be gathered by
analysing three large-scale Hofstede replicatiowlies. More than twenty years
after Hofstede, Merritt (2000) surveyed 9,400 aglipilots in 19 countries. The
average correlation between Merritt's findings andfstede sorted by cultural
construct was 0.82, while the average within-countrrelation across constructs
was 0.85. Among others, Hoppe (1990) studied &oglites’ with a sample of
1,544 'CEOs of prestigious [. . .] companies, tepel administrators of [. . .]
governments, diplomats, chancellors and deansigérsities or colleges, supreme
court justices, and artists’ from 19 countries (pepl990: 23). The between-
construct correlation averaged 0.59 and the witlhmntry correlation with
Hofstede averaged 0.53. Mouritzen and Svara (2GQ@yeyed over 3,000
politicians and government administrators in 14ntoas on power distance and
uncertainty avoidance, noting a correlation withfdtede’s numbers of 0.71 and
0.87, respectively. Collectively, the major anchamireplications of Hofstede have
studied vastly different populations and time p#sio The general conclusion is
that Hofstede’s measures, while they may not measwerything about culture, or
may not be applicable to every category of peopéetainly measure something
that is intransient. Indeed, if Hofstede’s reswiere not replicable over time and
survey population, then the hundreds of publisheidles relying on Hofstede’s
values as intransient measures of culture woule:beéered moot.

Comparing Hofstede’s initial sample to ours, Halstestudied one firm, IBM,
so firm differences may be significant. When ge@rby the authors, Hofstede
himself stated that studying IBM employees now wlonbt link a contemporary
study to his earlier work, due to the changes iM IBver the past decades. It
should be noted, though, that Hofstede studiedexamtutive service workers of
IBM, rather than workers on the manufacturing flodidso, since the workers were
employed by IBM, there may have been a bias froengtneral population of the
country, as those surveyed were working for a Wedtased multinational firm.
Our survey is also of non-executive service workeosking for Western-based
multinational firms.

Appendix 3: The interview protocol

Interviews were semi-structured and intervieweesrewassured that no
individual responses would be reported to managemé@nlist of base questions
were asked, then the interviewers were free t@folip questions as they saw fit.
The first six of the seven base questions beloweveenstructed by the research
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team after interviews with management. After agjpnately one-third of the
interviews were completed, the research team ressdethe base questions and
added a seventh question.

1. Why did you choose Sofitel as an employer? gl follow-up: Why
choose Sofitel over other hotels. Work history.)

2. What is your favourite part of the job? Whayaesir most challenging part of
the job?

3. Do you have enough training to meet custometpeetations? (Potential
follow-up: Do you have enough training to meet iysupervisor's expectations?
Are there sufficient development opportunities?)

4. Do you have problems handling customer requegi6tential follow-up:
Are the requests beyond your responsibility or?oldow do you handle customer
requests beyond your role?)

5. Do you have suggestions about the way work rse@o How would you
change things?

6. How are employees rewarded? What rewards wauld/alue?

7. Are there situations where the customer requastflict with hotel rules?
How do you respond to such requests?

Appendix 4: Uncertainty avoidance scores

Scores| Countries (Izﬁ{“;nsg;)
112 | Greece 1
101 | Guatemala 3

69 | Taiwan 26

54 | New Ching* n/a

46 | US 43

35 | Great Britain 48

30 | Old China* n/a

29 | Hong Kong 51
8 | Singapore 53

* The difference is statistically significant aetB.0001 level.

Table 5: Uncertainty avoidance scores for Old ChiNaw China, and
selected countries
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Knowing when it is time to go:
managing rural decline in Central and Eastern Eirop

Over six thousand Russian villages became totaliphabited, since the last
census in 2002, bringing the total number of engatitlements to approximately
nineteen thousand—another 36,000 communities héesse than people each.
Nowhere else in the world is the pace and scaleiral depopulation as dramatic
as in Russia (Wood 2012)—the collapse of the dtatas and the loss of much
rural industry encouraged many to leave. Moreaoer,abolition of the residency
system ofpropiska allowed greater freedom of movement within RussiEhis
decline in the rural population coincides with gngficant reduction in the overall
population—demographers estimate that the populatid&Russia will shrink by 17
million, by 2025, and over three-quarters of it Iwlive in cities (Chawla,
Betcherman, and Banerji 2007).

Urbanisation is a global phenomenon, and it wag omthe past five years that
the world population changed from a majority residin rural areas to a majority
living in urban environments. The size of thesw meega cities can create a host
of problems—as well as open up new possibilities@oal dwellers. Where there
are high birth rates and falling mortality ratesjaim of the population increase is
concentrated in towns and cities. By 2025, fomeple, the Turkish population is
predicted to grow by 22.3 million, with much of threrease being squeezed into
Istanbul and its surroundings (Chawla, Betchernzard Banerji 2007). At the
same time, the overall rural population in Turkeypredicted to shrink by 2.45
million (UN DESA 2012).

In many parts of Europe, and especially in Easienope, the prognosis is that
the overall population levels will shrink, and thidere will be a significant
‘greying’ of the population. By 2025, for instan¢ke median age in Slovenia will
be 47 and 20 per cent of Bulgarians will be over y&&ars old (Chawla,
Betcherman, and Banerji 2007). Consequently, #mtks on the implications of
demographic change in Europe are increasingly bhraattiressing not only
economic implications but also the consequences pidlitical participation
(Goerres 2009), for family relations (CzekanowsBi ®), and for the organisation
of education systems (Chawla, Betcherman, and B&€7).

Population changes clearly warrant long-term mamege. If projections are a
sound base for planning, then many rural settlesnemy no longer require a
school in a few years, although they may requidéfarent kind of health service.
However, the danger is that cutting back on pusdicsices will simply accelerate
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out-migration and further weaken the attractiorceftain settlements. Moreover,
in some places in Europe, maintaining good pubkecvises may still be
insufficient to reverse negative demographic trendsrecent report on policy
alternatives for those regions facing demograpresgures was at a loss as to what
to recommend to Sachsen Anhalt (ESPON 2013: 59):

In a nutshell, it appears that a weak reprodugivential, ageing and depopulation
are the biggest challenges for the case studymegid he relatively high birth rates in
the Scandinavian regions and the comparatively figdage structure of the Hungarian
regions’ population attenuate these problems soraewlfror Sachsen-Anhalt, on the
other hand, it seems that the gathering demograyiicis have no silver lining.

The aim of this article is to consider how demogiaghanges might influence
the future management of rural public service€entral and Eastern Europe. The
focus will be on services for the young and the dildwing on recent sociological
and anthropological research. The first argumétthie article is that the nature of
rural-urban ties is a distinct feature of Centradl &astern Europe—and one that
might be considered an underused resource wheeroptdting future settlement
needs. As Table 1 (p. 35) shows, rural populateiitsaccount for a significant
portion of the overall population. The second amgnt of this article is that
migration has especial importance for rural develept. On the one hand, in
contrast to other parts of Europe, rural in-mignatin Central and Eastern Europe
is often associated with the urban poor, seekingdoce their living costs, rather
than the affluent, seeking a peaceful retireme@mn the other, combined with
changes in fertility and mortality, out-migratiomshhad a very uneven effect on
rural settlements. In some areas, remittancesiggogome compensation,
smoothing out income losses and sometime takingpionous consumption to
new levels. However, with the appearance of sicgnit numbers of settlements
with only double-digit populations, additional auigration can fatally undermine
the viability of some rural communities.

Of course, dealing with unpredictable populatiomrdies poses a question of
great emotional and sentimental importance—buisd has clear, practical, social
as well as economic dimensions. The argument isetbat understanding the
dynamics of rural population change is importantause it potentially affects
many more people than just those who live in thelrareas. Planning for smaller
populations can be a spur for innovation in pukktvice management, creating
new connections among local administrations anithgalanning decisions with a
far greater attention to their potential demograpimpact.

This article draws mainly on the situations in Rama Hungary, and Serbia.
Each country displays different dimensions of derapbic change. Romania has
a large rural population, still strongly connectedood production—yet, many of
her rural areas are also subject to strong migrgicessures. In Hungary, where
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the rural population is significantly lower, theitefkom food production is more
rapid. Serbia is included because rural populatitange seems to be less affected
by rapid out-migration or widespread withdrawal nfroagriculture and food
production.

Average urban population
(percentage)

Country | 1970 | 1980 | 1990 | 2000 | 2010 | 2020*

Denmark| 79.1| 83.7| 84.8| 85.1| 86.8| 88.1

France 71.1 73.3| 74.1| 76.9| 85.2| 89.6

Hungary | 60.1 64.2| 65.8| 64.6| 69.0| 734

Ireland 51.7] 55.3| 56.9| 59.1] 61.9] 65.1

Romania| 40.3 46.1| 53.2| 53.0| 52.8| 53.5

Serbia 39.71 46.1| 50.4] 53.0] 56.0] 59.6

* Predicted figures.
Source: Based on UN DESA (2012).

Table 1: Average urban populations for Hungary, Rom, Serbia, and
selected countries between 1970 and 2020

Following this introduction, the article continuesth outlining some of the
problems in identifying the true size of the rupabulation, in the second section.
This is then followed by a discussion on the inmgtiiens of continued population
decline for rural public services, in the thirdtheiw. This section focuses on some
of the challenges in maintaining rural schoolsal$o considers how the ownership
of land can sometimes be a distorting factor insaering the needs of the rural
elderly. The fourth section considers some altaresa for rural public service
delivery, including how this might be organised dgymbinations of regional and
local authorities—the article offers only limitedsdussion on the financial
implications of such changes. The conclusionshaiefly outlined in the fifth,
final section.

Profiling the rural population

One problem with understanding the process of popllation change is that it
is difficult to determine which areas are most ljkeo be affected by declining
populations. Although the current resident poparfats a good indicator, it is not
SO sensitive to capturing the actual dynamics giutadion and residency in Central
and Eastern Europe.
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The Hungarian anthropologist Andras Czegledy (200@ned the phrase
‘urban peasant’ to describe those people who gpeitweekends and summers in
the countryside, usually staying in houses thatbesh in their family’s possession
for some time and that, more often than not, isélil an elderly relative living there
fulltime. This group was not driven to produce fobg economic necessity—
rather, their connections to the countryside rédlectheir attachment to ‘self-
provisioning’, the opportunity to spend time witlnily, and their enjoyment of
sharing the fruits of their labour with friendsyrfdy, and neighbours. Czegledy
argued that urban peasants were important bechegecould not only ensure the
upkeep of rural properties, they could also take cd elderly relatives and even
neighbours. In Romania and Serbia and, to a lesdent, Hungary, maintaining
connections to rural relatives remains an importanirce of additional food—in
return for their labour, urban households can stqekn fresh fruit and vegetables,
meats, wines, brandies, and other foods preselwvedgh pickling and drying.

A second category of rural resident which might appear in statistics is
children temporarily in the care of their grandpése Throughout Central and
Eastern Europe, although by no means only hereadtlong been common for
children to spend large parts of their long sumimerak in the countryside. In
some countries, this practice has been extended tgear round. For instance,
urban children living with their rural relativesuyeabecome a significant feature of
migration in Romania, where often both mother aathdr migrate to work in
Spain, Italy, or elsewhere. One of the most compradlems this creates is with
schooling. Not only do many grandparents findificult to support children in
their schools, but the absence of their parents roake it more difficult for
children to concentrate and do well at school. cBssive governments and civic
organisations have introduced various measures nteliarate some of the
problems created by both parents being away fagtfgnperiods (Ulrich et al.
2011). For example, civic organisations have heerking with schools to ensure
that parents are sent weekly reports on their shifdogress, and, in 2008, the
government announced a programme to support Romdaachers in Spanish
schools, thereby encouraging migrating parentake their children with them.

Arguably, both categories transcend the notionisiting guests by either the
frequency or length of their visits, resulting iariations in population numbers
over time and space. Those areas closer to emiédarger towns, for instance, are
more susceptible to such population fluctuationfiergas places with fewer
amenities and badly served by transport connectiensive far fewer of these
urban visitors.

Whether rural out-migration will be temporary orrpanent has become an
important question for both researchers and palimkers. Sandu (2000), for
instance, surveyed almost every village settlemefomania to determine what
influence the local environment had in shaping riaéure of migration patterns.
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He found, for example, that 60 per cent of all @iac or return migration in the
rural areas originated in only 4.4 per cent ofagits (Sandu 2000: 18). On the one
hand, villages with populations of around two them people, close to European
highways, and with a history of commuting, highemmbers of young people, and
relatively high unemployment were more likely topexence circular rather than
permanent migration. On the other hand, villageghér away from large
settlements—those that had smaller populations thode that had lost their
administrative functions—were more likely to expeide permanent out-
migration.

Of course, incorporating such findings into polaryd planning is by no means
straightforward. Migratory flows can be fickle,cathe lengths of time spent away
or the actual amount of remittances sent back arg kard to predict. Higher
numbers of migrant children might be good for rusehool numbers, but, with
unpredictable economies in countries such as Spadnitaly, it is hard to decide
whether these children are staying in the courdey$or the long or short term. In
a similar vein, the presence of ‘urban peasantsvestkends and for holidays can
suggest both a healthy state of urban—rural commmects well as an absence of
alternative local employment.

Some implications of continued population declinefor rural public services

In Hungary and Romania, the responsibility for oigang rural public services
changed significantly with decentralisation in geely 1990s followed by a steady
regionalisation and recentralisation of powers frone mid 1990s onwards
(Thelen, Cartwright, and Sikor 2008). In Hungdior, example, local authorities
could elect to run a range of public services wethfinancing from central
transfers and with some support and supervisiam frounty level. Many villages
chose to run their own schools, only to find thagyt were unable to adequately
maintain them in the face of rising maintenancdscasd falling pupil numbers—
and, thereby, falling per capita transfers. Irergg/ears, many smaller settlements
unilaterally transferred responsibilities onto ctyuauthorities, leaving many of the
latter in significant debt.

In respect of the elderly, the local authoritiesl hralatively little scope for
providing services. There were virtually no resiid facilities for the elderly
outside the major urban areas. Local authoritieRomania, for instance, could
assess individual household means and, where thiéybélow the minimum
income, the households would be entitled to extrad$. Similarly, local social
workers could draw up lists for provision for extwinter fuel or for the
distribution of occasional food aid from the EU.
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Increasingly though, the design of public servisethe shared task of the self-
governing settlementeemur@, in Romania—and intermediate regional
authorities, who may outsource specific tasks tofgmsional providers. In
Hungary, for example, the homecare visits for tlierdy are organised by micro-
regional authorities, but can be delivered in coagfion with the social services
department from larger conurbations. In other wprdlthough the smallest
settlements may no longer have principal respditgitior organising public
services for the elderly or for school childrergytican still play an important role
in representing local needs.

From a national or strategic point of view, advesafor rural areas face a
conundrum. If they support efforts to move oufagficulture to other productive
sectors, this might encourage further out-migratoml therefore accelerate the
demise of villages. Alternatively, if they focus @he quality of rural roads,
schools, energy supply, and essential public sesyisould they be ending up in
making large claims on the national budget? Theeat structure of the EU’s
Rural Development Fund reflects this division betwesector and area support.
Whilst the two main and well funded measures unBeélar One deal with
agricultural development, the other instrumentseuriillar Two have the more
nebulous goal of trying to diversify the rural eoany and improve the quality of
life. This section of the article focuses on tlaiger dimension by looking at the
relationship between two key public services—ruaiooling and services for the
elderly—and demographic decline.

For some, maintaining the local, rural schoolsasamount, because they are
the ultimate symbol of future population developmenVithout them, young
families will neither stay nor move into the are@lthough this sounds intuitively
correct, to what extent is it backed up with reskavidence? Living in rural areas
may have other attractions and, as in many partiseofvorld, children can always
‘commute’ to school. The situation of the eldergpresents another issue that
might be more susceptible to emotional and idecklgarguments rather than
evidence-based ones. In all likelihood, the peobf the many of the smallest
settlements will continue to be heavily skewed talsathe over 60s. Without
significant changes, elderly residents will be ot relocate, which means that
large numbers may well be in need of access to gpadity public services.
However, the kinds of services that are found loaarareas—such as residential
care homes or dedicated health services—are udaaking in rural areas. Could
their extension to the rural areas be afforded dinmesumably not in many cases,
what kinds of provision could realistically be inaed?

Assessing the contribution that schools make talrlifie is a minefield. A
study of small schools in Hungary argued that thveeee many shibboleths from
both the right and the left that made impeded mafigiscussion (NIPE 2006). At
the time of the study, there were 1,220 small gélachools with a total of 111,352
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students. The average student population was @thenaverage population of the
villages concerned was 1,022. However, contraryemeived wisdom, these
schools were neither significantly more expenshanttheir urban counterparts nor
were they poorer in educational outcomes, once hiaglybeen controlled for basic
socio-economic starting points.  (Longstanding eosss on the reasons
explaining educational achievement identifies tbeiGceconomic background of
the family way ahead of the specific charactegsttschools.) More specifically,
the study revealed that ‘[i]f the minimum numberstdidents per school was raised
to 150, the national educational costs would beuged by 2 per cent; if the
minimum was raised to 200, there would be an olveealing of 5 per cent. This
relatively modest saving would require four to fikkandred rural schools to be
closed down’ (NIPE 2006: 8).

In terms of sustainability, recruiting teachers faral schools was generally
harder than recruiting for urban schools. Howesgecording to NIPE (2006), this
problem could be partially mitigated if would-beathers had a better insight into
the challenges of rural schools, as well as weeeethio be preferential pay and
promotion possibilities. Trainee teachers tenaeddin their practical experience
in larger, better equipped urban schools. Oneeatirproblem was that rural
teachers occupied a special position within theimediate communities, that was
part social worker, fund raiser, grant writer, eévarganiser, and / or career adviser.
Whilst local officials and residents may be graltdfr teachers who willingly
volunteer for these additional responsibilitiesnigght not be a realistic means for
addressing rural needs in the longer term.

For example, in an echo of the famous Brazilianitfarsupport, thebolso
familia, and as a means for reducing dropout rates fréraadcreceipt of certain
child benefits in Hungary and Romania is conditloma school attendance. By
making the class teacher directly responsibledoording attendance, and thereby
appearing to control access to the payment, tescltan sometimes find
themselves in direct confrontation with parentsis Iperhaps too much to expect
young rural teachers to take on organising thetsggeam, rounding up the truants,
cajoling the feckless, negotiating cost sharinghwitie local council, as well as
teaching three or four different subjects. In otlverds, decision makers at county
or national level would do well to reconsider whestlthese expectations are a
realistic basis for attracting and maintaining pssional public services.

Kovach and Kdgerova (2006), in their ‘rise’ of the new ‘projedass’ in the
countryside, argued that not everyone welcomed dkiension of traditional
professional duties. In their words, the so-caledject class was made of rural
professionals such as doctors and teachers whiedftheir services, on a paid or
unpaid basis, to write projects for regional, calptEuropean, or other kinds of
funding. Their skills could be used to understagrdnt requirements, assess
financial implications, and then contrive activitithat could fit within the relevant
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terms of reference. According to the authors’ infants in the villages under
study, doctors, for example, should be doctors &eamchers should teach.
Expecting these rural professionals to assume eactiles in finding funds by
writing and, worse, administering complex grantswaund to be at the expense
of their primary duties. In any event, how colidde people presume to say what
the village needed? Were their plans outlinechenlbcal manifestos or were they
another example of important decisions emerginddfgult rather than democratic
discussion?

The NIPE (2006) study highlighted the fact that tbhke and sustainability of
rural schools can be approached in different wa@bvious shortages in teaching
resources can be mitigated by promoting mobilitghimi the general teaching
profession—through dual appointments, for instanae¢d through promoting
teacher sharing between urban and rural scHo@sher studies drew attention to
the importance of greater parental participationsohool activities (Kovacs-
Cerovi, Vizek-Vidovi¢, and Powell 2010). Although this proposal is bymeans
uncontroversial, with substantial doubts over thtnoal way to manage voluntary
parental labour, there have been a number of pesiistances in the region where
extracurricular activities—sporting events and ettesn physical upkeep of school
buildings—have drawn directly on parental involveine(for an extended
discussion of the issue of parental participationschooling in South-Eastern
Europe, see Kovacs-CeroyVizek-Vidovi¢, and Powell 2010).

In relation to public services and benefits for theal elderly, several studies
identified significant discrepancies between rwmatl urban residents (Milbourne
2012). In the 1990s, those who had worked foisthge or in collective farms were
frequently receiving lower pensions compared toirtherban counterparts.
Although many factories and urban state enterpngee bankrupt, the income
loss for rural pensioners was aggravated by thel rdgcline in the provision of
basic public services in the countryside. Howewsrfar as the state authorities
were concerned, rural underemployment and low pessivere ameliorated by
rural households having reclaimed agricultural ldndng the 1990s reforms. In
their survey of rural poverty in Romania in 199Be tNational Commission of
Statistics (NCS 2000: 30) concluded that possessidand was the single most
important dividing line in the rural areas betwdleose above and those below the
poverty line.

Whilst land has always been an important assetipparting rural livelihoods,
it did not always follow that land ownership traateld into significant crop yields,
rents, or other incomes. As Katherine Verdery £0thowed, the distribution of
collective farmland in Romania created significantial conflict in the country.

! This approach is reminiscent of the appointménattegy of the Church of England and

its efforts to ensure that rural parishes are segplith vicars and curates.
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Land restitution may have been the critical goal fmany, but, when this was
totally divorced from actual ability to use, itsrpuit could appear dishonest,
particularly when others who had worked for yeaws €ollective farms only
received tiny plots of marginal land. Verdery (2DGhowed how the social
divisions created by land reforms undermined thévation of local land—those
who were relatively land rich tended to be labooompand those with labour were
unwilling to work for those who, they felt, had elted them from their fair returns.

The consequences of land divisions were to be durfompounded when it
became clear that central decision makers also lsad ownerships as real
incomes. In the 1990s, in Romania, Serbia, and,lésser extent, Hungary, social
welfare transfers shifted towards means testing nwitecame to assessing
entittements (Barr 2005). In Romania, for examghe, programme of minimum
income support made a detailed set of standardshéowaluation of household
assets and their imputed income. Ownership of fealassessed by size, the level
of local rents, and the quality of the soil. Adtiog to researchers commissioned
by the UK’s Department for International Developm@FID), this land valuation
process frequently worked to the detriment of meumal households (Sinclair et
al. 2002: 11). Given their limited revenue raispmyvers, it was critical that local
authorities maximised central transfers and mirgahikcal contributions. If local
land values could be set at an artificially higkele then the level of imputed
incomes from land would lift households above tbeeapty threshold and thereby
lose any entitlement to minimum income support.tiibcal authorities obliged to
contribute 20 per cent of the costs of minimum meosupport, inflating land
values reduced local social security bills. ThellDFesearchers found that, in
some parts of Romania, rural land values exceeldesketin the most exclusive
capital suburbs in the country (Sinclair et al. 2001).

There were other ways in which land ownership calikhdvantage the rural
elderly. Decollectivisation created an enormousiber of property owners.Kin
relations once again became very important forrdeteng who had a stake in the
income coming out of the countryside. Howeverthe land reforms, it was not
always optimal to register every kin claimant. IBatral and, to some extent,
urban households disguised the actual distributibrvithin-family land-related
incomes by registering ownership in the name ohgla elderly relative. Not only
could this strategy help avoid taxation, it coulsbamaintain entitlement to certain
welfare benefits or simply avoid the costs of laadistration. In some instances,
each individual plot had to be measured by a sunvapd maps had to be drawn
up and entered into the cadastre, incurring reditigrohibitive costs for cash poor

2 There are few figures on the number of propesmers created in the land reform

process. However, to give an idea, there weren8lion applications following the
Romanian land reform in 1991 (Cartwright 2001: 118)
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households (Cartwright 2001). In Hungary, muchhaf land that was owned by
younger family members was held in so-called umidigishares. These plots were
usually grouped into a single field or area whibkent made it easier for larger
producers to rent and use the land. It is trueégbah inheritance practices led to
familial disputes, and some hitherto unquantifiedial costs—for instance, it was
estimated that over one million cases of intergatieral land disputes filled up the
Romanian courts in the 1990s (Cartwright 2001: 118)owever, it also made
sense to assume that the traditional practices aofily inheritance would
eventually govern, and there was neither pressisgakneed nor popular pressure
to identify each and every actual owner in the ldmbks. However, one
consequence was that land valuation rested upomriassof fictions whose
implications became steadily more disadvantageausthbse who had the
misfortune to be listed as owners.

A recent research programme on rural social sgcreitealed some interesting
practices for assessing local needs and distrifputiesources (von Benda-
Beckmann, Thelen, and Kovacs 2012). Whilst bemefjtlations usually counted
land as an asset, local social workers could somasticollude with family land
arrangements in order to ensure access to bendfitsone Romanian case, for
example, if the social worker recorded the four thexs belonging to the
grandfather in the house, then his 14 years olddg@n would become ineligible
for a school-related allowance. However, knowingt the land yielded very little
income and that the parents spent a great dediedf time looking after their
infirm parents, the social worker excluded the ldrain the list of household
assets. In another case, the rules for the ailtocaf winter fuel, often in the form
of wood, provided that garden plots should be takém account in determining
entittement. Social workers sympathetic to thdderty that were either unable to
cut wood themselves or had no family to assist theauld fail to record the full
size of garden plots, thereby ensuring more eldeslyseholds could benefit.

Whilst local discretion could sometimes alleviaaad-related complications, in
other cases, the room for manoeuvre was more bmit€ox (2009) gave the
example of the allocation of direct payments untter Common Agricultural
Policy in Romania. Although the programme was sgpgd to offer financial
support to those actually working the land, wheoeal rent contracts were
unregistered, as was often the case, it becamaalWrtimpossible for local
officials to ensure that direct payments were madéhe actual working tenants
rather than the registered land owners.
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Connecting population change to public service policy

So far, the aim of this article has been to idgntdfeveral practical
considerations in assessing rural public serviegh as, for example, the
importance of maintaining good relations betwedraarand rural areas. Although
the practice of extended families coming togetloegrow their own food may be
waning, there are other strong reasons to investired—urban linkages, not least
their ability to support elderly relatives as wels care for younger family
members. Where the house in the country is a mefagscape, and where the area
is blessed by attractive landscapes, well conneeted supplied with necessary
infrastructure, the near future outlook might beifdee. Such scenarios could be
encouraged by investing in rural sports, leisuidlifees, grants for modernising
older properties, and ensuring good connectionstitdies and communication
technologies. In areas that are less well endotiedsituation might be bleaker
and, without serious attention, settlements miglet lboking at complete
depopulation within a matter of decades.

Given the role public services play in the qualify rural life, this section
examines various alternatives that could be cormsildy rural and regional
planners.

Whilst the problems of running rural schools haveerb relatively well
documented, there has been much less attention givthe implications that the
collapse of preschool facilities has on rural afeaShis may reflect cultural
practices that valorise early childcare being alnso®lusively carried out within
the family. No doubt, young women being able tetaxtended leave to look after
their children can reduce pressure on the locabuabmarket. However, as
attendance rates in urban kindergartens remainght levels, it could be that
cultural preferences alone cannot account for #uk lof village kindergartens.
Nevertheless, rather than seeking to reopen oldiekgartens, villages might
support children attending private family homesthwiosting parents receiving
some training which would then allow them to hateo parents’ children within
their own homes or in some facility offered by tbeal authority.

For older children, the reinvention or extensiorboérding schools can connect
those living in remote areas to more populous aagalshelp rural schools retain
sufficient numbers. In Austria, there have beeipeexnents with creating
multigenerational households, with those who ardonger able or willing to live

® The figures from the Hungarian Central Stati$ti@ffice (KSH 2013) do not
distinguish between urban and rural institutionst the overall figures do show a
significant reduction in places and pupils. In Q9¢here were 4,718 kindergartens in
Hungary and, by 2011, this was down to 4,336. hie $ame period, the number of
children attending kindergarten dropped by 50,000.



44 PANNON MANAGEMENT REVIEW
VOLUME 2 - ISSUEL (MARCH 2013)

independently sharing facilities with young boasleoming in for the week. An
additional advantage of reviving larger rural ingions is the support they could
give to the local economy. Not only could theyeoffmodest numbers of
employment opportunities, but they could delibdyas®urce the majority of their
food and fuel needs through local suppliers. @mganore ethanol-supplied power
plants at the local level, for example, can redemsts and increase opportunities
for local land owners.

Encouraging people to move out of family homes teddn remote or sparsely
populated areas would need to be very carefullgleahn In a minority of cases, it
might be possible to physically transport old buigd to areas that are more
established and have better facilities and amenitidowever, in most cases, the
costs would be prohibitive and physical relocaaned for houses with historical
or architectural merit. Undoubtedly there will imany who do not want to move,
and, for this group, the question is how best ganise access to services for them.
In Serbia, where mobility amongst the rural popatais less pronounced, elderly
families whose children live far away can face peots. Local initiatives in the
south of the country have introduced a system i&f werkers who are paid to look
after basic needs such as fetching medicines, ialgaand generally making sure
that the old and housebound are well (von BendadBaon, Thelen, and Kovacs,
2012). Itis increasingly common for health woskés make home calls as part of
their regular duties. In other situations, theygimi cooperate with the local
authority to carry out basic medical tests in thiéage cultural house. These
mobile services can take advantage of communicaeghnologies to connect
isolated households to medical centres.

A final alternative is one that could be called @iaderella optiorf. As in the
story, whilst Cinderalla slept for her hundred ywea wall of thorns and bushes
grew up to hide the palace. In the same way, rdttam let the landscape become
full of empty properties, roads could be close@egrboards put up, and access to
abandoned villages restricted until such time a®w use might be found. One
problem for poor local authorities is that, in #itesence of owners, they are obliged
to carry out basic maintenance on empty or abartiprnaperties, and are usually
unable to recoup their costs. Placing respongibitr maintaining abandoned
properties in the hands of a local or nationalttissa proposition that runs the
same risks as taking care of abandoned land. wntte property still belongs to
someone, even if they have no wish to live, remtintain, or otherwise dispose of
the property. In countries with a history of cecfitions and expropriations, state
acquisition of private property remains a very gamesissue. Undoubtedly, there

* This was proposed by Christine Dissman (2009) atgued for its application in the

context of towns of the former German Democratipuitsic that were seeing rapid
population decline, with accompanied multitudesiwipty properties.
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would also be significant financial implicationsr faunning the programme on a
national scale.

Conclusion

The sheer variety of rural environments and thepderity of their population
dynamics make any general statement suspect. andhere does appear to be a
trend that is going to transform the rural landscaper the next twenty to thirty
years. Unless there are active efforts to mairgaong connections between urban
and rural areas and new forms of employment oppitytdeveloped, there will be
increased concentrations of poverty in the rurahsrand there will be many more
villages where the fulltime residents can be codintaly in double figures.
Focusing on the management of public services di@tetion to the ways in
which their provision can mitigate or, in some cagerhaps even reverse the trend
towards the potential ghettoisation of the eldemlyal poor. Combined with
dedicated accommodation and supplied with commutearhers, there is no
reason why specialised and mainstream educatiaodities cannot be located in
rural areas. In other cases, such as providingusde healthcare services for the
elderly, there is less chance that their provisidhreverse negative demographic
tendencies. Instead, the justification for introdig a more mobile organisation of
public services is to take into account the legitendesire of the elderly not to be
uprooted from their homes and to ensure that ticéngein the rural population is
managed decently.

References

Barr, N. (ed.) (2005)Labor Markets and Social Policy in Central and Eait
Europe: The Accession and Beyowshington, DC: The World Bank.

Cartwright, A. L. (2001).The Return of the Peasant: Land Reform in Post-
Communist Romanid&eading: Ashgate Publishing.

Chawla, M., Betcherman, G., and Banerji, A. (200fbm Red to Gray: The
‘Third Transition’ of Aging Populations in EasteEurope and the Former Soviet
Union. Washington, DC: World Bank.

Czegledy, A. (2002). ‘Urban Peasants in a PostatistiWorld: Small-scale
Agriculturists in Hungary’, in Leonard, P. and KéneD. (eds), Post-socialist
Peasant—Rural and Urban Constructions of Identitizast Europe, East Asia and
the Former Soviet Uniqr200—-20: Basingstoke: Palgrave.



46 PANNON MANAGEMENT REVIEW
VOLUME 2 - ISSUEL (MARCH 2013)

Czekanowski, P. (2011). ‘Implications of Populatigkgeing for Family
Relations and Family Care’, in Hoff, A. (edBppulation Ageing in Central and
Eastern Europe: Societal and Policy ImplicatipB89-26. Farnham: Ashgate.

Dissman, C. (2009)he Sleeping Beauty Princip{eonference paper presented
at Empty Country and Lively Cities? Spatial Diffetiation in the Face of
Demographic Change, Berlin, 7-8 May 2009). Berlireibniz-Institut fr
Okologische Raumentwicklung e.V.

ESPON (European Observation Network for Territorizévelopment and
Cohesion) (2013)Selective Migration and Unbalanced Sex Ratio indRRegions
(SEMIGRA) (ESPON 2013 European Union Programme), at
http://www.semigra.eu (accessed 1 February 2013).

Fox, K. (2009). ‘Confusion, Secrecy and Power: Eliftayments and European
Integration in Romania’, idnnuaire Roumain d’Anthropologid6: 63—-75.

Goerres, A. (2009)The Political Participation of Older People in Eype: The
Greying of Our Democracie8asingstoke: Palgrave Macmillan.

Kovacs, I. and Kéerova, E. (2006). ‘The Project Class in Centraldper The
Czech and Hungarian Cases’Saciologia Ruralis46/1: 4-21.

Kovacs-Cerovd, T., Vizek-Vidovi, V., and Powell, S. (2010)School
Governance and Social Inclusion: Involvement ofdPgs: Parent Participation in
the Life of Schools in South East Europgibljana: Center for Educational Policy
Studies, Faculty of Education, University of Ljubip, at http://www.see-
educoop.net/aeig/outputs/involvement%200f%20pangditéaccessed 26 February
2013).

KSH (Kozponti Statisztikai Hivatal (Hungarian CaitrStatistical Office))
(2013).Education at Kindergartens (199Q-gt http://www.ksh.hu/docs/eng/xstada
t/xstadat_annual/i_zoi001.html (accessed 27 FepR2@t3).

Milbourne, P. (ed.) (2012)lournal of Rural Studies: Special Edition: Growing
Old in Rural Places28/4 (October 2012): 315-658.

NCS (National Commission of Statistics) (200Bjom Rural Poverty to Rural
DevelopmentBucharest: NCS (National Commission of Statigtics

NIPE (National Institute for Public Education) (B)OKistelepllések kisiskolai,
Az Oktatédspolitikai Elemzések Kozpontja nyilvano8zpklitikai elemzése
Oktataspolitikai elemzésekPrimary Schools in Rural Hungary Budapest:
suliNova Kht.

Sandu, D. (2000). ‘Emerging Transnational Migratidrom Romanian
Villages’, at http://www.migrationonline.cz/studidshtm|?x=195089 (accessed
27 February 2013).

Sinclair, B. and Associates Ltd (200Bvaluation of the Implementation of the
Minimum Income Guarantee (Law 416/2001): Final Repgéunded by DFID
(Department for International Development) and th®rld Bank). Durham:
Mountjoy Research Centre.



ANDREW CARTWRIGHT 47
KNOWING WHEN IT IS TIME TO GO MANAGING RURAL DECLINE IN CENTRAL AND EASTERN EUROPE

Thelen, T., Cartwright, C., and Sikor, T. (2008)oc¢al State and Social
Security in Rural Communities: A New Research Ageadd the Example of Post-
socialist Europe’ (Max Planck Institute for Socrahthropology Working Paper
105), at http://www.eth.mpg.de/deutsch/pubs/wps/atipiworking-paper-
0105.html (accessed 26 February 2013).

Ulrich, L., Bojinc, M., Stanciugelu, S., and Mihaila, V. (201The Fourth
Wave: The Brain Drain Along the Route Between Ramdime WestBucharest:
Soros Foundation.

UN DESA (United Nations Department of Economic afdcial Affairs).
(2012). World Urbanisation Prospect$2011 revision). New York: Population
Division, UN DESA.

Verdery, K. (2004)The Vanishing Hectare, Property and Value in Pastdist
Transylvanialthaca and London: Cornell University Press.

von Benda-Beckmann, K., Thelen, T., and Kovacs(2012).Local State and
Social Security in Rural Hungary, Romania, and &erliHalle: Max Planck
Institute for Social Anthropology, at http://wwwhetnpg.de/cms/en/research/d3/pg
Ip/project_lsss.html (accessed 26 February 2013).

Wood, T. (2012). ‘Russia Vanishes’, tondon Review of Book84/23 (6
December 2012): 39-41.

Andrew Cartwright is a Researchs
Fellow at the Center for Policy Studies ‘
the Central European University i
Budapest, Hungary. He teaches Rugis
Development Policy, supervises MA a
PhD students, leads the Policy Lal
programme, and mentors on the Op
Society Institute’'s International Polic
Fellowship programme. Prior to joining
the Central European University in 200
he held research positions at the University ofetpool in the UK and the Max
Planck Institute for Social Anthropology in Germany

Andrew has a PhD in Law from the University of Wanky and has carried out
research on rural transitions in several post-§istizountries—the land reforms in
Romania and Mongolia (including the developmentsrufal civil society in
Romania and private land ownership in Mongoliag, ¢imergence of land markets
in Ukraine and Kazakhstan, the implementation & BU’'S cohesion policy in
rural Hungary, and the social security reforms imglary and Serbia. Currently,
he is working on a research project on the imgheet of demographic changes for
rural land use in Central and Eastern Europe.




48 PANNON MANAGEMENT REVIEW
VOLUME 2 - ISSUEL (MARCH 2013)

Andrew is the author ofhe Return of the Peasant: Land Reform in Post-
Communist Romanjgpublished by Ashgate in 2001—and of numerousnalur
articles and conference papers on rural developmeéntral and Eastern Europe.
He is also Editor of th&olicy Documentation Centepne of the largest online
collections of policy papers from the former sadstatountries.

He is a member of the Board of Policy Associatian &n Open Society
(PASOS, a network of think-tanks from Central andstérn Europe and the
Commonwealth of Independent States); Chair of tleavhure Young People’s
Trust (MYPT, an educational and employment chantyking in Romania); as
well as a part-time Director of The English Gardeme-School kindergarten in
Hungary.

Andrew can be contacted at cartwrighta@ceu.hu,hat Genter for Policy
Studies at the Central European University.



ALAN CLARKE 49
V ALUE CREATION-CREATING VALUES

ALAN CLARKE

Value creation—creating values: contradictions and
constraints in the development of religious tourism

There is a long history of commercialisation andnomdification within
religious movements—yet, commercialisation and caoulification are often
resisted. This article considers why economic eatbay not be sufficient to
explain development in religious tourism. Bestctice research on religious
tourism demonstrates that development rests motaerontribution to the core,
religious values of the location than on traditioredherence to capitalist
economics (Clarke and Raffay 2012). Consequerghyarn on investment has to
be reconsidered in other terms, as well as in tefmfisancial value.

To explore the values involved in the developmehtradigious tourism in
general and in Southern and Eastern Europe (SEpgrticular, this article draws
on current research. Known as RECULTIVATUR, thesearch aims to use the
religious cultural values of SEE jointly with locassets, human resources,
infrastructures, and services to develop a relgimwrism capable of creating new
jobs and generating additional income. The pragtasked to elaborate an SEE
Religious Tourism Model, a step-by-step guide fecidion makers and other
stakeholders that would allow them to:

- identify the religious cultural potential of theirea by analysing, assessing, and
capitalising on previous experiences;

- identify synergies with other projects;

- address the relevant stakeholders;

- develop the region by using its religious assets;

- manage religious assets optimally;

- realise their proposals by finding suitable furidopportunities; and

- create sustainable solutions.

The research outline also promises that the preyélcoffer equal opportunities to
all the religions of the SEE Programme Area, aintongontribute to inter-religious
communication and a better understanding and aaoeptof various beliefs.
However, so far, this promise has been difficultdalise in practice, largely due to
the overwhelming Christian (admittedly, of diffetesorts) bias of the membership.

! Albania, Austria, Bosnia and Herzegovina, Bulga€roatia, the Czech Republic, the

Former Yugoslav Republic of Macedonia, Greece, Hupg Italy, Montenegro,
Republic of Moldova, Romania, Serbia, Slovakia,v8luia, and Ukraine (Eurostat
2001).
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Traditionally, according to the United Nations WbiTourism Organization
(UNWTO), tourism is the movement of people awaynfrtheir normal place of
living for periods of less than one year, whilec@ding to popular opinion,
tourism is people going on holidays and enjoyingrtkeisure time. Of course, in
practice, there are complex niche markets to censlilit this traditional view of
tourism still dominates. Tourism is well recogmises a powerful economic force,
not only a marginalised exploitation of the pleasyreriphery. Despite the
continuing uncertainty in the world economy, UNWT@signated 13 December
2012 as the day of the billionth traveller of treay—moreover, 2012 was the year
this figure was ever reached. There was an appidiei 4 per cent growth in both
the number of tourists and tourist expenditure. sgite ongoing economic
volatility in the Eurozone, Europe consolidatedrégsord growth of 2011 with a 3
per cent growth in 2012. Results were above aeeragCentral and Eastern
Europe (CEE) (9 per cent), in line with the averag@/estern Europe (3 per cent),
yet comparatively weaker in Southern and MeditexaanEurope (1 per cent), one
of the best performing European sub-regions in 201This was partly the
motivation behind projects in religious tourism d®pment in SEE, where the
countries are rich in religious and cultural heyga (UNWTO 2012). The volume
and value of religious tourism was estimated at @2® million people spending a
suggested USD 18 billion worldwide (eTN 2009). €iurse, the challenge for
RECULTIVATUR is to find a way to develop the potihtfor tourism in the SEE
countries without diminishing the integrity of thedigious offers.

This article is divided into seven sections. Relltg this short introduction, the
second section compares business values and usligadues, to inform the debate
about the development of religious tourism. Thidtlsection considers the
possibilities of value beyond the economic, espigcieom the perspective of co-
creation. The fourth section presents the delmt@msnd the nature of pilgrimage
and religious tourism from the perspective of tHEORILTIVATUR project. The
fifth section explores the pilgrimage—tourism axis. the sixth section, the article
considers the challenge of commodification to relig values when religious
heritage sites are exposed to commercialisationnalllf, the seventh section
concludes by considering the consequences of theepses discussed in the
preceding sections, critically exploring the megsirand motives involved in
religious tourism.

Business values—religious values
The context for this article is a particular forrhroche tourism, namely that

specialised form of cultural tourism focussed oligien and religious heritage.
Tourism itself can be regarded as a business, tingckame—though also different
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from—other forms of business. For the big tourisrganisations—such as the
airlines, hotel corporations, and tour operatoréctvimake up the membership of
the World Travel and Tourism Council (WTTC)—tourissnan economic sector
which constitutes big business. They promote ankss model which draws on
the extraction of surplus value, by minimising exgiéures and maximising
profits. The debates around this model are wealldished, from such ancient
authorities as Marx (1867) and Weber (1904) to empiorary writers including
Daft (2002) and Fisher and Lovell (2008). Howewwren in Fisher and Lovell's
(2008) book which explores business from an ethpeaspective, considering the
sustainability and corporate social responsibitifythe triple bottom line, there is
no denying that the single bottom line is the comder profit. It was perhaps
Gordon Gekko—the star of the filivall Street(1987) and, consequently, one of
the most famous American businessmen of the 19804 890s—who summarised
all this most aptly: ‘[tlhe point is, ladies andngleman, that greed—for lack of a
better word—is good. Greed is right. Greed woilgherican Rhetoric Movie
Speeches 2011).

In the traditional sense, tourism may fit withircewalues, as well as recognise
them, but in dealing with religious tourism we fidgbth organisations and
stakeholders whose religious value system may bastified as the antithesis of
‘greed is good’'—religious institutions tend to valthe world differently. ‘Greed
is good’ is not a motif which translates easilyoinkligious orders, and this
establishes challenges and constraints on theamweht of religious tourism.

In his spiritual and moral reflections, Quesnell@Pargued that, when he went
into the temple of God, Jesus exposed a senseaottawovered with the veil of
religion—an aspect on which he looked with the tgsindignation. The High
Priest received a percentage of the profit from eyoohangers and merchants—
their removal from the Temple precinct would haeesed a financial loss to him.
Because pilgrims were unfamiliar with Jerusalene Temple merchants sold
sacrificial animals at a higher price than elsewherthe city. The High Priest
overlooked their dishonesty, as long as he gotshare, and ordered that only
Tyrian shekels would be accepted for the annudidiedkel Temple tax—they
contained a higher percentage of silver, and th@ewyochangers exchanged
unacceptable coins for Tyrian shekels. Of coutisey extracted a profit in the
process, sometimes much more than the law allowlte merchandise of holy
artefacts; simoniacal presentations; fraudulenthamges; mercenary spirit in
sacred functions; ecclesiastical employments obthiby flattery, service, or
attendance, or by any other non-monetary meanscalfations, nominations, and
elections made through any other motive than tbeyghf God were all fatal and
damnable profanations, of which those in the tem@ee only a shadow.

There is a contradiction at play in these antad@gni®lationships between
business values and religious values—there are nesdaynples of organised
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religion demonstrating the characteristics of coeiible wealth. Brown (2012)
observed that it was often the individual believer®t the church—who made the
sacrifices of surrendering their wealth, often @it up to the church itself.

Poverty was a virtue and avarice the source ad\alll of course, but the institution
of the church needed the money to create and nramt&putation for power.

Co-creation in tourism: value, beyond the economic

Any attempt to refocus the moment and the expegierictourism could only
benefit from the (experience) economy literatureéPand Gilmore 1999), the
service-dominant logic literature (Vargo and Lust04), and the author's own
endeavours to develop a co-creation perspectivak€P011a). These approaches
have entered into the field of tourism and ever itite study of culture and
heritage tourism. However, a critical view is reasy within the confines of a
single article, even one setting out to be funddaibnquestioning—authors have
a general tendency to provide singly defined examplf processes and practices.
Authors are encouraged—correctly—to live by the ewgred and active
participants in heritage and cultural tourism (Maorg Lugosi, and Brent Ritchie
2010), but these can also be the death of attetmphspose authorial authority, as
encounters blossom in unforeseen directions, offgoblysemic experiences to co-
creators. Jazz musicians frequently explore tréedom, and so do actors in
improvised theatre, where narratives develop collely and interactively. The
whole perspective denies single interpretation, §e$ is the idea research
underlines when talking of drawing on the diffefemistributed resources brought
into constructions and exchanges (Clarke 2011apefiences will be different for
each of the actors involved, as well as for thoseimvolved, which necessitates
that we recognise processes, in the plural, ayestep of the analysis. This is very
difficult to maintain, as we look for the certaiggithat we have previously come to
expect in what we have seen as a fixed world oflgpcbon and consumption.
Habitus and even co-creation force us into plueslit and polysemic
constructions—therefore, we live in a world whemnere should be considerably
more use of the additional ‘s’ than there is.

The author’s own recent work considered the apjptina of co-creation across
the fields of leisure, tourism, hospitality, andsts to explore the ramifications for
business development (Clarke 2011a). There has damnsiderable interest in
co-creation in the marketing literature (Vargo dngsch 2004; 2008), where the
emphasis on value creation and value extractiorused on the interactive
processes between companies and their consumaba(®l and Ramaswamy
2004; Payne, Storbacka, and Frow 2008). Servicgrtint (S-D) logic is based
around the central role of active consumers incihvereation of value, and takes
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various forms in the research on tourism experiegno@é the value components
within tourism. As Payne et al. (2009: 1) argudéds is predicated on the
‘customer’s active involvement and interaction wiitleir supplier in every aspect,
from product design to product consumption’. Utkiese recent writings, the
traditional view was that companies create valu that products are the end of
the consumer experience. In the S-D logic, as sgao the good-dominant (G-
D) logic, co-creation experiences are regardeti@dasis for value creation.

The S-D logic and the study of services drew onvibbek of authors such as
Ramaswamy (2008: 9) who argued that the capalfiityinnovation and the
capacity for growth come from the organisation’dlighto be ‘continuously
interacting with its customers through engagemdatfgrms, especially those
centred on customer experiences’. This attentiothé customer as the basis for
the strategic capital for innovation impacted diseon the ways the author and his
colleagues began to reconsider tourism developmedthospitality management
with customer-centred business models (Hassaniale, dnd Clarke 2010). Of
course, this raises the question of whether thanebe considered to be customers
in religious settings.

Several attempts were made in the marketing litezato develop a conceptual
framework for co-creation by mapping customer, $ieppand encounter processes
(Payne, Storbacka, and Frow 2008). These processek/e interactions and
transactions between customers and enterprisesyelisas the possibility to
identify within this nexus the opportunities for-cmeation and innovation. In
marketing, from an S-D logic perspective, the coois always a co-creator of
value, and this is a key, foundational propositidrthe logic (Lusch and Vargo
2008: 7). In effect, S-D logic suggests that tlzdug starts with the supplier
understanding customer value creation processesleanding how to support,
encourage, and enhance customers’ co-creationtadiv

The author's own starting point is that it is pssty in tourism and its
associated fields that we can uncover primary exesnpf co-creation in the ways
in which experiences play essential roles in thgpguand consumption of the
products and services which make up the sector-atiige involvement of the
tourist leads to a deeper experience, and as sutte context of the S-D logic, to
a higher value. Interaction between and with coress and providers is the
foundation for co-creation (Prahalad and Ramaswa@®4). For co-creation to
develop effectively, active customer involvementtlie production of a good or
service must be introduced, maintained, and enldarnicas ensuring that the final
value of such good or service is increased becaust®mers can tailor it as they
desire (Lusch, Vargo, and O'Brien 2007). This treation experience’, as
Prahalad and Ramaswamy (2004) termed it, is lirdiegctly to achievement of
value creation as the result. For businessesgdlge of autonomously designing
products or developing production processes, tgppaw distribution channels, or
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engaging in other marketing activities without itwiog consumers seem to be
over (Dahlsten 2004; Prahalad and Ramaswamy 2004#a @Gnd Salle 2008;

Kristensson, Matthing, and Johansson 2008; Ramagw®®8). Co-creation not
only leads to an increase in value creation, but atso contribute significantly to

product innovation (Clarke 2011a). Tourism reskdras yet to fully explore all

the possibilities offered by co-creation for inntva developments in tourism
destinations and the attendant increase in conyeesitrength (Clarke 2010).

Tourism market research focuses increasingly oretperiences of tourists and
the cultural contexts of their destinations. LairO’Malley, and Patterson (2008)
asserted that destinations must not be regardedambphysical spaces. Places
have intangible, cultural, historical, and dynamaspects too. They are
experienced by tourists in a dynamic context ofadateraction with a common
cultural meaning and with a collective memory ($twkki 2002). According to
Murphy, Benckendorff, and Moscardo (2007), theitradal destination branding
approach emphasises mainly the physical attribates activity opportunities—
accordingly, destinations are simply consideredbaations. Lichrou, O’Malley,
and Patterson (2008) believed that visiting a syardestination is a process of
experience—the dreams and fantasies of consurherméeting of people, and the
interactions among hosts, visitors, and other sbsiri It involves a dynamic context
in which destinations are simultaneously produced @onsumed. Tourists have
an image of a tourism destination even though Lz never been there, which is
why Lichrou, O'Malley, and Patterson (2008) devedpthe opinion that,
metaphorically, destinations should be seen asinas rather than products. This
perspective urges us to work in a way which leaweesn for the recognition of
interaction, co-creation, and the notion of towrigts participants instead of
spectators.

One of the challenges for a destination manageroggdnisation (DMO) is
using the ‘global network resources and thematimroanities to continuously
identify and act upon new innovation and value tioea opportunities’ to
‘strengthen the competitiveness of the tourismidason’ (Ramaswamy 2008: 9).
To harness the strategic advantages that may cameimtersectoral networking,
destinations have to act as collaborative orgapissitrather than individual
competitors. This is evident in the developmentetifjious tourism, where few—
if any—religious organisations have the connectwith the wider tourism sector
to access any of the wider markets. Competitoes lecoming partners and
cooperative competition, or co-opetition, and cetithy are becoming increasingly
important (Li and Petrick 2008; Prahalad and Kraahr2008). This means that
DMOs will have to cooperate interactively with ottgartners in the destination,
through processes of exchanging ideas and expedatise of linking together
financial and human resources (Wang 2008). GoardsGo (2009: 255) argued
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that brand positioning ‘should be built on a vatoatch between place identity and
the type of audience the place is attempting tacttt

It can be argued that today's consumers have @rdift attitude towards
consumption than those of previous generationsi{R884). In addition, tourists,
and consumers in general, are not only better eeld@nd wealthier, but also have
access to more information than ever before. Btarare looking for unique
activities, tailored experiences, special interksdi, experiences in a lifestyle
destination setting, living culture, creative spacand creative spectacles (Gross
and Brown 2006). The need for authentic experigneet contaminated by being
fake or impure, is also growing (Gilmore and Pir@?2, Yeoman, Brass, and
McMahon-Beattie 2007). Tourism destinations intipatar can offer visitors
experiences that they do not normally find in theieryday lives. Oh, Fiore, and
Jeoung (2007: 119) posited that ‘[tlhe benefit nhafi causality view of tourism
motivations tends to position tourist experienceaasonstruct that transforms
destination settings and activities into ultimatendéfits and value that tourists
obtain by visiting the destination.’

In research on tourism behaviour, experiences geapto play a significant
role (Gross and Brown 2006; Morgan and Watson 2@7, Fiore, and Jeoung
2007). According to Sternberg (1997), tourism besn at the forefront of staging
experiences, and tourism’s central productive dgtig the creation of the touristic
experience. According to this research, tourists ia fact and by definition
looking for experiences. Pine and Gilmore (199902 distinguished four types
of experiences: the aesthetic experience, the &doeh experience, the
entertainment experience, and the escapist experigse@e Table 1, p. 56). These
‘4ES’ vary along two dimensions—active—passive mgment and absorption—
immersion—that intersect to produce quadrants. ivAepassive involvement
entails the level of participation by consumerstlie creation of experience-
generating offering. Those who passively partigpdo not directly affect or
influence the offering, whereas active participaditectly affect the offering that
yields the experience. Absorption is ‘occupyingeason’s attention by bringing
the experience into the mind’ and immersion is dmemg physically (or virtually)
a part of the experience itself’ (Pine and Gilmb®89: 31). According to Pine and
Gilmore (1999), including all four types of experes is optimal. However, we
suggest that small, resource-strapped, rural bss@seshould initially focus on one
or two of the 4Es and then augment their expedénfferings over time.

Experiences determine the value of destinationd, RMOs are increasingly
using this in positioning their destinations in tharket. ‘The demand is growing
for travel that engages the senses, stimulatemihd, includes unique activities,
and connects in personal ways with travellers oneamtional, psychological,
spiritual or intellectual level’ (Arsenault and @#004).
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Canadian research, for instance, showed that dsntadth the local
communities—through cooking, visiting farms, andingewelcomed into the
homes of locals, for example—are particularly apted (Arsenault and Gale
2004). This also holds true for all manner of ekpental, practical, and
interactive activities. Tourists do not just wdatbe spectators. They want to
participate, roll up their sleeves—not only viewe tardens, but also do some
gardening. They want to take a peek behind theescenot only go to a concert,
but also meet the musicians afterwards. Learnixgemences—such as
photography workshops, going to a wine universityd learning to understand the
ecosystem of an area of natural beauty—are alsaviiggo in popularity.
Furthermore, the sharing of experiences, the sdgi@mics connected with travel,
getting to know new people, reinforcing old friehigggs and making new ones, and
spending time with relatives are also consideredontant (Arsenault and Gale
2004).

- Active—passive Absorption—
Type of Description of . . )
; . involvement Immersion
experience experience . . . :
dimension dimension
actor passively .
. , . actor is immersed
: actor enjoys just appreciates and does
aesthetic In or surrounded

being in a sensory- | not measurably alte
rich environment the nature of the
environment

experience by the

environment

actor increases skills
and knowledge
educational through absorbing
experience information
presented in an
interactive way

actor actively
participates through
interactive
engagement of one’
mind and / or body

actor absorbs the
Sbus.iness offerings

actor passively

actor’s attention is | observes activities actor absorbs, but

entertainment is not part of, the

. occupied by the and / or s
experience . : activities and / or
business offering performances of
performances
others
. , . actor is immersed
. actor is an active actor actively .
escapist . ) in an actual or
. actor who shapes | participates in .
experience virtual

events events or activities

environment

Table 1: Pine and Gilmore’s (1999) 4Es



ALAN CLARKE 57
V ALUE CREATION-CREATING VALUES

According to Li and Petrick (2008), co-creationvietn tourists and providers
should be the answer. Co-creation involves tasiriattive involvement and
interaction with their supplier in every aspecinir product design to product
consumption (Payne et al. 2009). DMOs all overilweld are confronted with
major changes in the tourism industry and a rapafiignging tourism consumer,
against the background of far-reaching social, tigal, and economic
developments (Gretzel et al. 2006). In additiom&bural disasters and terrorist
attacks, the tourism industry is also faced witheaping climate change and its
consequences for tourism and tourism regions iticodarr (Ehmer and Heymann
2008). Many DMOs face significant dilemmas: stakdars with different
interests, major changes in external environmdatdbrs, tight financial budgets,
and, last but not least, a red ocean of bloody etitign (Kim and Mauborgne
2005).

RECULTIVATUR’s perspective on religious tourism

The RECULTIVATUR project began from a perspectiwavily influenced by
a traditional sense of the differences distinguighpilgrims, religious tourists,
cultural tourists, and other tourists (see Figurebiit also from a desire to move
these discussions forward (Vukonic 1996; 1998; ®ra009). Since all categories
need to be addressed, the terminology may notéentst helpful for developing
markets for religious tourism as such, but it isstbelpful for segmenting and
analysing the visits and visitors to religious tege sites.

pilgrimage religious tourism tourism

A B C D E

sacred secular

pilgrim
pilgrim > tourist
pilgrim = tourist
pilgrim < tourist
tourist

moowx

Source: Adapted from Smith (1992).

Figure 1: The way from pilgrimage to tourism
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Bauman (1996) distinguished between A (pilgrim) &¢secular tourist), with
the way from pilgrimage to tourism—and from sactedecular—leading through
B (more pilgrim than tourist), C (pilgrim as wel$ #ourist), and D (more tourist
than pilgrim). For pilgrims, the main aim of theujney is to be with God. For
religious tourists, there may be spiritual aspézt¥ie journey, but the main aim of
the journey is education and pleasure (SallnowEadk 1991). Being with God is
not the sole aim of their journey. M. L. Nolan @dNolan (1989) suggested that,
in lieu of piety, religious tourism involves an imdiual quest for shrines and
locales where it is possible to experience a sehs#entity with sites of historical
and cultural meaning. Religious tourists visit iiihes or sacred places very much
like tourists (M. L. Nolan and S. Nolan 1992). Hmxer, there is more integration
within the religious tourism sector than Figure duld seem to suggest (Rinschede
1992; Timothy and Olsen 2006). The very elementiichv define the act and
experience of pilgrimage are also integral, defjritements of religious tourism—
of course, tourists who happen to pick up on thasually experience them too,
albeit in different ways. For this reason, we ®sgigthat the core elements of
pilgrimage form in fact the base on which the wheliggious tourism enterprise is
founded (see Figure 2).

Tourism

Religious tourism

Pilgrimage

Figure 2: The essential integration of pilgrimagyesligious tourism
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This has been an ongoing debate at least since #8@&Mh Pope Boniface VIII
sought to alter the balance between the sacrethermtofane (Vukonic 1998). To
facilitate pilgrimage to Rome, and to contributerento the coffers of not only the
church but also those of various Roman supplidns, ules were changed.
Pilgrimage to Rome had previously necessitatedtythifays of continuous
indulgences in the Basilica, but Pope Boniface Wiered this requirement to
fifteen days, with the other fifteen days to bergpsith ‘the other and profane
pleasures’ of Rome. For the millennial jubiledttdt year, he also ensured that the
Vatican controlled the food and accommodation mtarkanfortunately, we can
find no direct reference to souvenirs), demonstgathat the strict division of the
sacred and the profane as expressed in the divistween non-material and
consumption was already being queried in practice.

The pilgrimage—tourism axis revisited

Collins-Kreiner and Kliot (2000) explored pilgrimbehaviour along a sacred—
secular continuum (see Figure 3, p. 60). They éxagnthe existence of such a
sacred—secular continuum, where pilgrims’ featwas be ranked, overlaid by a
gap analysis of where the pilgrim’s perception against a definition of reality as
sacred or secular. A second continuum, rangingn frastonishment to
disappointment or from pilgrimage to tourism, alfothe construction of positions
in the matrix showing how important the differehfacacteristics of the site are to
the different types of visitors. Collins-KreinandaKliot (2000) identified the need
to gain inspiration and strengthen belief as thgompgilgrimage motivation for
Roman Catholics and noticed that visiting the Hadywd enabled them to continue
their lives back home with new energy and a feebhgurpose. They observed
that awareness of Jesus’ inspiring ‘presence’ at dites gave significance to
pilgrims’ visits—and made them more conscious & Hpiritual aspect of life
(Bowman 1991). It is, in fact, crucial for pilgrénto visit the site itself and to
understand the meaning of what happened there—Ro@aholics perceive
themselves as pure pilgrims, who concentrate dgioak aspects and disregard
touristic ones. Collins-Kreiner and Kliot (2000hosved that Roman Catholic
pilgrims are close to the sacred end of the sasem#ar continuum—they do not
blend holiness and secularism during the pilgrimagel ignore all touristic
aspects, including facilities and activities. Aetsame time, Protestants believe in
direct contact between faithful and Bible—for thebujilding a church at a site
harms the site’s authentic atmosphere (Bowman 19Bfgtestant pilgrims want to
‘feel Jesus’ directly, not by means of intermediari They prefer simple, natural
places (such as the Sea of Galilee and its surnogs)dto elaborate, artificial sites
(such as churches), because they believe in thguspiaspect of the pilgrimage,
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not in its physical aspect. In addition, Protestaifgrims are interested in non-
religious activities such as visiting sites whiabmbine religion and history, for
example, and getting to know Israel and its resgleriThey do not ignore the
tourist aspect of pilgrimage, use tourist faciitiemix cultural and sporting
activities with religious activities, and visit sgdar and non-Christian sites. In
short, Protestant pilgrims are close to the tourgsrd of the pilgrimage—tourism
continuum and to the ‘religious tourist’ prototype,the middle of the axis, rather
than the pure ‘pilgrim’ prototype.

P § Tourism )
T TTP
Secular PT B » Sacred
PPT P
p— Pilgrimage T

P: pious pilgrim

PPT: pilgrim > tourist
PT: pilgrim = tourist
TTP: tourist > pilgrim

T: secular tourist
Source: Adapted from Collins-Kreiner and Kliot Q20
Figure 3: Basic discrepancies between the pilgripeiception and reality

The location of each pilgrim on the scale is peat@nd subjective—almost
infinite sacred—secular combinations lay betwedreaiities. According to Smith
(1992), these locations try to reflect the multipled dynamic motivations of the
traveller, whose interests—and ensuing activitiesy-nswitch from tourist to
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pilgrim and vice versa within the course of therjay, without the individual even
being aware of the change. Our continuing workgssts that the different
positions identified interpellate different criterof significance for these different
types of actors, and that it would be possibledeetbp a model for thresholds of
tolerance and acceptability. The model would aall the different values
embedded in different sites of value generationyes which can range from
purely capitalist to wholly sacred (see Figure £ven a church may be deemed
unsustainable and / or unauthentic enough!

Sustainability

Pure religious Commercial religious Secular context
thresholds thresholds thresholds
Figure 4: The thresholds of sustainable religi@usism

Contemporary research explores the complicatedtioethip between
pilgrimage, religion, and tourism, including asgestich as economic, political,
social, psychological, emotional, and others (M.Nalan and S. Nolan 1989;
1992). For example, Eade (1992) explored the antem between pilgrims and
tourists at Lourdes, Rinschede (1992) developegpaldgy of tourist uses of
pilgrimage sites, and Vukonic (1996) examined tbanection between tourism
and religion. In addition, Rojo (2007) argued tliaere are no homologous
religious audiences for sacred sites. Therefohne, teligious tourism trend
comprises heterogeneity of demand, individualismmiotivation, and, possibly,
even a tailor-made, complex, and chaotic respoagained of providers. It will
necessitate both flexibility in response and camston and determination to
vouchsafe the religious contents and values othdritages in such a way as to
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appeal to both religious and non-religious visitoReligious sites are not visited
merely by religious tourists, and the motivationctmose a tourist destination is
not bound with the religion of the visitor (Rojo@Q 57).

Commadification: counting the cost of commerce

According to Vukonic (1998: 11),

[v]ery often “religious considerations” and relig® teaching are ignored and attempts
are made to use the large-scale presence of bedigvéhe same way or in a way very
similar to the way this is done in traditional tisun. In Christian, especially Catholic
pilgrimage centres the religious “border” was ceastong ago in all possible forms of
the commercialisation of the religious feelingsisitors.

Commodification—or commaoditisation, the possiblesdoof unique cultural
meaning and identity—of religious sites may disresorshippers and pilgrims.
This may happen at Uluru, in Central Australiatjas much as at Westminster
Abbey and Canterbury Cathedral, in England. Oseaech explored the paradox
of commodification through the benefits and costsvorship at religious sites of
special interest (Wiltshier and Clarke 2012).

The sale of goods and services at such sites issprdad and anticipated with
some trepidation by visitors, as they enter or deavSouvenirs, often mass
produced well away from the site itself, are regulpurchased and collected by
visitors to commemorate a sacred visit, for exantple~atima in Portugal or
Lourdes in France. Relics are copied, religiousptc are reproduced, and
vernacular and sacred architectural mementoes ecteah resins and
petrochemicals are widely distributed as faithfopies and sold on a large scale.
The need for non-worshippers to possess copiespetia—even unique—
keepsakes could always be questioned. The neeleaite to sell mass-produced
items to generate surplus for reinvestment in piection and interpretation
could never be questioned—and herein lays the paragd it fair, or indeed
equitable, to support the production of trinketsfamaway places? Does the
purchaser have any notion of whether the income glemerated benefits the sacred
site? A balance can be reached between the neddsxaectations of all parties
involved through compliance with the religious sfgance of the place and its
norms of conduct, through avoidance of over comialisation and excessive
exposure of religious supply elements, and throceyte for the environment and
host community. Religious tourism supply is readyd willing to become an
integrant part of sustainable development, as lawy it serves to the
accomplishment of its spiritual mission §&tiulescu and’irca 2010: 129).
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Visitors and worshippers alike have a duty of damards both special, revered
sites and the guardians of these sites. Consdgueisitors and worshippers can
be assured of the importance of making a contobuto offset the cost of their
visit through the purchase of all manner of sougeniHowever, visits to such
sacred sites of worship and pilgrimage should mosibllied by outright greed—
sympathetic businesses and tour operators mustdeonsthical and responsible
practices to support the ongoing management ajioeis sites. An early souvenir
may be the creation and sharing of identity as phbioth religion and tourism as
journeys. Stausberg (2010) alerted us that, atribesroads, a pilgrim may well be
aligned with the tourist and in no way in an oppbse contrary binary position.
He refocused our views of the shared liminal exgenes of tourism and religion
on a contemporary perspective of congruence andecgence rather than binary
opposition. The complex and chaotic charactesdtiefining the itinerary of the
new mass tourist may open a view that permits iddalism, differentiation, and
otherworldly options in tourism. While not focugion the chaotic and complex as
such, Stausberg (2010: 27) did refer to the ‘exmee hunter’ and the
contemporary tourist enjoying a ‘travel career’'neQof the beauties of his text is
that the evidence presented in the narrative thetourist as in practice, blurring
the boundaries between tourist and ascetic, betwvaeeller and pilgrim. This can
be seen as one of the impacts of co-creation withe pilgrimage, religious
tourism, and commercial nexus. With the contrimi of the participants given
full respect in the co-creation of the experiendess possible to see how the
values emerge, change, and continue around theretiff constructions. It is
possible to find space even within the most comiaksed sites where the
religious values of pilgrims can be expressed amah €einforced.

Meanings and motives in religious tourism

The purpose of this article has been to elaboratelifferences between simple,
capitalistic values and religious values in tourisevelopment for the further
investigation of religious tourism offers, both kit the RECULTIVATUR project
but also with colleagues in the ATLAS Special Iet#r Group on Religious
Tourism and Pilgrimage (Griffith and Raj 2012). igtvill help optimise the value
of tourism development in a non-conflictual way paty in religious communities
but also in tourism communities and host commusitie Focussing on the
fundamental values of pilgrimage, we argue thatdbee practices enshrined in
pilgrimage are enhanced by linkages to elements tiee tourism system. Since
not all elements of the tourism system constitutadditional benefit, it is possible
to propose a model whereby religious tourism isaurded by the notion of
attraction, derived from the concept familiar tarism researchers, with amenities,
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attractions, and accommaodation included (see FigureMoreover, since some of
these attractions may not act as actual motivdtorgilgrims, we introduce the
notion of distraction, defined as those parts efwhder tourism system that do not
address directly the core concerns of the pilgriquest. The analysis of religious
tourism undertaken in and around the RECULTIVATURject has suggested
three sets of factors influencing the developméntligious tourism, drawn from
three identifiably different sources:

- intra-religious factors, developed from withiretheligious values of the host's
core value system;

- inter-religious factors, identified from the b@sactices of other religions in order
to develop the core experience; and

- extra-religious factors, coming from outside gadus value systems, mostly
drawing on the sense of development from the tounglustry.

The particular issues of the sustainable recreatmin experience and
commercialisation of contexts need to be articdlate

intra-religion
attraction

inter-religion religious

9 tourism

distraction
extra-religion

Source: Developed from Clarke 2011b.
Figure 5: Clarke’s model for the future developmefnteligious tourism

Levi and Kocher (2009) suggested that pilgrims arelistinct category of
tourists, with a distinct purpose and a discretesseof the experience involved.
However, there are opportunities for developingegnation rather than
segregation—for bringing the sense of pilgrimage ihe experience domains of
other types of tourism—of course, as long as the salues of pilgrimage are
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observed and protected. Clarke’'s model suggesitsitttis possible to develop
religious tourism without destroying the core af thilgrimage experience.

We have grown accustomed to the idea that pilgaresconcerned solely with
the non-material and non-economic elements of ¥perence. However, there
are obvious absences in defining pilgrims outshie ¢consumption relationships
found in other forms of tourism. This may no londee the case, as we find
evidence of commercialisation of even the pilgrimagxperience. There are
examples already of the certification of pilgrimaaed of the recognition that this
certification is, in itself, part of the valorisati of the experience. Certification is
linked not only to the duties of the routes, bgbaio the wider values enshrined in
experiences as well as routes. Implicitly, thigolwes links with the organisations
involved in the certification of sustainable toanislevelopments.

It is possible to promote sustainable linkages aatyrims, religious tourists,
and other aspects of tourism development, espgeiéth regard to the promotion
of religious values. Our research will continuestglore these linkages from the
points of view of sustainability, authenticity, wivement, and connectivity. The
core values of the pilgrimage suggest that the osogltural importance of
sustainability is embedded in the developments iseudsed—and will perpetuate,
if religious tourism is to continue to have meanigd significance within its
specific contexts of operation. By working closelth religious communities,
tourism communities, and local, host communitieshould be possible to build on
the best practices identified to ensure that mligitourism is at the forefront of an
emerging sustainable community tourism, with respec the thresholds we
discussed.

References

American Rhetoric Movie Speeches (201&nerican Rhetoric: Movie Speech:
‘Wall Street’ (1987)at http://www.americanrhetoric.com/MovieSpeechmesfiesp
eechwallstreet.html (accessed 25 February 2013).

Arsenault, N. and Gale, T. (2004). ‘Defining Tonmw's Tourism Product:
Packaging Experiences’, i€anadian Tourism Commission Research Report
2004-7 7: 21, at http://www.tirc.gov.yk.ca/pdf/ TommorolsirismProductPacka
gingTAMS.pdf (accessed 24 July 2008).

Bauman, Z. (1996). ‘From Pilgrim to Tourist—Or adBhHistory of Identity’,
in Hall, S. and du Gay, P. (ed€)uestions of Cultural Identity18-37. London:
Sage, at http://www.nyu.edu/classes/bkg/touristiBan-pilgrim-tourist.pdf
(accessed 12 February 2013).

Bowman, G. (1991). ‘Christian Ideology and the Imag a Holy Land: The
Place of Jerusalem in the Various Christianiti@s’Sallnow, M. J. and Eade, J.



66 PANNON MANAGEMENT REVIEW
VOLUME 2 - ISSUEL (MARCH 2013)

(eds),Contesting the Sacred: The Anthropology of Chnistilgrimage 98-121.
London: Routledge.

Brown, P. (2012)Through the Eye of a Needle: Wealth, the Fall ahRpand
the Making of Christianity in the West, 350-550[rinceton, NJ: Princeton
University Press.

Clarke, A. (ed.) (2010)Tourism Competitivenes®/eszprém: University of
Pannonia Press.

Clarke, A. (ed.) (2011afxploring Co-CreationLondon: Pearson.

Clarke, A. (2011b). ‘Religion, Tourism and Commailigation’, in Huszti, Z.
(ed.), A Turizmus A Videki Teruletek Fejlédésében Dunadpid Nemzeti
Fejlesztési AlapitvanyTourism in the Development of Rural Argag5-30.
Dunaujvéros: Fejlesztési Alapitvany.

Clarke, A. and Raffay, A. (2012). ‘Revealing theture of Religious Tourism:
The Experience of Benchmarking and Best Practicge&eh’, in Andriotis, K.
(ed.), Proceedings of the International Conference on &wr (ICOT) 2012:
Setting the Agenda for Special Interest TourismstP&resent and Future,
Archanes, Crete, 23—-6 May 2Q1P07-18. Cyprus: International Association for
Tourism Policy, at http://iatour.net/conferenceq@eding/wp-content/uploads/201
2/11/ProceedingsICOT2012.pdf (accessed 28 FebAMS).

Collins-Kreiner, N. and Kliot, N. (2000). ‘Pilgringg Tourism in the Holy
Land: The Behavioural Characteristics of Christalgrims’, in GeoJournal 50/1:
55-67.

Cova, B. and Salle, R. (2008). ‘Marketing Solutiemg\ccordance with the S-
D Logic: Co-creating Value with Customer Network t&’, in Industrial
Marketing Managemen87/3: 270-7.

Daft, R. L. (2002)ManagementNashville, TN: South Western.

Dahlsten, F. (2004). ‘Hollywood Wives Revisited: 8tudy of Customer
Involvement in the XC90 Project at Volvo Cars’, European Journal of
Innovation Management/2: 141-9.

Eade, J. (1992). ‘Pilgrimage and Tourism at Lourdémnce’, inAnnals of
Tourism Researci9/1: 18-32.

Ehmer, P. and Heymann, E. (200B)imawandel und Tourismus: Wohin geht
die Reise?Climate and Tourism: Where Does the Journey JG&Pankfurt am
Main: DeutscheBank Research.

eTN (eTurboNews) (2009Religious Travel Market Shows Resilienaehttp://
www.eturbonews.com/12933/religious-travel-markeatvgb-resilience  (accessed
25 February 2013).

Eurostat (2001)EuroGeographics: South East Europe (SEE)http://www.so
utheast-europe.net/swf/map.swf (accessed 25 Fegtiz0an).

Fisher, C. and Lovell, A. (2008)Business Ethics and Value&ondon:
FT/Prentice Hall.



ALAN CLARKE 67
V ALUE CREATION-CREATING VALUES

Gilmore, J. H. and Pine, B. J. (200Authenticity: What Consumers Really
Want Boston, MA: Harvard Business School Press.

Govers, R. and Go, F. (200®lace Branding. Glocal, Virtual and Physical
Identities, Constructed, Imagined and Experiencédew York: Palgrave
Macmillan.

Gretzel, U., Fesenmaier, D. R., Formica, S., andle@y, J. T. (2006).
‘Searching for the Future: Challenges Faced by iDastn Marketing
Organizations’, idJournal of Travel Research5/2: 116—26.

Griffin, K. and Raj, R. (eds) (2012Reflecting on Religious Tourism and
Pilgrimage Arnhem: ATLAS.

Gross, M. J. and Brown, G. (2006). ‘Tourism Expeces in a Lifestyle
Destination Setting: The Roles of Involvement atatc® Attachment’, inJournal
of Business Research9/6: 696—700.

Hassanien, A., Dale, C., and Clarke, A. (201®ospitality Business
DevelopmentOxford: Butterworth-Heinemann/Elsevier.

Kim, W. and Mauborgne, R. (2005Rlue Ocean Strategy. How to Create
Uncontested Market Space and Make the Competiti@evant Boston, MA:
Harvard Business School Press.

Kristensson, P., Matthing, J., and Johansson, 00§R ‘Key Strategies for the
Successful Involvement of Customers in the Co-tyeabf New Technology-
based Services’, ilnternational Journal of Service Industry Managemel®/4:
474-91.

Levi, D. and Kocher, S. (2009). ‘Understanding Tieur at Heritage Religious
Sites’, in Focus 6/1, at http://digitalcommons.calpoly.edu/focad®liss1/6
(accessed 25 February 2013).

Li, X. and Petrick, J. F. (2008). ‘Tourism Markagiin an Era of Paradigm
Shift’, in Journal of Travel Researck6/3: 235-44.

Lichrou, M., O'Malley, L., and Patterson, M. (2008place-product or Place
Narrative(s)? Perspectives in the Marketing of T@urDestinations’, idournal of
Strategic Marketing16/1: 27-39.

Lusch, R. F. and Vargo, S. L. (2008). ‘The Sendmaninant Mindset’, in
Hefley, B. and Murphy, W. (edsgervice Science, Management and Engineering
Education for the 21st Centur§9-96. New York: Springer US.

Lusch, R. F., Vargo, S. L., and O’Brien, M. (2007¢.ompeting through
Service: Insights from Service Dominant Logic’,Jaurnal of Retailing83/1: 5—
18.

Marx, K. (1867). Das Kapital (Capital) (1987 edition). Harmondsworth:
Penguin.

Morgan, M. and Watson, P. (2007). ‘The ExtraordinaConsumption
Experience in Leisure: A Review of Participant evidnagerial Perspective’, at



68 PANNON MANAGEMENT REVIEW
VOLUME 2 - ISSUEL (MARCH 2013)

http://lwww.heacademy.ac.uk/assets/hist/documestsiree guides/extraordinary
_experiences.pdf (accessed 12 February 2013).

Morgan, M., Lugosi, P., and Brent Ritchie, J. RIS)e(2010).The Tourism and
Leisure Experience: Consumer and Managerial Perspes Bristol: Channel
View Publications.

Murphy, L., Benckendorff, P., and Moscardo, G. (200'Linking Travel
Motivation, Tourist Self Image and Destination BilaRersonality’, inJournal of
Travel and Tourism Marketin@2/2: 45-59.

Nolan, M. L. and Nolan, S. (1989hristian Pilgrimage in Modern Western
Europe Chapel Hill, NC: The University of North Carolifaess.

Nolan, M. L. and Nolan, S. (1992). ‘Religious Sites Tourism Attractions in
Europe’, inAnnals of Tourism Researcid/1: 68-78.

Oh, H., Fiore, A. M., and Jeoung, M. (2007). ‘Measg Experience Economy
Concepts: Tourism Applications’, fournal of Travel Researchd6/2: 119-32.

Payne, A. F., Storbacka, K., and Frow, P. (200@8arnaging the Co-creation of
Value’', inJournal of the Academy of Marketing Scier@&'1: 83—96.

Payne, A., Storbacka, K., Frow, P., and Knox, 808). ‘Co-creating Brands:
Diagnosing and Designing the Relationship Expegéninn Journal of Business
Research62/3: 379-89.

Pine, B. J. and Gilmore, J. H. (1999)he Experience Economy: Work Is
Theatre and Every Business Is a Stdggston. MA: HBS Press.

Pine, B. J. and Gilmore, J. H. (2002). ‘Differetitig Hospitality Operations via
Experiences: Why Selling Services Is Not Enoug, Gornell Hotel and
Restaurant Administration Quarterl¢3/3: 87-96.

Poon, A. (1994)Tourism, Technologies and Competitive Strategi@sford:
CABI (Commonwealth Agricultural Bureaux Internatah

Prahalad, C. K. and Krishnan, M. S. (200B)e New Age of InnovatiolNew
York: McGraw-Hill.

Prahalad, C. K. and Ramaswamy, V. (2004). ‘Co-twaaExperiences: The
Next Practice in Value Creation’, fournal of Interactive MarketinglL8/3: 5-14.

Quesnel, P. (2010 he Four Gospels, with a Comment, and Reflectiarb B
Spiritual and Moral London: Gale ECCO (Eighteenth Century Collections
Online).

Ramaswamy, V. (2008). ‘Co-creating Value througlstGmers’ Experiences:
The Nike Case’, irstrategy and Leadershif6/5: 9-14.

Rinschede, G. (1992). ‘Forms of Religious Tourisim',Annals of Tourism
Research19/1: 51-67.

Rojo, D. M. (2007)Religious Tourism: The Way to Santig@®A in European
Tourism Management dissertation). Bournemouth: ehsity of Bournemouth.

Sallnow, M. J. and Eade, J. (199Cpntesting the Sacred: The Anthropology of
Christian Pilgrimage Routledge: London.



ALAN CLARKE 69
V ALUE CREATION-CREATING VALUES

Smith, V. L. (1992). ‘Introduction: The Quest in &', in Annals of Tourism
Research19/1: 1-17.

Stanciulescu, G. C. andirca, A. M. (2010). ‘Implications of Commercial
Activity within Monastic Settlements as a Way to iNain the Sustainable
Development of Religious Tourism in Romania: ConueerContribution to
Sustainable Development’, Amfiteatru EconomicXIl/27: 129-44.

Stausberg, M. (2010)Religion and Tourism: Crossroads, Destinations and
EncountersLondon: Routledge.

Sternberg, R. J. (19973uccessful Intelligenc®lew York: Plume.

Stokowski, P. A. (2002). ‘Languages of Place andcburses of Power:
Constructing New Senses of Place’Journal of Leisure ResearcB4/4: 368—-82.

Timothy, D. J. and Olsen, D. H. (2006)ourism, Religion and Spiritual
JourneysLondon: Routledge.

Trono, A. (ed.) (2009)Tourism, Religion and Culture: Regional Development
through Meaningful Tourism Experiencégcce: Mario Congedo.

UNWTO (United Nations World Tourism Organizatior®0(2). International
Tourism Strong despite Economic Uncertaimattyhttp://www2.unwto.org/en/press-
release/2012-11-05/international-tourism-strongptesuncertain-economy
(accessed 25 February 2013).

Vargo, S. L. and Lusch, R. F. (2004). ‘Evolvingagd&New Dominant Economics
Logic for Marketing’, inJournal of Marketing68/1: 1-17.

Vargo, S. L. and Lusch, R. F. (2008). ‘Service-duamit Logic: Continuing the
Evolution’, in Journal of the Academy of Marketing Scier@@'1: 1-10.

Vukonic, B. (1996)Tourism and ReligianLondon: Elsevier Science Ltd.

Vukonic, B. (1998). ‘Religious Tourism: Economic Ma or an Empty Box?’,
in Zagreb International Review of Economics and Bussre1: 83—-94.

Wang, Y. (2008). ‘Collaborative Marketing: Undersdeng the Dynamic
Process’, idournal of Travel Research7/3: 151-66.

Weber, M. (1904).The Protestant Ethic and the Spirit of Capitalig@009
edition). London: Norton Critical Editions.

Wiltshier, P. and ClarkeA. (2012). ‘Tourism to Religious Sites: Case Stadie
from Hungary and England: Exploring Paradoxical w8e on Tourism,
Commodification and Cost-benefits’, International Journal of Tourism Policy
4/2: 132-45.

Yeoman, |., Brass, D., and McMahon-Beattie, U. @00Current Issue in
Tourism: The Authentic Tourist’, ilourism Managemen28/4: 1128-38.




