


Preface



SinceinceptionofGoldmanSachs’BRICnations(Brazil,Russia,India,andChina)asemergingmarkets,
thesehavenotlookedbackinthearenaofgrowthanddevelopmentatgloballevel.Interestingly,BRIC
countrieshavebeenincreasingtheireconomicaswellasgeopoliticalpowerdespitetheworldeconomic
recessionthandevelopedcountries.ManyresearchstudiesindicatethatBRICsrapideconomicgrowthis
basedontheirspecializationenhancedbyalargeendowmentoffactorsofproductionwithacomparative
advantagewhich,combinedcouldspurtheirmutualcooperationanddevelopment.Intherecentdecades,
BRICachieveddynamiceconomicgrowthduetoboththeirinternalpotentialandfavourableexternal
factors.AccordingtotheGBTAFoundation’sGlobalBusinessTravelSpendingOutlook2011–2015
study,growthinbusinesstravelspendingintheBRICnationsisprojectedtogrowtwotothreetimes
fasterthanforso-calleddevelopedcountries.Indeed,thefournationsweregroupedtogetherin2001
byGoldmanSachsbecausetheyweregrowingat5.5to10percentayear,muchhigherthanEurope,
Japan,andtheU.S.(GBTA,2013).

Recently,TheEuromonitorInternationalforecastsindicatethattheBRICnations–Brazil,Russia,
IndiaandChina–areexpectedtobetheprimarydriveroftourismgrowthgloballyinthenextfiveyears
(Euromonitor,2015).Thisbringsmetothepurposeofthisbooktitled:OpportunitiesandChallenges
forTourismandHospitality in theBRICNations’.Thisbookaddresses frommultipleperspectives
practicalaswellastheoreticalteams-approaches,models,impacts,crossnationalcomparisonandchal-
lengesandopportunities.Theobjectiveofthisbookformewastobringtogetherresearchers,scholars,
practitioners,andmanagerstoconfrontandaddresschallenges,opportunities,sharebestfitpractices,
andreportoriginalnewstrategiesandongoingresearchthatseekstoaddressandimprovegrowthand
developmentoftourismandhospitalityindustrywithinBRICNations’.

Opportunities and Challenges for Tourism and Hospitality in the BRIC Nationsbringstogetherthe
bestpracticesforgrowth,development,andstrategicmanagementwithinthetourismandhospitality
industries. Highlighting comparative research that explores the cross-cultural contexts and societal
implicationsoftourism&hospitality,thisbookisanessentialresourceforprofessionals,researchers,
academics,andstudentsinterestedinacontemporaryapproachtopromoting,managing,andmaximiz-
ingprofitabilityoftourismandhospitalityservicesinBRICnations.

Thiscollectionisdesignedtoactasasinglereferencesourceonconceptual,practical,theoretical,
contemporaryissues,challengesandopportunitiesaswellasprovideinsightintoemergingtrendsand
futurechallengesexpertsandpractitionerstostayapprisedofthefield’smostup-to-dateresearchwithin
thetourismandhospitalitydiscipline.

Opportunities and Challenges for Tourism and Hospitality in the BRIC Nationsisorganizedinto
variousdistinctsectionsthatprovidecomprehensivecoverageofimportanttopics.Thesectionsare:
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• Approachesoftourismandhospitalitydevelopment,
• Crossnationalcomparisonofgrowthanddevelopment,
• Developmentpracticesintourismandhospitality,
• Societalchallenges,
• E-tourismmarketing,
• Foodtourism,
• Tourismdestinationcompetitiveness,
• Filmtourism,
• Casinotourism,
• Medicaltourism,
• Innovationsintourismandhospitality,
• Tourismandhospitalityeducation,
• Keyopportunitiesandchallengesintourismandhospitalityresearch,
• Tourismimpacts.

Opportunities and Challenges for Tourism and Hospitality in the BRIC Nationsisworthytosystem-
aticallycollectsuchnewapproaches,models,synergies,currentthinkingandresultanttoolstopromote
theiracceptance,fosterfurtherdevelopments,andspeeduptheirimplicationsintourismandhospitality
industryintheBRICnations.Weareindeedpleasedtohaveselected22chapterswhichhaveprovided
usinsightfulandinterestingideasofthetourismandhospitalityresearchinBRICnations.Thefollowing
paragraphsprovideasummaryofwhatresearchers,academics,professionalsandstudentsmayexpect
fromthisinvaluablereferencetool.

BOOK STRUCTURE

The Introduction,“Globalisation and Interconnectedness inBRICNations’Tourism,”byMohinder
ChandDhiman,setsoutrationaleforthebookandintroducestheconceptualandpracticalapproaches
deployed.Thebookdemonstratestheneedtomovebeyondsimpleresearchstudiestowardsmoretheo-
reticallyapproachestodealwithchangingglobaltourismandhospitalityindustryespeciallyinBRIC
nations.Further,BRICnationsarerichinnaturalandmanmaderesourcesandshouldcopequitewell
andhavetremendousopportunitiesforthegrowthoftourismespeciallymedicaltourismbetweenthese
nations.Today,tourismandhospitalityhasacquiredapivotalmilestoneinBRICnationsasasourceof
GDP,earningforeigncurrencyandgenerationofemployment.Consideringthisironicalsituationduring
recentdecadetourismandhospitalityeducationhasemergedasaglobalphenomenonandBRICnations
areinclinedtopromotequalityeducationtocaterthediversedemandsofhumanresources.Furthermore,
astheindustrycontinuestoflourish,itcontinuouslytriggersnewissues,opportunitiesandchallenges
thatraisequestionsaboutitsverygrowth,development,operation,managementandimplicationson
thesociety.

Chapter1,“EmpiricalEvidenceonConvergenceofTravelandTourismCompetitivenessandGlobal
CompetitivenessacrosstheBRICCountries,”byAnastasiaA.KatouandEleniF.Katsouli,examines
whetherglobalcompetitivenessandtravelandtourismcompetitivenessconvergeacrosstheBRICcoun-
tries,andwhethertravelandtourismcompetitivenessinfluencesglobalcompetitiveness.Thechapter
utilizesthetheoreticalframeworksofβ-convergence,σ-convergence,andtime-series-convergenceand
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resultsconfirmthepresenceofconvergenceoftheaforementionedvariablesacrosstheBRICcountries
andtravelandtourismcompetitivenesspositivelyinfluencesglobalcompetitivenessacrosstheBRIC
countries.

Chapter2,“StakeholderEngagementviaSocialMediaintheHospitalitySector:TheEvidencefrom
BRICCountries,”byMaríadelMarGálvez-Rodríguez,LauraSaraite,JuanaAlonso-Cañadas,andMaría
delCarmenCaba-Pérez,providesacomparativeanalysisoftheuseofFacebookasacommunication
strategyforencouragingstakeholderengagementinhotelsfromBrazil,RussiaandIndia.Thechapter
indicatesthattheFacebookpagesofBrazilianhotelspresentthegreatestlevelofonlineengagement
withtheirstakeholders,followedbythoseinIndiaandRussia.

Chapter3,“BenchmarkingBestPracticesoftheBRICNations:StudyofE-MarketinginTourism,”
byCynthiaH.W.Corrêa,evaluatesthee-MarketingstrategiesoftheBRICmemberstoidentifybest
practices forbenchmarking from theuseof informationandcommunication technologies to launch
themasglobaldestinations.ThechapterhighlightsthatBrazil,IndiaandSouthAfricahavethebest
benchmarkingperformances,althoughallthecountriesneedtoinvestine-Marketing,toreinforcethe
onlinepresenceforstimulatingtheinterestofthepublic.

Chapter4,“CulturalConnectforTourismDevelopmentinBRICNations,”bySuvidhaKhannaand
VinayChauhanexaminehowstrongtheculturesofthecountriesundertheBRICsumbrellaandwhat
potentialandopportunitiesdoestheseNationshavetodevelopaculturalconnectfortourism.Theresults
ofthestudyshowthatthesenationsarewellendowedwithgoodweather,extensiveculturalandnatural
attractions,wildlifeandahostofotheropportunities.Thiswillnotonlyenhancethetourismbutwill
alsohaveapositiveeffectontheeconomyoftheseBRICnations.

Chapter5,“ExploringtheFoodTourismEffectivenessofOfficialWebsitesofBRICSNations,”by
AshishDahiyaandShelleyDuggal,providesacomparativecontentanalysisoftheofficialtourismweb-
sitesofBRICSnationstoevaluatetheirperformanceinthecontextofpromotionoffoodandculinary
heritageonworld-wideweb.ThechaptermakesuseofthemodifiedBalancedScorecard(BSC)approach
bytakingintoconsiderationfourperspectives:technical,userfriendlinessandsiteattractiveness,tourism
effectivenessandfoodtourismeffectiveness.Thechapterpondersupontherelativestrengthandweak-
nessofthetourismwebsitesofBRICSnationsinpromotingfoodtourismandaswellhelpsuggesting
theremedialmeasuresinmobilizingthefoodtourismpromotionthroughwebsites.

Chapter6,“TourismandHospitalityIndustryinBRICNations:AnAnalysis,”byAnkushAmbar-
darpresentsthecontributionofBRIC(Brazil,Russia,IndiaandChina)nationintheareaoftraveland
tourism.ThisstudyisbasedonWTTCreportsonTravelandTourismEconomicImpact2009to2015.
Theresultsofthestudyrevealthat,Chinaremainsthemostimportantemergingeconomyintheareaof
travelandtourism.IndiacontinuestohavefastestgrowingeconomyintheworldafterChina.

Chapter7,“TowardsaModelofRelationshipDevelopment forHospitalityPractice,”byVanida
Sophonsiri,BarryO’Mahony,andJamesF.Sillitoe,presentsamodifiedmodelofrelationshipdevelop-
mentthatisappropriateforthedevelopmentofcustomerloyaltywithinthehospitalitysector.Thiswill
assistacademicsandhospitalityoperatorstounderstandthemannerinwhichrelationshipsaredeveloped
andhowbesttotreatguestsinordertoachieverepeatbusinessandtofacilitatepositivewordofmouth
communication.

Chapter8,“TourismPerspectivesandPotentialamongBRICNations,”byVikrantKaushalandSuman
Sharma,discussesthepartnercountrieswithattentiononthetourismsector.Giventhelimitationofany
chapterinpresentingcomprehensiveperspective,thisworkbriefly,yetjudiciouslymusesovertourism
performanceandviewpoints,economichighlightsofBRICmembercountriesandtosubstantiateon
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thetourismpotentialintermsofmajortourismresourcesthediscussionhasbeenlimitedtoprominent
UNESCOWorldHeritageSitesamongtheBRICnations.

Chapter9,“GapAnalysis:ComparisonofJob-RelatedAttributesbetweenImportanceandSatisfac-
tion,”byChangLeeidentifieshowhotelworkersperceivetheirworkenvironmentsandidentifyareasthat
needmoreattentionfromhotelmanagers.Thechapterindicatesthathotelworkersconsidertheirwork
environments,intermsofwhotheyworkwith;tobewellprovided;however,work-relatedexpectation,
intermsofwhattheyreceivefortheirwork,hasnotmettheirexpectations.

Chapter10,“TourismCompany’sValuesProfiles:TheCaseofaRussianTourOperator,”byVeronika
I.Kabalina,KiraV.Reshetnikova,andMarinaD.Predvoditeleva,presentstheresultsofresearchinto
thevalueswhichareadheredtoaRussiantouroperatorandtheemployees’personalbusinessvalues.
Thischaptershedsomelightonthosevalueswhicharecharacteristicofatourismorganization,and
attemptedtofillthegapintheextantknowledgeonthistopicintheacademicliterature.

Chapter11,“DestinationBrand:BuildingofCulturalHeritageTourism,”byXingHuibin,Azizan
Marzuki,andStellaKostopoulou,extractsthesuccessfulcomponentsfrompreviousstudies,andus-
ingFranceasthemostcelebratedculturaldestinationwiththelargestinternationaltourismarrivals,
comparisonsarethenmadewithHebeiChinafromtheperspectiveofdestinationbrandingofcultural
tourism.Finally,giventhepracticalconditionsofHebeiandactualtourismneedsofsegmentmarket,
thechapterproposesaconceptualbrand-buildingmodelofHebeiculturaltourism.

Chapter12,“TourismDestinationCompetitivenessofIndiaandChina:InternationalTourists’Per-
spectives,”bySushmaRewalChughandChanderMohanParsheera,exploresthereasonsoftourists’
preferenceofChinaoverIndiabytakingintocognizancevariedexperiencesandperceptionsoftourists
inboththecountriesandcomparingthem.ThechapterhighlightsthatIndiaandChinaboththecoun-
triesthriveoncultureandhistory.PeopleareintriguedbyIndianandChinesephilosophies.Although
theflyingdistancebetweenthetwocountriesisnomorethaneighthours,foreigntouristsprefertovisit
ChinaoverIndiaasIndiacarriesanegativeimageamongforeigntouristsintermsofhygiene,safety,
andinfrastructure.

Chapter13,“FilmTourismandDesiretoTravel:ACross-NationalStudyofIndiaandChina,”by
AmitKumarandTrinhPhuongDung, identifies therelationshipbetweenfilmtourismandtourist’s
desiretotravel,whichisacrossnationalcomparisonbetweenIndiaandChina.Thestudyobservedthat
therespondents,bothincaseofIndiaandChina,havetravelduetotheinducedimpactoffilms.There
isasignificantrelationbetweenfilmtourismanddesiretotravelbothincaseofIndiaandChina.

Chapter14,“IdiosyncraticDealsandEmployeeReactions:AStudyoftheIndianHospitalityIndustry,”
byMohinderChandDihman,PawanS.Budhwar,andAnastasiaA.Katou,examinestherelationship
betweenbeforehiringnegotiation(ex-ante)andafterhiringnegotiation(ex-post),idiosyncraticdeals
(i-deals)andemployeereactions(i.e.,motivation,commitment,workengagementandorganisational
citizenshipbehaviour). I-deals refer tovoluntary,personalizedagreementsof anon-standardnature
negotiatedbetweenindividualemployeesandtheiremployersregardingtermsthatbenefiteachparty.
Thechapterfindingsshowthatalthoughex-anteandex-postnegotiationsareinterrelated,thenegotiat-
ingspecialtermsandconditionsatthetimeofhirearelesscommonthannegotiatingthesetermsand
conditionswhileonjob.furthermore,thefindingsindicatethatex-antenegotiationrelatespositively
andmorestronglytoflexibilityi-dealsthantotaskandcareeri-deals,whilstex-postnegotiationrelates
positivelybutmorestronglytocareeri-dealsthattotaskandflexibilityi-deals.

Chapter15,“ConservationandDevelopmentofPre-HistoricGeositesandTourism:ASynergistic
Approach,”byN.N.Dogra,O.P.Thakur,andSatishKumar,examinestheprehistoricgeo-sitesinIndia,
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inanattempttoidentifysomeoftheareaswithricherheritageinthisregard.Moreover,thechapter
discusessomeofthegeologicallymoreimportantsiteshavingrichgeo-heritageandalsofamousareas
oftourismpromotioninIndia.

Chapter16,“AnAnalysisofDevelopmentofDomesticandInboundTourisminRussianFedera-
tion,”byAmitKumarandAnastasiaLegashova,attemptstoanalyzethedevelopmentofdomesticand
inboundtourisminRussianFederation.TheypointthatRussiahasnoshortageofregionswithvisibly
highpotentialfordevelopingtourism,yetthereareanumberofproblems,characteristicofRussia,which
impedeitsprogress:malnourishedtourismcoupledwithanunsophisticatedinfrastructure,ashortageof
personnel,weakmarketing,agloomybusinessclimate,andalackofadequateregulatoryframeworks.
Bethisasitmay,theslump,ratherthanbeingahindrance,shouldbeconsideredafreshopportunityfor
theRussiantourismsector.Russiahasbeenranked45thinthelatesteditionofthebiennialTravel&
TourismCompetitivenessReport,improvingitsperformanceby18pointsfromits2013rankingof63rd.

Chapter17,“CultureandAuthenticityDenominationsinBengali-ThemedRestaurants,”byNilanjana
Sinha,HimadriRoyChaudhuri,GlynAtwal,SitanathMazumdar,andAlistairWilliams,identifiesthe
emergenceofBTRswithconservativeconsumptioncontextbyendorsingcoretraditionalvaluesand
freezingtheemployedculturalpractices;stagedcultureasasociallyconstructedandnegotiablephenom-
enonbyloadinglocalculinarywithnewrepresentationsoftimeandplaceandexistentialauthenticity
depictinganextensivecommercializedfootholdindefiningculinaryculture.

Chapter18,“TheTravelTradeBusinessinGarhwalHimalayaofIndia:OpportunitiesandChallenges,”
byS.K.GuptaandPrakashChandraRout,presentsthechangingtravelattitudeofglobetrottersand
theirtraveldemandwhichaffectingtheapproachestowardsthetourismbusiness.Thechapterfindings
addresschallengesandopportunitiesconfrontedbytraveltradeentrepreneursofGarhwalregionofthe
stateUttarakhand.

Chapter19,“Performing‘TheTourist’onSocialNetworkingMedia:AnAnalysisofTourists’Travel
PostsonFacebook,”bySoniaKhanexaminesthemannerinwhichpeopletrytoprojecttheirperformance
of‘thetourist’onthepopularsocialnetworkingsite‘Facebook’.Thechapterelaboratesuponthenature
inwhichtravelisbeingusedfor‘statusenhancement’throughsocialnetworkingplatforms.

Chapter20,“TheMedicalTourismIndustryintheBRICNations:AnIndianAnalysis,”byAjay
KumarDograandPoojaDogra,exploresBRICmembercountries,onhowtheycancooperatetofurther
promotetheBRICVisionandestablishaviablehealthcareinitiativefocusingonIndianmedicaltour-
ismthatwillserveasablueprintandmodelforothereconomies.Furthermore,thedemandfortourism
inBrazil,Russia,IndiaandChinaisexpectedtogrowintandemwithrapideconomicgrowth.These
nationsarerichinnaturalandmanmaderesourcesandshouldcopequitewellandhavetremendousop-
portunitiesforthegrowthoftourismespeciallymedicaltourismbetweenthesenations.

Chapter21,“ImpactandRoleofSocialMediainTourismSector,”byRameshKait,analysesthe
useofsocialmediaanditsimpactinthetourismindustry.Intherecenterasocialmediaisgrowing
tremendouslyinrightdirectiontodevelopthetourismandhospitalitysector.

Chapter22,“AnEmpiricalAnalysisofPerceivedImportanceAttachedtoDestinationAttributesof
ChineseTourists’VisitinginIndia,”byMohinderChandDhimanandSunilKumar,attemptstoexplore
thetourists’satisfactionwithinatourismcontext,specificallywithreferencetothedestination-based
attributes.Thechapterfindingsindicatethatthedimensionofaccommodationserviceswasthestrongest
predictoroftheChinesetourists’satisfaction,followedbyincomingtravelagencyservicesandfacilities
inIndia.Thedimensionofaccommodationservicesalsowasthestrongestpredictorofthefemaletour-
ists’overallholidaysatisfaction,followedbydestinationfacilitiesandincomingtravelagencyservices.
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Moreover,themeanscoresofalltheitemswithinthemaindimensionswereabovetheneutralpoint.These
resultsrevealedthatbothmaleandfemaletouristsweregenerallysatisfiedwiththeirholidayinIndia.

Intheabovecontext,thisbookisproposedtofillexistinggapsinthetourismandhospitalityman-
agementliteraturefromdifferentperspectives.Thetargetaudienceforthisbookiscomposedofprofes-
sionals,researchers,andscholarsworkinginthefieldsoftourismandhospitalityindustryinparticular
andservicessectoringeneral.Ihopethatthisbookwillprovetobealeadingandvaluableresourceand
comprehensiveguideforallthoseinterestedintourismandhospitalityresearchintheBRICnations.

Mohinder Chand Dhiman 
Kurukshetra University, India 
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