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ABSTRACT 

The usage of inter-organizational information systems within touristic networks has been 

proved to foster collaborative practices and behaviors, supporting the competitiveness of 

tourism destination. However, the body of knowledge on IOIS empowered by open data 

policies and the consequential successful outcomes impacting small and medium touristic 

enterprises are yet to be substantially developed, given the novelty of ODP integration 

within touristic information systems and the scarcity of holistic measurement metrics. The 

present study approaches the implementation of an open inter-organizational system within 

a specific touristic destination, Zell am See/Kaprun, part of the SalzburgerLand touristic 

district, where open data strategies represent a cornerstone of the agenda for sustainable 

tourism development. The final aim of the research consists in the assessment of the 

benefits engendered by this peculiar system to the small local actors involved in order to 

provide practical insights informing the existent body of knowledge and further research. 

The study approach concerns the analysis of the technological implementation as a direct 

component on collaborative production. Moreover, the structural and relational dimensions 

of social capital have been analyzed to unfold the set of indirect impacts generated by the 

IOIS implementation. Videlicet, the research approach is based on the socio-technical 

environment surrounding SMEs within a touristic network. In order to answer the prefixed 

research question, a qualitative method has been applied to data gathering. Six open-ended 

interviews were conducted among SMEs representatives. The main insights are grouped 

under two overall categories: firstly, universal access illustrates direct benefits of the IOIS. 

The research unfold the importance of data quality, update and integration, and of the IOIS 

infrastructure in order to overcome technology-related constraints typical of SMEs and to 

sustain operational and strategic outcomes. The second category, universal participation, 

depicts indirect benefits molded by the social relationships. The practical implications 

present some major findings regarding the enhancement of collaborative production 

practices, as the role of prior ties, the degree of shared goals and the governance’s 

influence, that enrich the existent body of knowledge. Moreover, the research identifies 

several barriers to a successful IOIS implementation that may hamper the ODP effectivity in 

the long-term. Managerial implications highlight practices to overcome these issues in order 

to ensure network competitiveness. Given the specificity of the technological choice and the 

subjectivity of the social context proper of touristic network, results are specific to the 

particular case and caution is required when generalizing the main findings to other 

typologies of IOIS/contexts. 
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ABBREVIATIONS 

DMO Destination Management Organization 

ICT Information and Communication Technology 

IOIS Inter-Organizational Information Systems 

LOD Linked Open Data 

OD Open Data 

ODP Open Data Policies 

PSI Public Sector Information 

PMS Proprietary Management System 

RDF Resource Description Framework 

SME Small and Medium Enterprises 

SNA Social Network Analysis 

SPARQL Simple Protocol And RDF Query Language 

URI Uniform Resource Identifier 

  

 

 

DEFINITIONS 

SME (Small and Medium Enterprises): According to the European Union (1 January 2005), 

micro, small and medium-sized enterprises is the section of enterprises which employ fewer 

than 250 persons and which have an annual turnover not exceeding 50 million Euro, and/or 

an annual balance sheet total not exceeding 43 million Euro. 

URI (Uniform Resource Identifier): a compact sequence of characters that identifies an 

abstract or physical resource. (ISA´s 10 rules for persistent URIs). 

RDF (Resource Description Framework): a standard model for data interchange on the Web. 

It allows the encoding, exchange and reuse of structured data coming from different 

applications. RDFs break data into triples: 

 Subject: resource identified with a URI 

 Predicate (property): the URI-identified specification of the relationship 

 Object: a resource or literal to which the subject is related 

Source: (https://www.w3.org/TR/2004/REC-rdf-concepts-20040210/#section-triples) 

https://www.w3.org/TR/2004/REC-rdf-concepts-20040210/#section-triples
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SPARQL (Simple Protocol And RDF Query Language): a standard query language and data 

access protocol to use with the RDF model. It enables to extract information from any data 

source that can be mapped to RDF.  

Source: (https://msdn.microsoft.com/en-us/library/aa303673.aspx) 

 

FIGURES 

Figure 1. Project Disposition p. 8 

Figure 2. Integrated Standpoint p. 19  

Figure 3. Social Capital and Knowledge Dissemination within SMEs in 
Touristic Networks 

p. 23 

Figure 4. Creation of an open ecosystem p. 26  

Figure 5. Theoretical Framework p. 35  

Figure 6. Zell am See/Kaprun Destination p. 37 

 

 

 

 

 

 

 

 

 

 

 

 

https://msdn.microsoft.com/en-us/library/aa303673.aspx


5 
 

1. INTRODUCTION 

The travel and tourism sector has received a growing attention over the past decades, 

representing a powerful contribution factor on GDP growth and on employment both in 

developing and developed countries. The touristic product aggregates the interests of 

suppliers, consumers, intermediaries, private and public actors at national, regional or local 

levels, this giving birth to peculiar structural formations acknowledged as destinations.  

In order to face environmental pressure, changes in costumers’ needs, competitive 

pressures and globalization (Cravens, Piercy & Shipp 1996), destinations are recognizing the 

necessity of establishing a collaborative behavior among the stakeholders involved, aiming 

at providing a unique and different competitive and innovative product (Werthner and  Klein 

1998). This need usually takes the shape of a bundle of tourism services offered to the 

consumers under the form of a holistic travel experience. In that context, it is fundamental 

to establish a set of shared managerial and marketing strategies and agreements that 

regulate work among the actors. 

Tourism is an information business. When information flows across the network, it ties all 

the different players within the destination market and sustains the defined shared 

strategies by implementing knowledge creation. The touristic destination of Zell Am 

See/Kaprun, one of the most successful touristic areas in Austria, has identified the benefits 

of spreading prompted and timely information to the actors within the network, by enacting 

an inter-organizational information system empowered by regional open data policies, 

through which local businesses may access open data and use them in order to sustain 

strategies and reach customers. This collaborative strategy is particularly significant for small 

and medium enterprises, which often lack resources and capabilities to access and re-use 

key data. 

An incisive requisite of the successful implementation of the aforementioned information 

technologies is the internal cooperative practice among network’s actors. The functioning of 

an open system depends on the existent social values and relationships among local 

businesses; in turn, a culture of openness affects the different relational basis that allows the 

existence and prosperity of touristic networks. 

Akrich, Callon and Latour (2002) argue that innovation is perpetually in search for allies and 

actors support and diffuse it through precise technological choices. Their reasoning stresses 

the inseparability of innovation from its socio-technical background; the social and technical 

environments shape each other simultaneously. The success of an innovation (in this case, 

an innovative system) may be measured through the aggregation of interests it produces. 



6 
 

This project looks at open systems as innovative ways of aggregating the interests of local 

small and medium businesses within a successful Austrian touristic destination, Zell Am 

See/Kaprun. The focus is in exploring and evaluating the impacts of an integrated IOIS on the 

SMEs collaborative practices in the creation of an open ecosystem, direct component of 

network sustainability in the long term. 

1.1 RESEARCH QUESTION 

The preface above leads to the formation of the research question that represents the 

foundation of the present research project: 

How can small and medium enterprises belonging to a touristic network benefit from the 

implementation of an inter-organizational information system sustained by open data 

policies? 

The study investigates the success of an IOIS project within a defined social context. It is 

based on the perceptions of SMEs actors about the use of the system, the relational change 

enhanced by it, and how this change impacts the exchange and re-use of information. HOW 

refers to the patterns to be followed in order to achieve favorable operational and strategic 

outcomes: what are the reasons beside IOIS adoption, what are the key points of IOIS 

implementation and in which way the system is changing the collaborative practices among 

actors. The final aim is to explore the subtle equilibrium among social and technical factors 

that lead to the successful implementation of innovative processes. 

  

1.2 DELIMITATIONS 

This study is evaluating the utilization of a specific inter-organizational information system 

within a delimited geographical area. The research is circumscribed to small and medium 

touristic actors surrounded by a peculiar social context. Given the amount of enterprises 

represented in the research and the assessment based on their subjective perceptions, the 

generalizability of findings is limited to the analyzed background. The main findings 

constitute a first step in the attempt of providing a more practical insight of the successful 

variables impacting collaborative production within the described context. 
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1.3 PROJECT DISPOSITION 

The present research is structured as follows. In chapter 1, the research background is 

depicted and the research question is outlined. Chapter 2 provides the methodological 

approaches used for data analysis and the empirical assumptions to be considered before 

proceeding with the reading. Chapter 3 provides the theoretical foundations of the research, 

and combines them in order to mold the theoretical framework. Chapter 4 presents the 

conceptual framework that will be used to conduct the study. Chapter 5 depicts the case 

study chosen as unit of analysis, meanwhile chapter 6 displays, analyzes and discusses the 

main findings extrapolated from data gathering. Lastly, Chapter 7 ties the findings in order to 

provide an answer to the proposed research question. In chapter 8 the related conclusions, 

managerial implications and limitations complete the presented study. 
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2. RESEARCH METHODOLOGY 

The present thesis represents an explorative attempt to understand a social contemporary 

phenomenon immersed in a peculiar definite context, with the final aim of contributing to 

the already existent literature on open ICT systems and social value creation. This chapter 

will present the methodological approach of the study, the utilization of the pertinent 

literature and the analytical method chosen to present the ultimate findings and to answer 

the proposed research question. 

 

2.1 RESEARCH PARADIGM 

The aim of the present research is to understand the patterns of value creation among 

participants, namely how they interpret the context they inhabit and how they perceive 

changes. Therefore, the disclosed meanings represent a construct of social actors’ values 

and actions. For the aforementioned reasons, the research paradigm follows an 

interpretative path based on both ontological and epistemological assumptions. 

According to Robson (2002) and Yin (2003), in investigating a social contemporary 

phenomenon in its real life context where the boundaries between phenomenon and 

context are not clearly evident, a case study research strategy may be of particular interest, 

in order to obtain a deep understanding of the processes and the context around the 

research (Morris and Wood 1991). The research strategy selected for this project is a single 

case study. The choice of using a unique case to analyze resides in the tipicality of the 

contextual variables. The fragmented nature of the tourism sector, the specificity of network 

ties and the environmental challenges small and medium enterprises face are considered to 

be extremely subjective and, therefore, based on interpretative reasoning. 

Given the broad body of literature that brings together the relational dimensions of actors’ 

ties within a touristic network and the social impacts of new shared technologies on these 

ties, a deductive logic is leading the research. The operational framework presented at the 

end of the literature review is largely informed by past researches on the different topics, 

and its final aim consists in confirming some of the basic assumptions while giving brand 

new practical insights. Nevertheless, the analytical structure is not based on hypothesis 

testing. The analysis will be conducted through the creation of a conceptual framework that 

leaves space for interpretation, thus based on the opportunity to explore the subject in as 

real a manner as it is possible (Robson 2002). 

Data gathering is using therefore a qualitative method, largely applied on social capital 

research, since it allows for more in-depth analysis of social processes, especially in small 
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contexts (Krishna and Shrader 2000, Hentschel 1999). In-depth interviews are particularly 

suitable for explorative research, since they give the researcher the possibility to discover 

new and unexplored insights that may be hindered by a more structured gathering approach 

(Saunders, Lewis & Thornhill 2009). 

 

2.2 LITERATURE 

The literature review explored and presented in this project is routed in several research 

domains, with the aim of compacting the main contributions for each topic into a clear and 

solid backbone that informs the theoretical framework used to answer the proposed 

research question. The theoretical chapter binds the existent literature on touristic 

networks’ actors, the social capital shared among them and the impact of new technologies 

on the existent relationships, selecting the theories and approaches that result more 

relevant to the study context. Finally, the choice of using some relational criteria to analyze 

social change in the relationships among small and medium actors is considered as a 

potential path of action. The presented body of knowledge has been gathered through 

academic databases, statistical databases and online repositories.  

 

2.3 ANALYTICS 

As aforementioned, the present work utilizes a qualitative approach based on in-depth 

interviews as primary source to verify the proposed conceptual framework within a single 

case study. Secondary data have been gathered through destination management 

organizations websites, available documents and past researches conducted within the 

destination. Moreover, in order to give an insight on the general context in which small and 

medium organizations are immersed, informal talks gathered data from the external spin-off 

providing LOD services to SalzburgerLand Tourismus GmbH and a former member of Zell-

Am-See/Kaprun Tourismus GmbH, the DMO in charge within the Salzburg province and the 

destination chosen as the main case study respectively. The choice of a single case study can 

be justified by the typicality of the touristic destination of Zell-am-See/Kaprun, depicted in 

details in the case study overview, and more in general from high subjectivity rooted in 

social relationships studies (Kvale 1983). 

Given the introspective and interpretative nature of the research, the sampling method 

results to be non-probabilistic, namely a snowball sampling technique. The sample chosen 

consists in small and medium enterprises that followed specific criteria: 
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 Companies legally recognized as part of the studied touristic network of Zell-Am-

See/Kaprun; 

 Companies recognized as destination stakeholders; 

 Small/medium companies with no more than 250 employees; 

 Small/medium companies with an annual turnover not exceeding 50 million Euro; 

 Companies present in the network for at least 5 years; 

 Companies using the inter-organizational system studied. 

 

Respecting the aforementioned variables, five small local businesses have been identified 

and included in the study. The identification of the key informants has been facilitated 

thanks to the partial involvement of the local DMO, which provided an overview of the main 

stakeholders within the destination.  

Secondary consultants were contacted by e-mail and asked to answer questions regarding 

the overall management strategy within the destination, the key stakeholders and the 

network composition. The informal talks had an informational intent and were used to 

reconstruct the generic context, to identify the sample and to ascertain the existence of 

prior ties among the targeted actors. 

TABLE OF INTERVIEWS (fictitious names) 

Company 
(Zell am See or 

Kaprun) 
Business Sector Employees Interviews  

An Der Alpen 
(K) 

Accommodation Approx. 26 General 
Manager 
(owner) 

Mrs. G. 

Steiner 
Kulturhotel 
(ZaS) 

Accommodation/ 
Food&Beverage 

Approx. 37 General 
Manager 
(owner)/ 
CIO 

Mr. L. 
Mr. H. 

Schwarzenberg 
(ZaS) 

Food&Beverage Approx. 21 General 
Manager 
(owner) 

Mrs. S. 

Seilbahn AG 
(ZaS/K) 

Transportation Approx. 200  Marketing 
Manager 

Mr. I. 

ENJOY 
Wellness (ZaS) 

Wellness Approx. 60 General 
Manager 
(owner) 

Mrs. J. 
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Therefore, six open-ended interviews were conducted during April and May 2016. The 

respondents were contacted by e-mail and by phone and all of them agreed to take part in 

the research and to be audio-recorded. Before the interview took place, each respondent 

was informed of the main purpose of the project and was asked to follow-up in order to 

confirm or add additional information. The conceptual structure of the interviews consisted 

in one overall question asked to all six respondents, and a series of operational questions 

molded on a case-to-case basis, sometimes depending on previous answers. During each 

interview, notes were taken to ensure the conformity of responses. As a last step, the main 

insights were categorized according to the theoretical framework (Appendix A). 

Secondary data were used to complete the analytical part of the project. Information from 

the companies’ websites, the DMOs repositories and the federal databases were collected to 

provide further insights and to link the main findings to the existent destination background.  

 

2.4 RELIABILITY AND VALIDITY 

In order to ensure that the collection technique and analysis method produced consistent 

findings, all interviews were transcribed with a uniform procedure and the results were 

categorized within the different overarching themes introduced by the conceptual 

framework.  This procedure allowed for a clearer comparison of results in order to limit as 

much observer biases as possible. Moreover, the in-depth interviews followed a conceptual 

path informed by literature, which slightly changed depending on the different business 

background of each respondent. Farquhar (2012) stresses the importance of not removing 

the respondent from the usual surrounding; indeed, interviewees were allowed to choose 

the place where to conduct the investigation. The present thesis, therefore, took steps 

aimed at minimizing biases and errors, ensuring a good degree of reliability and replicability. 

However, considering the qualitative nature of the approach, answers are subjective and 

interpretations are not always leading to a singular meaning. That is why secondary data 

were used to foster clarification when needed. 

To ensure construct validity, namely the validity occurring at data collection (Yin 2009), the 

definition of the specific area of study and the methods of measurement were defined by 

theories and carefully displayed during the in-depth interviews. It was stressed to the 

respondents the importance to provide answers concerning the relationship modifications 

after the implementation of the inter-organizational systems. Anyway, peripheral insights 

were reported and analyzed to test for rival explanations not conform to the analytical 

pattern. 
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Finally, the purpose of the present project is to explore a social phenomenon immersed in a 

restricted research setting, and it does not claim to result generalizable to the whole 

population. The future application of this research would consist in considering the results as 

a starting point within a follow-up study concerning different metrics or relational sights 

(e.g. SMEs/DMOs). 

 

2.5 LIMITATIONS 

The present study is not exempt from procedural and analytical limitations. Concerning time 

limitations, only a restricted number of questions have been asked, this possibly implying a 

lack in data gathering regarding other major themes that may have emerged from a deeper 

introspective. Additionally, the research is limited to a restricted number of actors within the 

touristic destination that were interested in the research and available to help, identified 

through a non-probabilistic method. Concerning the quality of data, interviews were audio 

recorded and accurately transcribed, but important elements as body language were not 

reported in the transcription. However, in some interviews facial expressions considered as 

peculiar were reported in the researcher’s comments. Interviews were conducted in English, 

which does not represent the native language of the respondents. This may have partly 

hindered the communication flow. 

As a final consideration, the restricted sample and the unique social context in which it is 

immersed required a more introspective method of analysis. The choice of in-depth 

interviews gives to the main findings the necessity to be analyzed throughout a qualitative 

procedure, since relational measures are hard to obtain via quantitative methods. However, 

Kvale’s (1983) study on the substantiality of qualitative methods in particular contexts (e.g. 

social sciences) justifies and supports this choice. 
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3. SMEs TOURISTIC NETWORKS, SOCIAL CAPITAL AND OPEN 

ICTs ECOSYSTEMS 

The research question introduced in chapter 1 covers a body of literature that spans across 

different areas of interest. Small and medium organizations and their roles in touristic 

networks have been largely analyzed during the past decades; similarly, the social context in 

which networks are embedded seduced economists as well as sociologists and 

anthropologists, this giving birth to different analytic approaches.  

The interest on Information and Communication technologies applications in the tourism 

industry came to light relatively later. Anyway, a substantial body of knowledge has been 

developed within this field, helping in shaping the social influences of inter-organizational 

information systems within touristic networks, representing one of the cardinal points of this 

thesis.  

The focal point of the present work, as reported in the previous chapters, results to be 

limited in its nature. The main reason resides in the subjective reality of the social context 

surrounding each touristic district and the different competitive pressures small and medium 

organizations have to face in their day-to-day activities, this leading to different structural 

forms and strategic approaches. 

The current chapter presents an overview of the existing literature around the pillars of the 

study. It is structured as follows: first, a definition of touristic networks, their main 

characteristics and the analytical approaches linked to performance are presented in order 

to understand why these structures exist and how they pursue competitiveness and 

performance goals. The second part focuses on the social capital in which small and medium 

enterprises within a touristic network are embedded and what are the main dimensions 

leading to knowledge exchange across organizational boundaries. Third, an overview of ICTs 

usage within touristic networks is presented to the reader. The focus is on the creation of an 

open ICT ecosystem, namely the socio-technical setting throughout which SMEs may 

facilitate knowledge exchange and generate value from its implementation. The usage of 

linked open data strategies as policies beside content sharing is presented, attempting to 

connect the aforementioned concepts within a theoretical framework that symbolizes the 

column of a more practical exploration. 
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3.1 NETWORKS 

The definition of network draws its origin from mathematics and graph theory back to the 

eighteenth century, when the mathematician Leonhard Euler explained in an abstract form 

how a real-life problem (there was no route in the city of Königsberg that allowed to cross 

the existing seven bridges just once) could be depicted in a structural way: the different 

elements (city areas) are presented as dots and the interconnections among them (bridges) 

as straight lines. Starting from the twentieth century, sociologists and anthropologists used 

the structural approach in order to explain the interactions among individuals, groups or 

organizations throughout their social behavior (Mitchell 1969). Social network analysis (SNA) 

developed to understand different patterns of relations among actors in a specific context 

and their consequences (Freeman 2004).  

SNA has been widely recognized by different sciences (Otte and Rousseau 2002, Freeman 

2000) and it informed the research field for what concerns the diffusion of innovation (Uzzi 

1996, Malmberg and Maskell 2002), networked learning (Granovetter 1973, De Laat 2006) 

and communications theories (Bandura 2001, Thompson 2013, Fulk and Boyd 1991). Given 

the descriptive nature proper of this kind of analysis, based on context-specific direct 

observations among a restricted data set, it turned out to be particularly suitable for the 

study of touristic networks within a limited geographical area. 

 

3.1.1 Touristic Networks 

Throughout a sociological lens, a social network may be defined as a specific set of linkages 

(or ties) among a determined set of persons or organizations, and the properties of these 

linkages may be analyzed in order to interpret and define their social behavior (Mitchell 

1969). The rationale for network formation is often attributed to rapid environmental 

pressures, high technological complexity, change in costumers’ preferences, competitive 

pressures, globalization (Cravens, Piercy & Shipp, 1996).  

The tourism sector is considered to be an economic branch with a high degree of inter-

organizational networks that compete and collaborate in a dynamic environment 

(Bickerdyke 1996). The primary motive behind this conformation consists in the deeply 

fragmented nature of the industry, often localized in restricted areas and composed by small 

and medium enterprises that base their business on limited resources (Leiper 1990, Porter 

2000, Halme 2001). A climate of high instability and vulnerability may foster the traditional 

organizations to adopt new forms in order to remain competitive in the market; linkages 

may be horizontal or vertical, and they may include strategic alliances, consortia, clusters, 

joint ventures, distribution or supplier-producer collaborations. 
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Porter (2000) analyses the ensemble of companies, suppliers, service providers and 

associated institutions within geographic boundaries linking them under the form of clusters. 

Geographical proximity enhances innovation and productivity since companies cooperate 

and compete at the same time in a sophisticated environment, where “the whole is greater 

than the sum of the parts”. When organizations decide to collaborate within a network, they 

develop a common organizational vision and goals, they reduce organizational layers, they 

redefine business processes, they empower employees and ameliorate responsiveness on 

customers’ requests…in other words, they set the stage for a better performance (Quinn 

1992).  

 

3.1.2 Analytical Approaches 

The literature on touristic networks is extremely broad and the impacts on performance 

have been studied throughout several points of view. The most often used approaches study 

networks as structures, as governance and as organizations (Czakon 2014). The three aspects 

rely on three different theoretical frameworks: structural analysis, transaction cost 

economics and strategic management. 

 

Structural Analysis 

Structural analysis studies the patterns of ties and how resources are allocated within the 

social system (Wellman1988). The term refers to different methods and approaches, starting 

from the analysis of micro networks of relationships among individuals to the macro 

structure of ties among networks. The structure of a touristic network may extensively vary 

because of the environmental and competitive pressures that, as reported before, impact 

the rationale of network formation. The extensive literature on clusters and districts has 

helped in identifying some common structural characteristics. Clusters may be horizontal 

(between firms), vertical (e.g. between firms and suppliers), proto (embryonic stage), virtual 

(use of ICT), or mixed. Moreover, structure may vary depending on the strategy and goals 

agreed upon, on the established responsibilities, on the hierarchical levels, on industrial 

sector, on location (Baggio 2008). The organizational structure of clusters is considered to be 

crucial to performance, since it settles the rules and norms that allow members within the 

network to identify with it and to create a basis of trust thanks to transparency of functions 

(Scheer, von Zallinger 2007). 
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Transaction Cost Economics 

Transaction cost economics, as reported by Williamson (2007), centers on the governance of 

contractual relations among individuals within a network. Governance refers to how 

networks are organized to pursue governance activities (communication, decision-making, 

collaboration…) and it is seen as “the means by which to infuse order, thereby to mitigate 

conflict and realize mutual gains” in order to gain economic efficiency. Governance cannot 

be divided from public policies and local institutions, that are involved in modeling the 

governance mechanism (e.g. via knowledge dissemination, financial support, expertise, 

preferential information). The transaction cost method has been largely criticized in recent 

times, due to the neoclassical assumptions (bounded rationality and opportunistic behavior) 

it is based upon (Dugger 1993).  

 

Strategic Management 

Strategic management is the analytic approach referring to the “strategic nets” (Möller, 

Rajala & Svahn 2005) intentionally created by a specific bunch of organizations. The focus, 

this time, is on the managerial choices and strategies shared by the actors involved in order 

to generate and disseminate value (Dhanaraj, Parkhe 2006), rather than structural or 

economic assumptions. Strategic networks may be interlinked horizontally as well as 

vertically and they may assemble in two main forms. First, a hub organ fosters innovation 

throughout the network (high centralization). A central coordinating actor mobilizes 

knowledge across organizational boundaries, controlling for opportunistic behaviors and 

network instability, thus adopting an entrepreneurial approach focused on supervised 

actions (Burt 1992). The second form (low centralization) relates to multiple-actors decision-

making, in which the set of organizations acquires a common strategy, it shares the same 

values and goals, and it is bounded by a specific contractual agreement (Partanen, Möller 

2012). The relationships among members are strictly related to the social capital and human 

capabilities and characterized by high trust and reliability (Beaumont, Dredge 2010). 

 

3.1.3 Integrated Standpoint 

The three theoretical frameworks presented in this section depict different ways to 

approach a touristic network analysis depending on the ultimate goal of the research. 

Anyways, they define some basic principles that impact network’s prosperity and 

performance: 
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 Regime of coopetition 

 Geographical proximity 

 Defined roles, norms, processes and operational structures 

 Communication and knowledge transfer across organizational boundaries 

 Shared vision, goals and interests 

 Shared strategy 

 Role of governance 

 

The elements presented above are part of the economic, political and social context in which 

small and medium organizations are embedded. Given the structural and social 

characteristics of SMEs touristic networks, it is not surprising that scholars and researchers 

focused their attention on the analysis of the aforementioned factors when approaching 

different touristic realities. However, each destination is different from the other, and some 

elements may result more or less preponderant in the formation and performance of these 

systems. 

For the purpose of the present work, the focus is on the study of touristic networks as 

complex dynamic integrated systems. Indeed, the theoretical framework will be inspired by 

the introduced integrated standpoint in order to analyze the Zell am See/Kaprun network 

composition. 
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Recap 

The present section helps in defining the elements of a touristic network, the reasons behind 

the choice of establishing linkages and the theoretical approaches extrapolated by literature 

to be implemented when pursuing innovation and performance goals. The second section 

will explore the social context in which SMEs are integrated: the focus is on the shared social 

capital, its main variables and how they combine to access and exchange knowledge. 
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Figure 2. Integrated Standpoint 
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3.2 SOCIAL CAPITAL 

Touristic networks are knowledge systems. Cooperation among actors is sustained only 

when information moves across organizational boundaries and transforms into added value. 

Crosswise the present section, the mechanisms of knowledge sharing among SMEs within 

touristic districts will be analyzed throughout the social context in which they are 

embedded. 

Embeddedness represents a distinctive figure of firms’ social structure, since “actors do not 

behave or decide as atoms outside a social context, and their attempts at purposive action 

are instead embedded in concrete, ongoing systems of social relations” (Granovetter, 1985). 

The social relations maintained by SME can be better understood by integrating them in the 

broader context of social capital. Portes (1998) defines social capital as the ability of actors 

to secure benefits by virtue of membership in social networks or other social structures. The 

perceived benefits include privileged access to knowledge and information, preferential 

opportunities for new business, reputation, influence and enhanced understanding of 

network norms. Coleman (1990), similarly to Putnam (2000), concentrates upon the degree 

of connectedness among social groups, by positively associating the density of the network 

to enhanced trust and cooperative exchange. Moreover, small and medium enterprises’ 

social capital as civic engagement, associational membership, high trusts, reliability and 

reciprocity may enhance business, knowledge, innovation and performance (Cooke, Wills 

1999). Putnam (1995) sheds lights on social capital as the sum of actual and potential 

resources embedded within, available through and derived from the network of 

relationships possessed by an individual and social unit.  

In order to understand how social capital fosters knowledge sharing within a touristic 

network composed by small and medium enterprises, Nahapiet and Ghoshal’s (1998) three 

dimensions of social capital (structural, cognitive and relational), based on Putnam’s 

argument, are presented and discussed. 

 

3.2.1 Structural Dimension 

The structural dimension is composed by network ties, network configuration and network 

stability.  

Network ties, in the specific case of SMEs within a touristic district, are represented by the 

interpersonal links among actors, such as managers and key executives. They facilitate the 

access to resources by reducing the time and investment required to acquire information. 

Burt (1992) identifies three types of informational benefits: access, timing and referrals. 
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Access concerns the ability of the network to provide and distribute a valuable set of 

information. Timing refers to the advantage of having information in a shrink amount of time 

in comparison to non-members. Referrals regards to processes providing available 

opportunities to network members, influencing the opportunity to combine and exchange 

knowledge. 

Network configuration regards the structural configuration and the density of networks ties 

within a geographical region. One of the main contributions to the analysis of network 

density may be found in the studies of Granovetter (1993), which emphasizes the 

importance of weak ties (loose relationships and interactions) within network in order to 

avoid informational fragmentation, supposed to overcome strong ties in the diffusion of 

innovation. Structural configuration of ties is considered to have a strong influence on 

information flow and accessibility. 

Network stability concerns the entering or exit of partners within the network. The flow of 

information among actors may generate network effects and influence patterns of social 

exchange by creating organizational routines which aggregate or separate members within 

the network. 

 

3.2.2 Cognitive Dimension 

The cognitive dimension is represented by shared values, language and narratives.  

Shared language, values and narratives reflect the sharing of context needed by network 

members in order to promulgate knowledge diffusion. Language and codes allow actors to 

communicate among each other and to combine information; they provide the general 

conditions needed to understand the external environment. Their transfer, within a 

network, enables the creation of a common inter-organizational culture (Albino, Garavelli & 

Schiuma 1999). Shared narratives, indeed, are often used as an instrument in order to 

decode tacit knowledge, typically embedded in SMEs sharing a spatial proximity, crucial 

source of localized capability (Helmsing 2001). 

Considering this thesis’ final aim, shared goals are integrated in the cognitive dimension of 

this theoretical framework, given the impact they may have on knowledge transfer (Inkpen, 

Tsang 2005). 

Shared goals consist in the degree to which one has collective goals, missions and visions in 

common with other people (Chow, Chan 2008). When firms within a network create 

common institutions, norms and standards, they foster cooperation and knowledge diffusion 
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by using jointly problem-solving, thus positively impacting costs reduction and competition 

(Helmsing 2001). 

 

3.2.3 Relational Dimension 

The relational dimension is composed by identification, norms, obligations and expectations 

and trust. 

Identification can be defined as “a psychological orientation of the self, such that individuals 

define themselves in terms of their group membership” (Fisher, Wakefield 1998). 

Identification among firms within the same touristic cluster is reported to motivate actors to 

more willingly exchange information (Nahapiet and Ghoshal 1998). When members of the 

same community feel essential part of the group, they become aware of common goals 

(Chow, Chan 2008). Identification may increase the awareness of opportunities in sharing 

information and the actual amount of exchange moments (Lewicki, Bunker 1996). Thus, 

identification calls for shared collective actions among members, providing motivation and 

access to exchange and combine knowledge. 

Norms exist when ”the socially defined right to control the action is held not by the actor but 

by others” (Coleman 1990). They coordinate interactions with others, imply conformity and 

are often institutionalized. Norms and standards constitute the background of inter-firms 

operations. When norms are instituted across boundaries, transparency and accountability 

may be fostered. Actors are “forced” to behave in an honest manner, in order not to be 

excluded from the partnership. Moreover, shared norms ensure the access and the 

motivation of knowledge exchange by fostering loyalty among members, and by facilitating 

joint actions in decision-making (Starbuck 1992). Norms in cooperative environment may 

help foster intellectual capital, acting as glue that binds the SMEs together. 

Obligations refer to the particular commitment toward an action, or an exchange in this 

specific context, that has to be undertaken in the future. Personal, formal or professional 

obligations may facilitate the exchange of information among actors, since they may boost a 

sense of reliability towards those involved. The expectations of a fair and altruistic behavior 

are expected to reduce selfish conducts and to encourage feelings of duty in helping others.  

Obligations and expectations are meant to condition both access to members for 

exchanging/combining knowledge and motivation to exchange/combine this knowledge. 

Trust represents a key factor of relational capital in facilitating collective behavior (Coleman 

1990, Gulati 1998). Gulati (1998) relates the embeddedness of firms to enhanced trust 

among them, based on the behavioral assumption within the network. Literature shows that 

ongoing knowledge share is sustained when individual organizations trust each other in the 
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sense that efforts will be reciprocated (Putnam 1995b). Opportunistic behavior and 

vulnerability exploitation may strongly undermine inter-firm’s principles and values created 

within the exchange processes and may consequentially represent an obstacle to 

competitive advantage (Barney, Hansen 1994). 

Trust has been related to various dimensions and levels of analysis, as accountability and 

reputation, enhanced operational efficiency and performance, lower risk perception in 

transactions and competitive advantage (Gulati 1998, Jarvenpaa 1998, McLureWasko, Faraj 

2005, Inkpen and Tsang 2005). When interpersonal connections regulate the governance 

structure of transactions, individual trust is considered a fundamental factor in coping with 

uncertainty and complexity (Gulati 1998). In this context, prior ties may enforce and 

safeguard internal relationships by giving each actor the possibility to analyze other actors’ 

behavior in history, and predict their future behavior by relying on built reputation (Gulati 

1995). Finally, Farrel and Knight (2003) explain trust and cooperation through institutions, as 

they are entitled to incentivize actors to behave in a trustworthy manner, and they shape 

information on member’s trustworthiness affecting social beliefs.  

When an actor is considered trustworthy by other members of the network, it is more likely 

to become a frequent exchange partner, thus helping the creation and spreading of 

knowledge leading to enhanced innovation processes (Molina Morales, Martinez Fernandez 

2010). 

 

 

Figure 3. Social Capital and Knowledge 

Dissemination within SMEs in Touristic Networks 

(Adapted from Nahapiet and Ghoshal 1998) 
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Structural embeddedness results by far the most common analytical approach in studying 

the effectiveness of social capital on performance improvements, this partly facilitated by 

the quantitative characteristics of the variables analyzed. Researches show that the 

structure, density and size of networks may impact SMEs innovation diffusion and 

performance (Uzzi and Gillespie 2002, Granovetter 1993; Dyer, Singh & Kale 2008; 

Bohlmann, Calantone & Zhao 2010), as well as firm’s centrality (Dhanaraj and Parkhe 2006; 

Walker, Kogut & Shan 1997), institutions and institutional change (Zeng, Xie & Tam 2010), 

network closure and structural holes (Burt 2001, Coleman 1988) and network concentration 

(Porter 1998). 

However, the structural dimension is just one of the three dimensions influencing social 

capital. Granovetter (1992) explains that social and economic actions and outcomes are 

affected at once by the structure of relations and by the quality of these relationships. 

Moran (2005) emphasizes the role of relational embeddedness in managerial performance 

and process innovation, by explaining that it will influence the access to the resources within 

reach and it will disclose their real potential. This particular view of social capital approaches 

the concept of human and intellectual capital, namely “the acquired knowledge, skills and 

capabilities that enable persons to act in new ways” (Coleman 1988).  

Within this thesis, it is assumed that the relational dimension of social capital represents a 

fundamental element in explaining social tacit and explicit knowledge dissemination among 

small and medium actors. The structure of ties and the relationship quality among SMEs 

constitute the middle step of the proposed theoretical framework. Changes in these two 

aspects will represent differences in the way knowledge is fostered and in the way 

collaborative production is attained. 

 

Recap 

The present section explored the importance of social capital in raising a collaborative 

behavior that may have positive consequences within the network. When organizations 

work together within a cooperative environment, a substantial amount of knowledge will be 

exchanged across boundaries. But what is the enabler of such exchange? IS scholars recently 

analyzed mutual sharing through the application of ICTs, namely the medium through which 

data transform into information and information transforms into shared knowledge across 

small and medium enterprises. The following section explores the main elements of ICTs in 

touristic networks of SMEs and how they may impact collaborative sharing. 
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3.3 NETWORKS AND ICT 

Networks are drivers of knowledge creation and innovation, because of the exponential 

value growth that information flows create across boundaries. When data and information 

are spread among the organizations, they create a “shared value” that is assumed to be 

higher than when they are maintained and developed within internal organizational 

boundaries.  

Information and communication play a key role in the coordination of social relationships 

within a touristic network. Indeed, in collaborative structures timely and extensive data 

exchanges trigger knowledge diffusion and social innovation (Lundvall 1992; Svensson, 

Nordin & Flagestad 2005) 

For the tourism sector, information is one of the main variables that bolster efficiency 

throughout the entire value chain, especially when it comes to distribution, given the 

intangibility of touristic products. For destinations, having updated and prompted data 

means higher operational efficiency for the network´s actors and continuous improvements 

in customer service. The great amount of data shared within the network can transform in 

appropriate knowledge through the utilization and implementation of appropriate 

Information and Communication Technologies (ICTs).  

 

3.3.1 ICTs 

Information Technology is defined as “the collective term given to the most recent 

developments in the mode (electronic) and the mechanisms (computer and communication 

technologies) used for the acquisition, processing analysis, storage, retrieval, dissemination 

and application of information” (Buhalis, 1998). 

ICTs have been extensively used within touristic networks during the past years. They are 

reported to foster networking within the industry and to promote interactivity and 

cooperation among producers and distributers, provisioning a wide range of products 

(Buhalis and O’Connor 2005). An innovative common technological structure helps 

organization in fostering a culture of change, resulting in improved operational efficiency, 

reduced transactional costs or faster response to customers´ needs. Information and 

communication technologies are essential for tourism, since the ensemble of benefits 

generated has a positive correlation with competitiveness, harder and harder to maintain in 

a globalized economy (Buhalis, O’Connor 2005, Dwyer 2015) Suffice it to say, the ICT 

infrastructure represents one of the fourteen elements analyzed by the Travel & Tourism 
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Competitiveness Index (TTCI), which considers different factors in shaping the attractiveness 

of a destination. 

The development of Information Technologies impacts the social development within a 

touristic network. In particular, ICTs enable the creation and prosperity of open social 

arrangements (Smith, Elder 2010), or rather social relationships that favor: 1) Universal over 

restricted access; 2) Universal over restricted participation in informal and formal 

groups/institutions; 3) Collaborative over centralized production. Within this framework, 

open ICT ecosystems are presented as the social systems in which ICTs are a constituent 

member. They promote the openness required to the development of social activities and 

the implementation of social change. 

 

 

 

 

 

 

 

 

3.3.2 Open Inter-Organizational Information Systems 

The technological infrastructure within a touristic network has to comply with a fundamental 

characteristic: the adoption of common standards to analyze and spread the information 

(Baggio 2014). Nowadays, data and information are available on the Web under different 

forms and applications, this leading to access restriction. Without a common standard, 

 
 

Figure 4. Creation of an open 

ecosystems (Adapted from Smith 

and Elder 2010) 



27 
 

people and machines are not able to access data, collect them, and use them for the specific 

purposes. 

Standardization has been proven to foster innovation, competitiveness and to disclose new 

opportunities for enterprises and consumers (Baggio 2014). This is particularly true in the 

case of open standards, which allow interoperability across different systems by giving the 

possibility to work on wide and publicly available information. 

Open standards permit data transmission across inter-organizational information systems, 

namely an information system shared by two or more actors, built upon the “Open Internet” 

and characterized by the openness of the content and the delivery platform. Frew and Horan 

(2007) define IOIS as systems consolidated through a variety of platforms and channels, that 

manage and market the destination under a holistic approach, providing the necessary 

destination related information, real time reservations and destination management tools, 

paying specific attention to the needs of small and independent tourism suppliers (Appendix 

C). 

Consequently, IOIS improve coordination and communication among organizations 

throughout low complexity, low communication costs and high interoperability (Zhu et al. 

2006). 

Baggio (2014) states that interoperable standards in the tourism industry address the need 

for: 

 

 ”cooperation among the agents in the tourism value chain with the aim to 

establish tourism services; 

 exchanging information among the agents in the tourism value chain; 

 sharing and reusing information among the agents in the tourism value chain to 

increase efficiency; 

 improved overall service delivery”. 

 

Moreover, open standards facilitate the access of new partners to the network, thus 

amplifying network effects (see Katz and Shapiro 1986). 
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3.3.3 Linked Open Data 

For an inter-organizational information system to generate value from information, it has to 

rely on specific types of data. Linked open data are “a set of designed principles for sharing 

machine-readable data on the Web for use by public administration, business and citizens” 

(www.w3.org/egov/.../Open_government_data_4.pdf). They use URIs for naming objects, 

RDF for describing data and SPARQL for querying linked data. The Open Data Support project 

reports a 5-star schema to follow in order to publish linked open data (Appendix B). 

Nowadays, LOD are used within different domains and for various purposes. Several EU 

members share their Open Data Portals online (e.g. Italy http://www.dati.gov.it/, UK 

https://data.gov.uk/, Norway http://data.norge.no/, Austria http://data.gv.at/), in which 

different datasets may be found (e.g. environment, government, spending, health, 

education, mapping, cities, transportation…) under various formats (e.g. HTML, CSV, WMS, 

XLS…). In this way, organizations may look for the data they need in a timely manner, they 

may link these datasets to other datasets, and transform raw data into new knowledge.  

Open data policies are implemented by the public actors at national, regional and 

destination level. The basic principles behind the actualization of ODP correlates 

transparency on processes to self-empowerment, participation, interaction and social 

inclusion of open data users (Zuiderwijk and Janssen 2013), in order to attain economic and 

social value. 

The OD500 Global Network, an international network of organizations, was born in order to 

analyze the usage and the social and economic impact of open data initiatives. The analysis, 

by now, is restricted to few countries and is slowly expanding. In fact, open data still remains 

a relatively new phenomenon, no overview of different data policies is available at the 

moment and the benefits of these policies on the social and economic domains are still 

largely undiscovered. However, the Open Data Support project offers a quite explicative 

overview of the value proposition related to the usage of linked open data within IOIS:  

 

 Flexible data integration, by giving the possibility to interconnect different 

datasets; 

 Network effect, since every new dataset increases the value of the existing bunch 

of interlinked datasets; 

 Ease of navigation, via URIs; 

 Increase in data usability, thanks to the availability of different formats; 

 Compatibility, throughout the usage of open standards; 

 Ease of model updates, since RDF data models can be updated more easily in 

comparison to static databases; 

http://www.w3.org/egov/.../Open_government_data_4.pdf
http://www.dati.gov.it/
https://data.gov.uk/
http://data.norge.no/
http://data.gv.at/
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 Cost reduction, in data gathering; 

 New services, for the public and private sector. 

 

3.3.4 Linked Open Data Impacts on SMEs 

SMEs may greatly benefit from the usage of linked open data across their business activities. 

Advantages of using LOD can be clustered in the political, social, economic and technical 

domain. The operational and technical benefits of an IOIS implemented by open data 

policies may be analyzed throughout the framework proposed by the Open Data Support.  

Still, some problems may inhibit the adoption and implementation of the required 

technologies (Fink 1998, Huggins 1998, Duffy 2006, Reino et al. 2016): 

 

 Poor material, human and financial resources 

 Gap in organizational readiness 

 Decision-making led by intuitive choices 

 Low R&D 

 Management strategies informed by the owner-manager, leading to low 

flexibility 

 Low IT readiness 

 Lack of infrastructure 

 

Janssen, Charalabidis & Zuiderwijk (2012) identify low data quality, high data complexity 

(benefits difficult to understand) and inequity (benefits unfairly allocated) as additional 

barriers hampering effectiveness. Nevertheless, considering the value that the usage of LOD 

may produce, they result particularly suitable for SMEs in order to overcome the displayed 

issues. 

While some of the technical and economic variables may enjoy a more objective validity (e.g. 

quantitative measurement), most of the social and political ones depend on contextual 

factors that are difficult to generalize. By now, no holistic analysis is showing whether LOD 

represent a success, this especially due to the lack of objective parameters that allow for 

generalization.  
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Recap 

In this chapter ICTs, inter-organizational information systems and linked open data have 

been introduced to understand how the technical implementation of an open infrastructure 

may be analyzed in order to extrapolate SMEs benefits. The next step consists in 

understanding how linked open data impact the context specific social relationships within 

this “open system” and how they lead to operational and strategic efficiency. 
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4. CONNECTING THE DOTS 

As identified in the previous chapters, literature on linked open data strategies and their 

impacts on touristic networks’ small and medium enterprises is almost non-existent, 

especially when the focus is on collaborative arrangements and related outcomes. The body 

of knowledge reported throughout this thesis sets the stage for the structural, social and 

technological fundamentals of an interlinked set of small and medium organizations working 

together, striking for innovation and competitiveness. However, the theoretical approaches 

and the past researches are, at the moment, standing within their own boundaries. One of 

the main reasons behind this division is that networks have been analyzed throughout a 

disparate set of variables, with different managerial approaches and across so many 

industries and domains that an holistic approach results genuinely utopian. 

 

4.1 THEORETICAL OVERVIEW 

The body of literature introduced in the previous chapters aims at giving a general insight of 

the fundamental backbone of this thesis and it will direct the further development of the 

study. An overview of the main topics is presented below, so as to highlight the theoretical 

foundations of the subsequent analytic process. 

 

THEME RELATED LITERATURE 

Networks  

Touristic Networks 
- Theoretical Foundations 
- Social Network Analysis 
- Touristic Clusters 

Porter 2000; Bickerdyke 1996; Granovetter 
1973; Mitchell 1969; Freeman 2004; 
Sainaghi; Scott 2010; Baggio 2008 
 

Analytical Approach 
- Structural Analysis 
- Transaction Cost Economics 
- Strategic Management 
- Integration for SMEs 

Wellman 1988; Baggio 2008; Scheer, von 
Zallinger 2007; Williamson 2007; Dugger 
1993; Möller et al. 2005; Dhanaraj, Parkhe 
2006; Burt 1992; Partanen, Möller 2012; 
Beaumont, Dredge 2010; Czakon 2014 
 
 

Social Capital  

Social Capital and Networks 
- Theoretical Foundations 
- Social Capital and  SMEs Networks 

Granovetter 1985; Portes 1998; Coleman 
1990; Putnam 2000; Putnam 1995; Cooke, 
Wills 1999; Partanen et al. 2008 

Analytical Approach 
- Structural Dimension 

Nahapiet, Ghoshal 1998; Burt 
1992;Granovetter 1993; Chua 2002; Albino 
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- Cognitive Dimension 
- Relational Dimension 

et al. 1999; Helmsing 2001; Inkpen, Tsang 
2005; Chow, Chan 2008; Gulati 1998; 
Barney, Hansen 1994; Farrel, Knight 2003; 
Coleman 1990 
 

ICT  

ICT and Networks 
- Theoretical Foundations 
- ICT and SMEs Networks 

Buhalis, 1998; Buhalis, O’Connor 2005; 
Smith, Elder 2010; Antonioli Corigliano, 
Baggio 2004; 
 

Open ICT Ecosystem 
- IOIS 
- Linked open data 
- Open data strategies and SMEs 

Janssen, Charalabidis & Zuiderwijk 2012; 
Fink 1998; Huggins 1998; Duffy 2006; Reino 
et al. 2016; Helmsing 2001; Katz, Shapiro 
1986, Sabou et al. 2012 
 

 

4.2 SOCIAL VALUE FROM LINKED OPEN DATA 

The itinerary followed in the present thesis shows how fundamental a collaborative context 

can be in the formation and growth of touristic districts, especially when it comes to smaller 

organizations.  

In the first place, an overview of network formation and composition has been presented. 

The leading reasons behind the choice of a collaboration open the pathway to a colorful set 

of inter-organizational forms. The micro and macro structures, the operations among actors, 

their behavior, the degree of their relationships, the economic efficiency have been among 

the major fields of interest studied in previous literature, thus requiring scholars and 

researchers to apply different theoretical perspectives. The attention relapses on social 

network analysis and strategic management foundations, since these represent the 

theoretical approaches that intersect with the social relationships established among 

network’s members. 

The successive step is toward the importance covered by social capital embedded among 

network’s actors in fostering communication, knowledge and openness to information 

sharing. The section depicts three different types of social capital (structural, cognitive and 

relational) extrapolated from existing literature. Each element within each social capital 

dimension influences the ability and willingness to exchange knowledge across 

organizational boundaries, this leading to the conclusion that social capital needs to be 

studied under a holistic approach if the aim is to understand the embedded social value. 

However, a number of scholars shed lights on the relational dimension to be a primary driver 

in knowledge dissemination. The relational content can be explained throughout the quality 
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of the ties established among a defined set of actors; the literature review revealed a bundle 

of explicative variables, namely trust among actors, shared norms and standards, respective 

expectations and obligations, identification with the network. 

The third and last part of the presented knowledge body illustrates inter-organizational 

information systems, namely the medium through which data transform into information 

and information transforms into shared knowledge across small and medium organizations. 

IOIS are reported to impact touristic networks in many different ways. Again, the main focus 

is on the social context, that is to say how open inter-organizational systems influence the 

social capital dimensions in the shaping of social relationships leading to a shared social 

value. In particular, the primary interest resides in LOD usage and the benefits it could bring 

to small touristic actors. In the specific case, literature has brought to light the necessity of a 

culture of openness among organizations if knowledge exchange wants to be successfully 

implemented. 

The theoretical framework is a continuum that contemplates the implementation of the 

IOIS, the quality and structure of social capital, the overall assessment of effective benefits 

and barriers generated by the application of the open technology on SME’s mutual 

relationship. It does not presume to give a complete and general vision of how LOD may 

impact SMEs in a touristic destination; the final step consists in providing a critic answer to 

the prefixed research question by evaluating the degree of openness enhanced by the 

aforementioned dynamics.  

 

LOD AND RELATIONSHIPS AMONG SMEs 

 Linked open data are expected to foster identification of actors within the social 

group. The opportunities of a competitive collaborative production generated by 

open technologies are assumed to strengthen the social ties among actors, which 

have to work together under a common joint strategy. Moreover, the 

implementation of an open system may increase the desire of participation and the 

feeling of self-efficacy within organizational boundaries. 

 The spreading of brand-new standards within open ICT ecosystems leads to the 

adoption of common rules and normative structures in order to comply with them. 

LOD could encourage the dissemination of common norms that regulate joint 

decision-making and information flows among SMEs within the system. 

 LOD could trigger expectations and obligations within a network made of small 

enterprises, since open ICTs ecosystems establish sharing and collaboration as norms 

through the establishment of common strategies and they give a more equitable and 

democratic access to data, enhancing commitment. 
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 Linked open data are expected to positively affect the basis of trust. If partners 

possess a high degree of accountability and reputation, they will more willingly share 

relevant and timely information (Janssen, Charalabidis & Zuiderwijk 2012). Moreover, 

the usage of LOD may reduce information asymmetry and risk perception in 

transactions, given the transparency of data and processes. 

 

 

LOD AND DEGREE OF OPENNESS 

If knowledge constitutes a driver of advancement (Calantone, Cavusgil & Zhao 2002, 

Darroch, McNaughton 2002, Liebowitz 2002, Lin 2006), the new technologies brought by an 

open ICTs ecosystem may be imagined as the media through which instituting brand-new 

social phenomena leading to efficiency, growth and innovation (Open ePolicy Group 2005). 

Since knowledge is spread by sharing collective information across organizational 

boundaries, SM firms within a touristic network may benefit from constituting open 

organizational models that enhance collaborative behavior. The openness philosophy 

represents the degree of collaborative potential inside the network triggered by inter-

organizational information technologies. Openness is assumed to foster social change: when 

relationships among actors are more transparent, more accountable, more democratic and 

more engaging, an inner transformation is in action. For the scope of the present thesis, it is 

assumed that the degree of openness may bring benefits to the aforementioned 

relationships, thus raising valuable social outcomes. Linked open data and related 

technologies are at the base of the openness of an ICT ecosystem; they are expected to 

facilitate the social transformations required to drive innovation. 
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4.3 THEORETICAL FRAMEWORK 

 

 

 

 

 

 

Figure 5. Theoretical Framework-  

Degree of Openness in Open 

Ecosystems 
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5. CASE STUDY 

 

 

 

5.1 OVERVIEW 

The social relationships established among small and medium actors within a touristic 

district experience numerous challenges due to the fast dynamic change in external 

conditions. Since the macro environment may evolve under different forms, destinations will 

have to employ a high degree of flexibility, dynamism and adaptability to successfully face 

challenges. Open inter-organizational systems represent the technological support to 

overcome these issues; however, they evolve around exclusive social factors surrounding 

SMEs, consequentially shaping the future relationships among them in a singular manner. 
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For the purpose of the present thesis, an Austrian destination, Zell-Am-See/Kaprun, part of 

the SalzburgerLand district, has been chosen as an explanatory example of touristic network 

that: 

 Has been validated as a touristic destination; 

 Is embedded in a national and regional context that encourages collaborative 

behaviors and open ICTs throughout ad hoc public policies; 

 Uses open data strategies that generates value from information sharing. 

 

5.2 ZELL-AM-SEE/KAPRUN 

The touristic destination of Zell-Am-See/Kaprun is part of the Salzburg province, situated in 

the Pinzgau region, which ranks first among the SalzburgerLand province for number of total 

overnights in 2015 (10.299 mn). Zell-Am-See/Kaprun ranks third for number of total 

overnights (2.420 mn), after Pinzgauer Saalachtal (4.747 mn) and Ferienregion Nationalpark 

(3.131 mn) (Tourismusstatisik 2016).  

 

 

 

 

Figure 6. Zell am See/Kaprun 

Destination 
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The touristic destination is composed by two different municipalities, Zell-Am-See and 

Kaprun, covering an area of 156 km², and distant 85 km² from Salzburg, the first city of the 

province. 

 

5.2.1 Products, Services and Market Situation 

Tourism represents the main source of income within the area. The destination offers almost 

17,700 beds provided by 790 operators, 90 restaurants (3 of them award-winners) and 

several huts, bars and cafes. The touristic offer is conceived to ensure visitors’ flows all year 

round, thus reducing seasonal fluctuations. During winter, skiing, boarding and hiking 

represents the major activities undertaken by tourists. The destination provides 138 km² of 

slopes, operated by 49 cable cars and lifts. Secondary services as ski and snowboard rentals, 

ski schools and free buses are completing the touristic experience.  

The summer season reported 1.159.920 overnight stays between May and October 2015, 

representing the most successful period in terms of income flows. During the summer 

period, excursions, hiking, sightseeing and biking define the main attractions for visitors 

within the destination. Tourists can enjoy 400 kilometers of hiking trails, roughly 240 

kilometers of cycling paths and several outdoor activities as golf, tennis, climbing, horse-

riding and paragliding. Moreover, Lake Zell represents one of the main attractions within the 

area, where several kinds of water sports may be practiced (e.g. sailing, diving, surfing…). 

Leisure tourism, therefore, is particularly relevant in terms of total income and it is mainly 

composed of families and sport tourists. Anyway, the destination offers facilities in order to 

attract business tourism as well. The Ferry Porsche Congress Center, opened in July 2007, 

accommodates up to 1200 visitors in eight fully equipped conference rooms (Zell am 

See/Kaprun Facts and Figures). 

 

5.2.2 Governance 

The destination marketing and managerial strategies are directed by the local Destination 

Management Organization, Zell Am See-Kaprun Tourismus GmbH, located in Zell Am See.  

DMOs represent the medium through which engaging stakeholders within a network, by 

making sure that they interact in the social arena and that they feel as part of that world 

(Munar and Jacobsen 2013). Within this context, the latest literature evokes the need for a 

local authority to improve the quality and timing of information, to foster learning within the 
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destination, to increase openness and flexibility, to foster individual/collective capabilities 

and to display resources, this leading to increased sustainability, performance and 

competitiveness (Sheenan et al. 2016). The Zell Am See-Kaprun Tourismus DMO acts as a 

binding actor within the network, by fostering the creation of a consolidated offer through 

internal collaboration among local actors. 

The destination strategy relies on the utilization of a technological infrastructure, Feratel, 

that gathers open data from local businesses, public actors, tourists and citizens and re-uses 

them with the final aim of providing a unique tool to enterprises and to visitors in search for 

attractions, accommodations and other services within the area. The system integrates with 

the PMS of service providers and connects all the relevant online distribution channels to 

process data periodically. 

The destination website offers the possibility to directly search and book all types of 

commercial accommodations available. Moreover, the other existing services within the 

area are displayed under specific meta-tags and directly linked to the organization’s 

webpage/reservation system.  

The IOIS is a strategic tool to local service providers and to the DMO, since it technically 

supports knowledge diffusion across horizontal and vertical boundaries through open data 

management.  

 

Keep in mind 

From this point onwards, this thesis will refer to IOIS or the system as a holistic term that 

comprehends the informational infrastructure, the open data policies and the mechanisms 

of knowledge transmission intermediated by the governance actor. 
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6. CASE STUDY ANALYSIS 

6.1 NETWORK STRUCTURE 

6.1.1 Network Composition 

The touristic product of the Zell Am See/Kaprun destination emerges from the integration of 

the offerings of a group of actors, namely the stakeholders within the destination, linked 

together by formal and informal relationships modeling network configuration. According to 

Strobl and Peters (2013) and from the data gathered at the local DMO, the two 

municipalities, the Tourism Board, a restricted number of local tourism entrepreneurs and 

the cable car companies are perceived as the most powerful actors when it comes to joint 

decision making. 

Using the integrated standpoint presented in chapter 3, Zell Am See/Kaprun possesses all 

the key elements defining a touristic network (in brackets, statements also sustained by 

interviews): 

 

Geographical Proximity The destination stakeholders are running a recognized 
business activity within the defined geographical area of 
Zell Am See/Kaprun municipalities. 

Regime of Coopetition Public and private touristic actors, the DMO and 
institutions collaborate and cooperate in groups [I3, 16], 
due to the elevate number of players involved [I5, 16]. 
Coopetition is evoked to comply with market needs and 
is sustained within each municipality, both on horizontal 
and vertical levels. 

Defined roles, norms, 
processes and operational 
structures 

Legal and operational structures are perceived as 
hierarchical [I1, 21]. Market pressure and overall 
decision-making are exerted by key stakeholders [I6, 12]. 
Small businesses’ entrepreneurs have a stake through 
seeking allies.  

Communication and network 
learning across organizational 
boundaries 

Communication takes place on informal and formal 
level. Information exchange is activated through 
informal talks and group meetings [I1, I4]. The 
governance actors foster knowledge through official 
meetings and the IOIS. 

Shared Strategy and Goals Strategic planning is enforced at individual and 
destination level. Shared goals are sustained by the 
DMO and by the local businesses [I3, 21], since the 
destination strategy addresses individual and shared 
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interests. [I3, 22] 
 

The role of governance within the Zell am See/Kaprun touristic destination has been 

displayed in section 5.3. 

 

6.1.2 Actors Pattern 

High Density 

The Zell Am See/Kaprun touristic district is composed by several actors holding a stake 

within the destination strategies. For the purpose of the present research, the focus is on 

small and medium enterprises running their business in the area and using the inter-

organizational information system. 

High Centralization 

Power relationships are displayed in a hierarchical framework, where only few leading actors 

show strong interlinkages and have effective decisional power in strategic planning and 

projects implementation. 

 

Recap 

The analytical part that is presented below shows the main findings extrapolated from six 

interviews to five small and medium touristic entrepreneurs and one employee, leading their 

businesses in the Zell Am See/Kaprun destination. The goal is to answer the research 

question by evaluating the impacts of an open inter-organizational system on the 

collaborative production throughout the analysis of the system and of the mutual 

relationships among SMEs. 

 

6.2 IOIS IMPLEMENTATION 

The former session of the field research focuses on the IOIS implementation within the 

destination. This part follows the theoretical domain of innovation diffusion and it leads to 

the operational and strategic consequences of such systemic choices.  
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The decision of local small businesses of being part of the system appears to be highly 

dictated by the need to be visible and easily reachable by customers. This can be confirmed 

by the words of Mrs. G.: 

“We are an international destination, we are so lucky to have two 

seasons, we receive bookings almost every time of the year. But, I 

don’t know if you know, the biggest hotel in Zell Am See has 400 

rooms…internationally it’s a joke!. Such small entities…” Mrs. G., 

General Manager (owner), An Der Alpen [I1, 1] 

The composition of the network has required the adoption of a unique integrated system 

that exposes every single business to the market [I1, 2]. The competitiveness pressures [I2, 

1] seem to be perceived as a strong reason behind adoption: 

“Of course, we are trying to care about our business by ourselves, and 

we are using other technologies to get people, but I mean, I cannot 

spend hours on my computer trying to explain why someone from the 

other part of the world should come here. We needed something 

bigger” Mr. L., General Manager (owner), Steiner Kulturhotel [I2, 2] 

The small local businesses perceive the IOIS as a great way to balance interests and to 

provide information to the customers through skimmed operational procedures  [I1, 8]; [I3, 

1], [I5, 1]. The IOIS integrates with the other information and management systems used 

within the organizations [I2, 3]. Indeed, the interviewees reported the lack of a proper 

technological infrastructure as one of the main reasons behind the IOIS adoption, and the 

need of updated information that would have not been available without a proper human 

and financial aid.  

”We are working as a company, I have an administration department 

and my daughter takes care of the commercial parts. But we are 

working in the reception, and at the bar as well! We don’t have that 

much time as you may see…” Mr. L., General Manager (owner), Steiner 

Kulturhotel [I2, 4] 

 “It’s not at all uncommon, here, to do all that needs to be done to 

please the customers. With that I mean, I answer e-mails at one in the 

morning. I am not more technological than that…” Mrs. S., General 

Manager (owner), Schwarzenberg [I4, 1] 

The IOIS has apparently balanced the organizational lacks and the readiness gaps of the 

internal employees [I4, 2]; [I3, 5]; [I6, 1]. The entrepreneurs agreed on the benefits of having 

an expert team taking care of information research and diffusion, of increase in data 
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usability and, eventually, of higher efficiency in cost reduction [I4, 3]. As presented 

throughout the present project, financial feasibility is estimated to be a major issue for small 

and medium enterprises [I2, 5]. As Mr. I. reported (talking about the IOIS): 

“ …it’s a quite substantial investment for us, but if Zell Am See wants to 

grow, the ones in power have to help. It’s a two way return.” Mr. I., 

Marketing Manager, Seilbahn AG [I3, 2] 

The IOIS is reported to be entirely financed by the local businesses in Zell Am See/Kaprun [I1, 

3]; [I1, 4]; [I2, 6]; [I3, 3]. All the respondents spontaneously decided to be part of the 

network and to sustain it [I2, 7]; [I4, 4], but the two hoteliers raised a perception of 

unfairness related to commissions payment. 

” …the inter-organizational system and the Tourism Board is 100% 

financed by us, obviously. And we still pay a commission for their 

bookings! Which I find outrageous, because it’s like a double 

payment. I’d rather give 15% to Booking.com than 10% to the tourism 

board because I have the feeling that it’s really something that I have 

already paid for”. Mrs. G., General Manager (owner), An Der Alpen 

[I1, 5] 

The shared strategies fostered by the system have simplified the decision-making processes, 

especially the ones related to marketing and customer relationship management  [I1, 6]; [I5, 

2]. However, local entrepreneurs perceive strategic decisions as formal and hierarchical, 

sometimes linked to political choices of the most powerful stakeholders [I1, 7]; [I2,8]; [I5, 3]. 

Nevertheless, the majority of them states that they trust the institutional body and that 

problem may be solved through the informal relations they built over time [I2, 9]. 

 “If I want to, I do have a stake in the overall destination decisions. My 

husband was part of the board, but in general everybody knows 

everybody here, it’s a small place”. Mrs. J., General Manager (owner), 

ENJOY Wellness [I5, 4] 

When asked to name some main point of strength regarding the overall IOIS implementation 

and usage, three key attributes emerged: informational capability, economic benefits and 

external aid. Informational capability was reported to be bidirectional, namely the data 

offered to customer and the data provided to enterprises. 

”Tourists can easily find the information they need, it’s supposed 

to be like that”. Mr. L., General Manager (owner), Steiner 

Kulturhotel [I2, 10] 
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The data that the Tourist Board receives and uses are coming from 

different institutions, and I don’t see them….I know that 

SalzburgerLand is really active on that…”. Mrs. J., General Manager 

(owner), ENJOY Wellness [I5, 5] 

The interviews showed that almost all entrepreneurs are aware that the policy choices come 

from different hierarchical institutions, but they overall ignore how these policies are 

informed  [I2, 11]; [I3, 4]; [I5, 6]; [I6, 2]. Regarding cost reduction, the IOIS implementation is 

considered to be the most sustainable choice to be competitive. 

”…so I am used to that, it is a yearly collaboration…I think that it’s a 

good job”. Mr. L., General Manager (owner), Steiner Kulturhotel [I2, 

12] 

Moreover, external entities are considered to be fundamental for gathering and 

disseminating knowledge. One entrepreneur stated that regulatory regimes are important 

when managerial skills are lacking, which is a common reality for small and medium touristic 

enterprises. [I4]  

 

6.3 EXPLORATION OF IOIS IMPACTS ON SMEs RELATIONSHIPS 

The exploration informed by the proposed theoretical framework lead to the disclosure of 

the different points of view actors hold towards each other. The present section is reporting 

the main findings on the collaborative behavior established throughout the IOIS 

implementation. The themes identified across the theoretical bases are interlinked with the 

emergent interviews’ outcomes, allowing data analysis. 

 

IDENTIFICATION 

The small local businesses interviewed present a high degree of cohesion within the touristic 

destination of Zell am See/Kaprun. The entrepreneurs are a strong part of the community; 

they are all running family businesses that have been existing for decades, where internal 

decision is still deeply centralized. Social relationships are reported to be intense and 

interactions to be frequent.  

Each enterprise participates in the decision-making processes at the destination level, even if 

they usually possess a minor stake. The hoteliers associate the unbalance in decisional 

power with the dimension of the economic flows brought in by each small enterprise within 
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the destination [I2, 13]; [I4, 5]. The cable car company is part of the Tourism Board and it 

reports a slightly different perception: 

“ The system is supposed to make the interests of every shop, hotel, 

restaurant in the area. When something is not working, it is in the 

interest of anyone to stand up and speak loud. Everyone can do it”. 

Mr. I., Marketing Manager, Seilbahn AG [I3, 6] 

The restaurant owner categorizes his business among the smallest within the destination [i4, 

6]. From his point of view, the participation to strategic decisions regarding the IOIS is only 

possible when a large group mobilizes and raises issues of widely recognized importance. 

“If something is not working, it is our duty to gain strength and ask 

for changes. Sometimes it takes a lot of time and eventually people 

are just fine with the actual state. If it’s not affecting them, it’s not 

worthy”. Mrs. S., General Manager (owner), Schwarzenberg [I4, 7] 

The level of participation within the IOIS is affected by individualistic behaviors [I4, 9]. 

Entrepreneurs define the other SMEs within the network as friends, but still as competitors 

[I1, 9]; [I2, 14]; [I5, 7] that are protecting their own economic interests. The utilization of the 

IOIS fosters the sharing and diffusion of internal information incorporated within the internal 

management strategies; anyway, certain categories of data (e.g. financial) are maintained 

within organizational boundaries.  

Information sharing moments are reported to be frequent [I2, 15]. When information is 

entered within the system, they are promptly available to the other entrepreneurs. The 

respondents refer to a sense of pride and usefulness in sharing facts and reports with the 

other small businesses [I2, 16], and these feelings are also linked to the prior ties built up by 

the previous generations. One hotelier explained that mutual help is embedded in the local 

culture and it is expected by the members of the community. 

“Back in the days my grandfather knew everyone here, he considered 

them friends (entrepreneurs), maybe the situation changed a bit now, 

but I still have good friends that make my same job” Mr. L., General 

Manager (owner), Steiner Kulturhotel [I2, 17] 

New ties are established among members of the two different municipalities (Zell am See 

and Kaprun) that were not active before the IOIS implementation. Interviewees reported 

that business transactions before the IOIS introduction were mainly undertaken among 

partners of the same municipality [I1, 10]; [I4, 8] . However, entrepreneurs already knew 

each other given the geographical proximity [I1, 11]; [I2, 18];  [I3, 7]; [I4, 10] and they are 

willing to cooperate to reach the common good [I2, 9]; [I2, 19]; [I3, 8] . 
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“Sometimes there is a real struggle between Zell am See and Kaprun. 

That happened especially before, when everyone had to wave his flag 

to say “ I’m here!”. At the moment, I can say that the attention 

switched to have them here instead of Skt. Moritz, more than 

guerrilla!” Mrs. S., General Manager (owner), Schwarzenberg [I4, 11] 

The open data policies promoted by the system are reported to generate a sense of pride 

among the SMEs involved, since entrepreneurs state that the information entered in the IOIS 

are useful in informing common strategies and destination competitiveness appears to be 

genuinely and sincerely awaited [I1, 12]; [I2, 20]; [I3, 9]. 

The organizational structure of the IOIS enables quick interactions and decision-making. 

When conflicts arise among members, the presence of a shared platform allows for 

confrontation and resolution, even if some time is required [I4, 12]. In general, the IOIS is 

reported to facilitate the opportunities and modalities of information and ideas exchange 

among SMEs. 

“There is always someone against the group decisions, there are 

conflicting ideas and interests. It’s not always easy to validate my 

opinions, but it would be even worse without it (IOIS).” Mrs. J., 

General Manager (owner), ENJOY Wellness [I5, 8] 

“If you’re asking about how much I do stand for it (IOIS), yes, I do 

think it’s the easier and quicker way to take decisions, or at least to 

be sure to be part of it.” Mr. L., General Manager (owner), Steiner 

Kulturhotel [I2, 21] 

 

SHARED NORMS 

One of the key points of the IOIS implementation consists in the regulated maintenance of 

collaborative practices among the stakeholders involved. As illustrated in the theoretical 

background of the study, a normative regime is necessary to ensure cooperation.  

The small and medium enterprises in Zell am See/Kaprun are working together in order to 

secure knowledge flows across boundaries. The inter-organizational system requires  roles of 

conducts and a hierarchical structure so that processes and strategies are transparent and 

unanimously accepted by the interested stakeholders. As aforementioned, decision making 

is regulated by the power each member may hold, and SMEs have a minor stake in strategic 

choices. One interviewee reports that the functioning of the whole system is strictly related 

to political choices, and the cooperative norms are almost always imposed by the local DMO 

and the companies being part of the Tourism Board [I5, 3]. 
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One hotelier states that codes of behavior are inescapable. In his words, compliance to fixed 

norms helps in maintaining a climate of loyalty, which is essential when enterprises 

undertake joint actions for the common good.  

“It is very important to have a decent behavior; with decent, I mean 

that if for one reason or another tricky coalitions form, I’d rather get 

off.” Mrs. G., General Manager (owner), An Der Alpen [I1, 13] 

Interviewees report that honesty among local business interactions has always existed [I1, 

14]; [I1, 15] and it is culturally-dependent [I2, 22]. When the IOIS has been proposed and 

implemented, anyway, local actors could recognize a hierarchically superior authority [I4, 13] 

and they agreed to comply with the brand-new regulations in place. 

“Adherence to choices should be the fundamental of being part of this 

reality. Or at least, it is for me. Luckily I don’t have to care about that, 

this is the tourism board’s job”. Mrs. S., General Manager (owner), 

Schwarzenberg [I4, 14] 

The transportation manager considers the shared destination vision as the fuel of growth 

and competitiveness. 

“We take the destination philosophy as our working philosophy. We 

try to transform the principles in our principles, so that sharing 

becomes natural.” Mr. I., Marketing Manager, Seilbahn AG [I3, 10] 

The implementation of an interlinked system engages the affected employees within 

organizational boundaries in specific trainings to ensure efficiency of processes [I3, 11]; [I6, 

3]. Employees receive updates on new versions, features and norms, and they are required 

to periodically attend trainings (data from DMO). 

Face-to-face interactions are considered to be highly instructive moments for small 

businesses entrepreneurs. Meetings are used to clarify procedural uncertainties [I4, 15-16], 

but more often entrepreneurs use fixed meetings to strengthen the already existent ties 

with network partners [I1, 16] and to grab new ideas [I1, 17] that may emerge from 

confrontation. 

“People join meetings to understand what’s happening in the state of 

the art. I have the time to talk to friends about what can be done, 

that I usually don’t have in my daily routine….” Mrs. S., General 

Manager (owner), Schwarzenberg [I4, 17] 
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“….new ideas come up, but usually from the same few. All the others 

are listening and imitating…” Mrs. J., General Manager (owner), 

ENJOY Wellness [I5, 10] 

The IOIS implementation seems to tie together SMEs both online and offline through 

informal and formal regulation mechanisms that bind together actors in a hierarchical 

network. 

 

OBLIGATIONS AND EXPECTATIONS 

The inner altruistic behavior proper of entrepreneurs and the perceptions on the degree of 

partners’ commitment in sharing information have been included in the gathering process 

and categorized under the form of obligations and expectations. 

Respondents report that sharing proprietary information with the other entrepreneurs part 

of the IOIS represents a formal requirement in order to be part of the system. However, they 

hold the jurisdiction to choose what typology of data is suitable for openness. In general, 

market and customers information are assumed to be necessary for the efficient functioning 

of the IOIS, and entrepreneurs are willingly sharing their datasets within the network. 

Financial and highly strategic data are kept within organizational boundaries. 

“ If I’m here, it’s because I want to. For the others I think that is the 

same. If I could help with something, I do it, as soon as I don’t row 

against my business.” Mrs. S., General Manager (owner), 

Schwarzenberg [I4, 9] 

“Well, I think that the contribution my data could give is really 

limited. My idea is (that) we are sharing thoughts and ideas for a 

better future for Kaprun and Zell am See, more than proper facts.” 

Mrs. J., General Manager (owner), ENJOY Wellness [I5, 11] 

External data flow is preponderant and it follows a top-down approach. The SalzburgerLand 

DMO open data policies are encouraging the formation of a linked data ecosystem, by 

instituting a collaborative environment that generates value from information sharing 

among public and private touristic operators, citizens, local businesses and tourists. Through 

semi-automatic interlinking and content analysis, they allow users to turn unstructured 

content into actionable knowledge by making it machine-readable (data from DMO, 

Appendix E). 

Regional policies inform strategies at the destination level [I3, 12], so that actors within the 

network may take advantage of top-quality data. The implementation of the IOIS has 
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enhanced a sharing behavior led by the availability of the aforementioned datasets, and the 

widespread acknowledgement that they represent a remarkable resource for small 

organizations. 

“When the Board was instituted, the overall purpose consisted in the 

enforcement of regional policies for the good of our local businesses. 

That was of great help for small companies, some of them were really 

disorganized. I can see that now they enjoy their presence, maybe 

they’re the ones enjoying the most.” Mr. I., Marketing Manager, 

Seilbahn AG [I3, 13] 

Apparently no precise sanctions are reinforced if entrepreneurs are not using or sharing 

information [I2, 22]; [I3, 14]. Small and medium enterprises consider the system as an 

opportunity for innovation, moreover the decision to participate remains autonomous.  

  

TRUST 

Trust among actors within a touristic network can be analyzed throughout several facets, 

and it appeared to be a fundamental element of the whole analytical process. During the 

interviews, all respondents identified the quality of their mutual relationship as a key point 

in reaching shared goals. The relevance of trust and the consequential impacts of a 

communal technology on it are extracted from peculiar insights. 

Originally, trustworthy behaviors may be identified in the prior ties among small local actors 

[I4, 18]. As aforementioned, family and friends connections represent a strong reality within 

the destination. The restaurant owner states that before brand-new technologies were 

enforced and legally recognized governance institutions existed, all economic transactions 

were based on a significant degree of reliability and social reputation. He explains that 

transactions were mainly finalized through word of mouth, in an informal environment and 

they were usually established among local businesses within the same municipality (Zell am 

See or Kaprun). 

“…we mainly arranged among us. I don’t know, maybe twenty years 

ago Kaprun still looked like far away…” Mrs. S., General Manager 

(owner), Schwarzenberg [I4, 19] 

With the implementation of the inter-organizational system, entrepreneurs of small and 

medium local business have started to get in contact with a broader network of companies, 

intensifying the exchange moments and shifting them on a more formal level [I1, 10]. 
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“…usually all entrepreneurs are happy to participate to meetings. It is 

a nice occasion to talk and get to know each other”. Mrs. G., General 

Manager (owner), An Der Alpen [I1, 16] 

“Maybe that’s just my opinion, but I think that we are building 

syntony. But I don’t know how many entrepreneurs would be here if 

the Tourism Board didn’t set up (meetings) …” Mrs. S., General 

Manager (owner), Schwarzenberg [I4, 20] 

The accountability of the local partners, as well as trust in the governance authority, are 

shaping the willingness to mutually share the critical information needed to achieve 

managerial and marketing objectives. Entrepreneurs feel as part of a solid community, they 

are daily involved in the usage of the IOIS and they are committed to the final purpose of the 

destination strategy. 

SMEs’ entrepreneurs are required to actively share information within the system, and they 

benefit from non-proprietary data coming from other local companies, governance bodies 

and research institutes.  

“ I know that these data are reliable…I guess that otherwise they 

couldn’t be there!” Mrs. J., General Manager (owner), ENJOY 

Wellness [I5, 12] 

“…what I really like about working with others, is that somehow 

everyone gives something, and expects something back, like a big 

family business”. Mrs. S., General Manager (owner), Schwarzenberg 

[I4, 21] 

The role of the entrepreneurs resulted to be fundamental in order to foster creativity and to 

the overall decision-making processes. They are the ones attending formal meetings and 

suggesting new ideas; lastly, they are deciding what kind of data is suitable for internal use 

and how information will be used. The reputation of small and medium local businesses’ 

entrepreneurs is considered to be sunk in historical relationship, and it is strictly linked to 

the reputation the entrepreneur’s family built over time [I2, 18]; [I4, 8]. 

The public intervention and regulatory role is believed to be an essential actor for the 

efficient IOIS implementation [I3, 15]; [I4, 13]. Entrepreneurs consider the Tourism Board as 

necessary in ensuring equity of processes and in coping with informational asymmetries. 

However, four out of six respondents state that the overall functioning of data transmission 

and validation is not completely explicit and, moreover, they perceive that these processes 

are not part of their duties [I1, 18]; [I2, 8]; [I4, 22]; [I5, 13]. 
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The cable car company’s manager provides a deeper insight on trustworthiness across 

organizational boundaries: 

“Each destination is an engine, and information is the fuel that makes 

it work. Of course, each engine needs a precise fuel, otherwise 

nothing works. The local board is in charge of providing the cleanest 

fuel available: it is a huge job, public actors at different hierarchical 

level are involved…what is served to the local entrepreneurs is a 

chewed version of disparate facts” Mr. I., Marketing Manager, 

Seilbahn AG [I3, 16] 

“…to us it’s understandable (IOIS) but I guess that several businesses, 

especially small ones, have no other choice than trust the board and, 

eventually enjoy the outcomes”. Mr. I., Marketing Manager, Seilbahn 

AG [I3, 17] 

Lastly, an hotelier reported that he has started commercial initiatives with partners using the 

shared platform [I2, 23].  

 

OPERATIONAL INSIGHTS 

The IOIS implementation explored throughout the research discloses insights on how an 

inter-organizational information system empowered by destination open data policies is 

affecting the collaborative behavior of small and medium firms part of the network. The 

main impressions regarding the overall outcomes, efficiency and quality of the open 

organizational model have been grouped under the category of “operational insights”. 

The level of participation of small and medium firms in the Zell am See/Kaprun touristic 

destination in the inter-organizational network is high [I5, 16]. The business categorization is 

differentiated, mainly comprehending wellness and health, food and beverage, sports and 

leisure, art and culture, city infrastructures and mobility companies. The accommodation 

sector represents the major stakeholder within the system, since hoteliers are benefiting 

from online reservations.  

Hoteliers report an increase in ROI for online IOIS bookings coming from the IOIS [I1, 19], 

especially during the summer season [I2, 24]. However, the platform is not considered the 

most efficient medium in number of bookings and in commission/transactions costs [I1, 5]; 

[I2, 6]. 

“…and it’s a big destination, if you get a lot of inquiries, they have a 

lot of visits on their website, but the bookings are done somewhere 
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else, and this is why the destination is so extremely strong on 

booking.com, it sends a lot of international guests. In this sense the 

destination system cannot skim a lot”. Mr. H., CIO, Steiner 

Kulturhotel [I6, 4] 

The impact on revenues is perceived differently from the cable car company, the restaurant 

and the wellness center. They indirectly benefit from the system: namely, they principally 

depict it as a marketing tool to raise the level of online promotion[I4, 23]; [I5, 14]; [I6, 5], to 

positively affect the destination competitiveness [I4, 24] and to ensure the flow of key 

information [I3, 16-18].  

“Yes, which is fine, lot of tourism organizations…for long time in 

Austria there were a lot of specialist, as Golf in Austria, they had the 

same discussion, whether they were info platform or booking 

platform. And in the end I think that you cannot still afford not to be 

both”. Mrs. J., General Manager (owner), ENJOY Wellness [I5, 15] 

The overall quality of the information received is assembled through the frequency of 

updates, the distinctiveness of information and the degree of content produced by the IOIS. 

The regularity of data integration is considered as a winning pillar [I2, 25]; [I3, 19], since 

prompted data facilitate the understanding of market dynamics and changes in customer 

needs [I1, 6-12]; , subsequently sustaining rapid changes in internal strategies [I1, 20]; [I2, 

15]; [I4, 25]. The quality of information introduced in the system is reported to be elevated: 

this perception can be extrapolated from the general opinion that the strategies at 

destination level are considered competitive and the market reach of the destination 

website is experiencing a positive growth during the years, due to the customer’s high 

usability of information and quality of destination content (data from DMO).  

The information flow and the improvement of overall service delivery are tightly tied to the 

IOIS infrastructure. The small and medium enterprises sampled in this study are affected by 

the technologic infrastructural issues typical of companies with the same organizational 

structure [I2, 2-5]; [I3, 5-20]; [I4, 22]; [I5, 2]; [I6, 6-7]. 

The IOIS results to be easy to use [I6, 8] regarding the daily routines. However, companies 

clarify that the system possesses a dynamic infrastructure, and it is often subject to 

structural changes [I4, 25]. Back office employees need regular trainings because of their 

lack in technological capabilities. The overall reliability of the infrastructure appears to be 

strictly connected to the governance institutions, since they hold a direct contact with the 

regional DMO and filter the information to be included in the system. The integration of the 

inter-organizational system with other internal systems results to be facilitated by the 

infrastructure basic design, which allows for data export [I2, 3]and provides statistic tools to 
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enterprises [I6, 7]. However, the internal organizational processes are mainly sustained by 

proprietary CMS, online reservation systems and supply chain management systems [I6, 9]. 

“Of course we have our private systems that we use on our private 

website and inside our organization. The destination system provides 

us great tools, but it cannot supplant them…not everything can be 

shared…”. Mr. H., CIO, Steiner Kulturhotel [I6, 10] 

“ I think it’s a serious help for us in explaining to tourists what we can 

offer, and why they should come to Zell am See. We are buried by 

paper brochures and flyers at the entrance, the only ones looking at 

them are kids playing with them”. Mr. H., CIO, Steiner Kulturhotel 

[I6, 11] 

“ …as if Tripadvisor wasn’t revealing the truth; customers are talking 

to each other, they want facts, they want it now. I think we’re pretty 

good at that…”. Mrs. G., General Manager (owner), An Der Alpen [I1, 

12] 

Entrepreneurs recognize the importance of fostering community mechanism to enhance 

customer’s retention, and they consider the IOIS as an efficient instrument to intensify 

participation across the diverse social groups. 

 

6.4 ASSESSMENT OF IOIS IMPACTS ON SMEs RELATIONSHIPS 

The field research conducted within this project displays a complex system of relational 

interactions among the destination stakeholders of Zell am See/Kaprun. The implementation 

of the destination IOIS has been presented and analyzed to provide an overall insight about 

the infrastructure and the main reasons behind adoption. Subsequently, the main findings of 

the effects of IOIS implementation on small and local businesses’ relationships have been 

presented. The insights reported by the respondents have been grouped under categories 

extrapolated and informed by a sustained body of knowledge.  

The present section aims at the assessment of the deduced benefits and barriers generated 

by the application of the open technology on the SMEs´ mutual relationship, with the final 

purpose to answer the prefixed research question. 
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6.4.1 Relational Structure 

The stakeholders are organized in a particular network conformation, characterized by high 

centralization in decision-making and high network density, namely what Bodega, Cioccarelli 

and Denicolai (2004) identifies as corporative model. Within this framework, decisions are 

implemented by few central entities and processes are informed by strategic management 

sciences. However, this conformation possesses a common disadvantage: low procedural 

flexibility leading to a flat and impersonal touristic product. In order to deal with rigidity of 

processes, the suggested tactic relies in the implementation of new inter-organizational 

systems that solicit informal and horizontal coordination. Zell Am See/Kaprun is fostering the 

utilization of its IOIS in order to strengthen horizontal ties among small and medium touristic 

businesses. 

Horizontal relationships among SMEs can be highly explained by the historical relations 

families within the district built over time. The implementation of the inter-organizational 

system opened up the possibility to strengthen prior ties due to the enhanced frequency of 

physical contacts. When meetings occur, stakeholders engage in creative processes that 

foster knowledge exchange and the sharing of new ideas. However, informal relationships 

result to be an intense medium of information exchange, and SMEs often consult each other 

in a private form before enacting joint decision-making. Prior consultation secures processes 

and allows smaller firms to retain a more robust stake within the network. 

Meetings disclose the possibility to establish new ties with new partners or to reinforce 

weak existent ties. Reinforcing weak ties can be influential in avoiding informational 

fragmentation (Granovetter 1973), and it strengthens collaborative behaviors by stimulating 

a sense of social identity. Small and medium enterprises frequently intertwine brand-new 

relationships with new partners entering the system. Relationships with new partners 

influence patterns of social exchange and the overall network stability by introducing new 

information within the system, thus fostering knowledge access and creation (Nahapiet and 

Ghoshal 1998). Indeed, this process appears to be effective within the studied system. The 

DMOs delegates confirmed that every year new SMEs enter the IOIS and they share 

proprietary information with their partners. Moreover, new ties initiated among members of 

Highlight from Theoretical 

Framework 
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the two different municipalities that were not active before the IOIS implementation (data 

from DMO), this fostering the identification of actors within the network and lowering risk 

perception linked to business transactions.  

The injection of open data within the system offers the possibility to work together on a 

transparent, standardized and reliable set of information, influencing both formal and 

informal decision-making. SMEs reported their willingness to cooperate on a horizontal level 

if destination strategic goals are to be achieved, and they perceive the utilization of the 

system as fundamental to inform internal and shared policies. 

Vertical interactions impacted by the IOIS may be studied by analyzing the power structures 

enacted by the system and how they affect SMEs mutual relationships. As aforementioned, 

the bargaining power exerted by the small enterprises is reported to be dependent on the 

degree of economic spillovers within the destination. In order to be heard, they have to act 

in groups. 

The board in charge of the IOIS implementation is composed by hoteliers, members of SMEs, 

members of large companies and the majors of the two municipalities. All the interviewed, 

except one, are not part of the Tourism Board. Their perceptions show the role of the 

governance actors to be often linked to political stakes, thus not always transparent in 

choices regarding rules of conduct and joint decision-making. This appears to contrast the 

overall purpose of open policies, strictly linked to procedural transparency and democratic 

data usage. The uncertain role of the DMO governance may lead to disengagement and to 

the naissance of egoistic or opportunistic behavior that hamper the prospering of 

cooperative environments, provoking mistrust in some governance decisions. 

The transportation company is the only respondent part of the Tourism Board, holding a 

major stake and decisional power compared to the other interviewees. Indeed, the main 

insights show an intense engagement of this company to the IOIS. The manager displays a 

strong empathy with the destination shared goals and vision; a deep commitment can be 

partly attributed to the conspicuous amount of financial interests related to the IOIS 

implementation and control. The other respondents not part of the decisional board display 

compliance with the strategic choices at the destination level and a good level of harmony 

with the shared vision and goals. In general, they perceive the utilization of the system as 

beneficial for the destination level policies, in that it brings in high quality data and foster 

innovative and competitive ideas. However, the low degree of control over the decision of 

how data will be used seems to undermine feelings of self-efficacy and to slightly 

disincentive participation.  

The power distribution makes the Zell am See/Kaprun destination highly centralized in 

strategic decision-making. Nevertheless, SMEs entrepreneurs state that they may stand for 

their opinions and eventually contribute to encouraging changes. The Tourist Board is 
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perceived as a control organization that ensures appropriate rules of conduct; it is a reliable 

source of quality and timing information; with this information, it nourishes shared policies 

that benefit enterprises, especially SMEs that lack technical capabilities and infrastructures. 

From the analysis of the power mechanism, open data usage is undoubtedly positively 

impacting the horizontal ties structure among SMEs. However, on a vertical level, the IOIS 

seems to enforce the already existent power structures that may go to the detriment of the 

overall collaborative potential. 

 

6.4.2 Relational Quality 

IDENTIFICATION 

The implementation of the IOIS raised the level of cohesion across members of SMEs. Prior 

ties among actors appear as a robust base for knowledge fostering and group behavior is 

preponderant within the network. New actors entering the system are expanding the 

network density, contributing to the development of touristic services within the destination 

through the contribution of brand-new information and ideas. However, the entrance of 

new members within the system means new competitors within the market, whom benefit 

from the shared information and intensify competition.  

A regime of coopetition among similar actors within a touristic network has been exalted by 

a wide number of scholars (Hunt 1996, Bengtsson and Kock 2000), but it is not exempt from 

behavioral downsides as individualistic or opportunistic conducts. Small and medium 

enterprises in Zell am See/Kaprun report that, despite a communal willingness to share 

information across boundaries, internal strategies are not publicly displayed. This behavior 

can be explained by the intrinsic nature of financial sustainability, which establishes 

individualistic interests as priorities. Moreover, actors express the awaited favorable return 

on investment as strong reason behind IOIS adoption, to the detriment of common 

destination goals and outcomes. 

The participation to the system reported to generate a sense of pride among the SMEs 

involved. Mutual help is intense, and actors carry a sense of self-efficacy in collaborating 

with others for the social good. The willingness to actively participate to the destination 

decision helps creating a common vision and a set of shared common goals (Chow and Chan 

2008). Moreover, the commitment to the social good balances the drawbacks generated by 

opportunistic behaviors dictated by financial individualistic interests.  

The utilization of the inter-organizational information system was reported to strengthen 

the ties among SMEs part of two different municipalities. The identification of the two 
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different groups as a homogenous entity is salient, since universal participation symbolizes a 

cornerstone in open ecosystems creation (Smith, Elder 2010), and open policies may really 

be efficient only when all actors participate in a regime of mutual exchange. 

Entrepreneurs are considered to be the main supporters of cohesion in comparison to other 

members inside each organization. This is no surprise, since they are the ones attending 

formal meetings and taking group decisions. Entrepreneurs detain a strong leadership role 

within and across organizational boundaries, and a restricted group of them hold significant 

decisional power within the network, affecting the contemporaneous behavior of the other 

actors involved. The identification of SMEs within the destination may be strictly interlinked 

to the individual sense of community each leader possesses.  

Lastly, the governance organisms detain the duty to align the different individualistic 

interests each small and medium firm holds toward the creation of an open system where 

open data policies may efficiently be used for the reach of common goals. The research 

shows that the Tourism Board is successfully acting as glue among actors: it involves actors 

in joint decisions and it provides strong reasons for participation. This can be evinced by the 

overall shared perception that social arrangements are fundamental for competitiveness in 

the long term and vertical collaboration is necessary in order to face environmental 

challenges. 

 

SHARED NORMS 

The research discloses that norms of reciprocity and respect exist both in the formal and 

informal environment.  

Tacit codes of conduct appear to belong to the historical relationships among SMEs and 

honesty among actors is reported to be culturally dependent and always existent. The level 

of business transactions among local actors was high even before the IOIS implementation, 

this explaining the natural development of mutual behavioral agreements (Shapiro, 

Sheppard & Cheraskin 1992). Coleman (1990) relates the engagement in loyal social 

conducts to network density, high in the Zell am See/Kaprun district. Further, geographical 

proximity is among the variables impacting common rules formation (Molina Morales, 

Martinez Fernandez 2010), even if in the presented case study tacit rules appear to be more 

prevalent within each municipality than across borders. 

After the implementation of the IOIS, formal rules of conduct emerged in order to regulate 

joint decision-making and information flows within the system. The DMO primary aim 

consists in reducing risk of improper use of knowledge engendered by the open data 

policies. Indeed, SMEs perceives the creation of common norms as fundamental in order to 
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reduce moral hazard in transactions and ensure loyal behaviors. However, rules of conduct 

are considered to be strictly institutionalized and related to the destination political stakes of 

major stakeholders. The honest and trustful climate expressed by respondents may be then 

undermined by the dominant role of the governance institution, more than by the 

endogenous characteristics of the network. An interesting consideration regards the 

sustained amount of transactions still undertaken by SMEs that rely on prior informal ties. 

Nevertheless, the information brought in by the system enhanced the overall number of 

formal transactions among SMEs (data form DMO) and no social sanctions appear to be 

enforced by the Tourism Board. A low level of opportunistic behavior can be explained by 

the existent cultural tacit codes among SMEs, by the reputation of local entrepreneurs and 

by the autonomous choice of entering the system. Entrepreneurs recognize the social and 

economic benefits enhanced by destination policies on individual and shared interests, this 

leading to a higher willingness to comply to shared institutionalized norms (Helmsing 2001). 

The governance body holds a powerful role in fostering common rules of conduct for the 

efficient implementation of open data policies. The promotion of frequent meetings is 

supposed to strengthen the bonds among actors by enhancing the overall credibility and 

reliability partners place on common institutions, norms and standards (Nohria and Eccles 

1992). Trainings to back-office employees (often the very same entrepreneurs) intensify the 

understanding of operational procedures and strategic choices, consequentially embedding 

social norms in the daily routines (Cabrera and Cabrera 2005). Indeed, respondents are not 

particularly familiar with the technological infrastructure and the different strategic 

purposes of open data implementation within the destination strategies, and they 

acknowledge the fundamental support function of the destination management 

organization. 

 

OBLIGATIONS AND EXPECTATIONS 

The altruistic behavior of SMEs’ entrepreneurs within the destination is to be found in the 

effects of their fixed characteristics, the effects of their general behavior and the IOIS 

contextual factors affecting the members of the group. 

Firstly, the inner generous inclination of entrepreneurs impacts the willingness to share 

information with other partners (Baron and Markman 2000). The investigation shows that 

entrepreneurs hold an overall positive reputation of other SMEs entrepreneurs, especially 

the ones they undertook previous professional transactions with. In general, respondents 

stated that mutual help is a natural component within the network, and, with a few 

exceptions, every entrepreneur is keen on sharing. 
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As aforementioned, the relationships among entrepreneurs generated through a path of 

longitudinal personal and professional moments occurring before the system 

implementation. The commitment to mutual information sharing can be explained in the 

strength of prior ties and in the duty of helping that is usually typical of networks marked by 

a deep sense of membership (Constant, Kiesler & Sproull 1994, Baron and Markman 2000). 

Group behavior is preponderant among the Zell am See/Kaprun actors in order to acquire 

bargaining power, and entrepreneurs recognize that opportunistic or individualistic behavior 

mean social exclusion from the group, even if no legal sanctions are provided by the system. 

Lastly, formal requirements of IOIS provide a certain degree of induced Knowledge 

transmission practices. However, entrepreneurs reported the sharing practice as necessary 

for an efficient strategic implementation and for the achievement of common goals, and 

they do not feel forced to contribute, since they hold total control on the data they decide to 

integrate. 

Overall, obligations and expectations seem to be only peripherally impacted by the IOIS 

implementation, since altruistic practices are linked to social variables as group behaviors 

and endogenous factors. Nevertheless, the willingness to share may grow given the 

establishment of common strategies valued by the group.  

 

TRUST 

The study displayed a wide set of insights showing the impacts of the IOIS implementation 

on trust across horizontal and vertical relationships, or rather the aggregation of SMEs 

contacts and the connection among SMEs and the governance institution. 

The emergent perceptions may be grouped in three main categories. Firstly, trust appears to 

be related to the social groups’ similarities and the expectations of partners’ accountable 

behaviors. In the second place, respondents allocate high relevance on prior experiences 

with local entrepreneurs and with governance institutions when undertaking economic 

transactions and in information sharing. Thirdly, trust in the local DMO and in the system is 

reported to influence trustworthiness perceptions on other SMEs entrepreneurs and on the 

outcome generated by the interactions. The reported insights are consistent with Zucker´s 

(1986) categorization of characteristic-based, process-based and institutional based trust in 

ongoing network relationships. 

Fixed characteristics of small and medium business entrepreneurs are reported to be at the 

base of the decision to undertake business transactions. Entrepreneurs’ reputation seems to 

be related to cultural and social variables independent from the IOIS existence. However, 

after the IOIS implementation, entrepreneurs expanded their network through offline 
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meetings and face-to-face interactions, enhancing embeddedness and identification, 

positively related to trust development. Moreover, as aforementioned, the system enhanced 

the expectations of altruistic behaviors, reducing risk perceptions in transactions with new 

partners. 

Prior experiences among entrepreneurs and with governance organs are influencing mutual 

trust perceptions among partners within the system. Entrepreneurs stated that information 

exchange and decision making is highly linked to the degree of trustworthiness they hold 

toward other partners, namely trust perceptions they developed before the IOIS 

introduction. However, respondents collectively agreed that the system contributed to the 

strengthening of new ties: new partners are perceived as reliable and accountable, making 

them trustworthy counterparts in business transactions. 

Prior experiences with the DMO are related to the perceptions of future safe and positive 

experiences generated by the system, however no specific insights on prior transactions with 

the Tourism Board can be extrapolated by data. Nevertheless, the governance organism is 

composed by community members elected by local actors, considered to be competent and 

reliable in respecting the individual and shared interests. Moreover, entrepreneurs hold a 

stake in decision-making within the system, this leading to more transparent and democratic 

processes directly related to overall trust increase (Rose-Ackerman 2001). 

The strongest impact of the IOIS implementation on trust is strictly dependent on the 

governance intermediation. Trust among partners resulted to be enhanced when 

governance organisms operated as boundary spanners. Indeed, respondents perceives 

operations regulated within the system to be safe since the Tourism Board regulates the 

entrance of actors and the collaborative practices among them, consequentially impacting 

mutual trustworthiness. However, from the analysis, respondents stated that not all 

decisional processes are crystal clear. From the analysis, this opinion is widespread but 

blurry, and interviewees sometimes contradicts previous statements. 

Overall, the governance actor is considered as a fundamental pillar in IOIS implementation. 

SMEs entrepreneurs and employees report to lack technological and managerial capabilities 

to ensure the efficient functioning of the system, and they possess a limited knowledge on 

the open data policies and how they inform shared strategies. For that reason, they have 

faith in the strategies implemented by the Tourism Board and they consider the system as an 

internal R&D department not affordable otherwise. 
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7. DEGREE OF OPENNESS 

Following the theoretical framework illustrated in chapter 4, the primary analytic process 

unfolded the main reasons behind the adoption and implementation of an inter-

organizational information system powered by open data policies. The second step aimed at 

discovering the relational changes small and medium actors within the destination 

experienced after the IOIS implementation. The process consisted in a decomposition of the 

relational dimension of social capital in order to acquire more comprehensive insights on 

individualistic and group dynamics. 

The third step reassembles the relational categories to evaluate how they shaped the 

collaborative potential in the creation of an open ecosystem. Smith and Elder (2010) 

perceive ICTs to encourage the creation and prosperity of open social arrangements, or 

rather social relationships that favor: 1) Universal over restricted access; 2) Universal over 

restricted participation in informal and formal groups/institutions; 3) Collaborative over 

centralized production. 

The present thesis assimilates the aforementioned three principles as key aspects of open 

systems development, it considers the IOIS implementation as the technological enabler and 

it integrates the social domain of SMEs relationships to provide a critic answer to the 

research question. 

 

 

 

 

 

7.1 UNIVERSAL ACCESS 

The IOIS implementation among SMEs in Zell am See/Kaprun is affecting the operational 

dimension proper of open systems, namely the efficiency of data exchange and reuse. 

 

Universal Access Universal Participation 

Highlight from Theoretical 

Framework 
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The technical and informational benefits generated by a specific ICT artifact yield a deeper 

understanding of IOIS adoption. In this section the direct components of IOIS 

implementation on operational efficiency are presented. 

First of all, operational efficiency is directly linked to data quality, usability, integration, and 

to the compatibility with the other internal systems. 

 

FEATURES  

DATA QUALITY Information are perceived to be distinctive in informing 
destination and internal strategies, since they facilitate the 
understanding of market dynamics and changes in customers’ 
needs, throughout free access to a centralized set of data. The 
destination website is perceived to be a powerful informational 
tool thanks to the high quality of published content. 

DATA UPDATE External information is easily and frequently updated thanks to 
the open standards utilization and the common technical 
infrastructure. 

DATA INTEGRATION Datasets can be easily integrated to SMEs internal systems. 
Standard format allows quick integration of internal data within 
the system. 

 

Small and medium enterprises are reporting different beneficial operational aspects related 

to open data implementation: 

 

DATA QUALITY  Higher visibility and reachability in the competitive arena 

 Shared R&D  

 Informed decision making (internal and external) 

 Competitive strategies at destination level 

 Reduced inefficiencies in internal strategic decisions 

DATA UPDATE  Reduced costs in gaining information 

 Responsive change in strategic approach 

 Responsive answer to customer’s needs 

DATA 
INTEGRATION 

 Network effect 

 Empowered communication across boundaries 

 Structured decision making 

 Improved vertical coordination 

 Increased process standardization/heterogeneity 
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Operational efficiency is also linked to the IOIS infrastructure. The main benefits 

extrapolated from the research concern the following domains: 

 

POOR FINANCIAL RESOURCES SMEs in Zell am See/Kaprun lack financial resources 
for the internalization of data gathering processes. 
The expenses related to the IOIS participation are 
lower than the costs associated to the 
implementation of an internal research 
department. 

LOW IT READINESS SMEs highly benefit from the external aid provided 
by the IOIS and by the local DMO in terms of 
internal human capabilities development.  

LACK OF INFRASTRUCTURE SMEs benefit from the usage of a shared 
infrastructure. IT infrastructure risks (technology 
change risk, lack of knowledge/requirements risk, 
business changes risk, price risk, managerial 
support risk) are sustained by the governance 
actors.  

 

 

7.2 UNIVERSAL PARTICIPATION 

Universal participation refers to the degree of cooperation among SMEs stimulated by the 

IOIS actualization. In this section, the indirect impacts of IOIS implementation on operations 

and strategies are analyzed throughout the change they generated on SMEs relationships. 

The actual cooperation level may be inferred from the projection of the change in relational 

dimension on the open system efficiency. In other words, each relational variable affected 

by IOIS implementation will consequentially shape the overall cooperation processes within 

the system. 

From the previous analysis, each variable inferred from the theoretical background has 

contributed to the motivation of actors to exchange and reuse information, even if on a 

different intensity base. The relational benefits and barriers to a successful actualization of 

open data policies may be only gathered when a more comprehensive approach is 

undertaken. 

First of all, the field research reveals prior ties as a preponderant element within the system. 

Prior ties are part of the structural domain of social capital and they facilitate the access to 

resources by reducing the time and investment required to acquire information.  
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Zell am See/Kaprun has been a famous alpine destination since 1875. Formal and informal 

relationships among small actors formed in line with the tourism demand development, and 

SMEs’ ownership is mainly preserved within the familiar sphere. The long-standing 

reputation of entrepreneurs, the cultural similarities and the built-up level of cohesion and 

participative pride enhance mutual help among SMEs entrepreneurs. Past experiences 

among actors reduce the fear of opportunistic behavior and risk perception in future 

transaction. Social norms of behavior were already existent before the system introduction, 

and tacit codes of conduct are informally maintained with no need for social sanctions to be 

enforced, since every actor has high expectations of a general altruistic behavior. The 

benefits of prior ties are independent from the IOIS implementation. However, that does not 

imply system inefficiency. Prior ties add value to the system in two successful ways: 

 

 The system revealed a high level of efficiency since the beginning. Prior ties 

embedded in the system disclosed an already rooted social capital that is 

fundamental at the IOIS introduction phase within a touristic network. The existent 

social capital enhanced the willingness to share information among actors and to 

strengthen trust, identification, altruism and honest behaviors. 

 

 After the IOIS implementation, the network expanded. New entrepreneurs entered 

the system and members of the two different municipalities met at formal meetings. 

At the beginning, groups were formed by members sharing a prior relationship. 

Longitudinally, meetings fostered cohesion and embeddedness, and the already 

established relationships molded the contemporaneous behavior of actors, 

stimulating collective behavior and positive outcomes. 

 

Nevertheless, prior ties are not exempt by individualistic behavior that hampers the 

collaborative potential and the information exchange. Self-centered economic interests are 

among the first reasons behind IOIS adoption (Sigala 2014) representing a barrier to 

common destination goals and outcomes. 

An additional main insight extrapolated by the study is the general perception of SMEs that 

collaborative behaviors (and information exchange) are fundamental to sustain 

competitiveness. Actors acknowledge the importance of having common vision and goals to 

face environmental challenges, this leading to enhanced collaborative practices. Since 

entrepreneurs consider collaboration necessary for the social good, they are willing to 

cooperate and they feel proud of being part of the system. Mechanisms of mutual help, 

identification and trust on both horizontal and vertical level ensure engagement of actors to 
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actively and promptly share data, this leading to higher operational and processing 

efficiency. Common vision and goals are also enhanced throughout face-to-face meetings, 

where collaborative behavior assume its most practical form. Human contact usually 

assumes an inferior value in the analysis of IT artifacts. Within this thesis, it proved to be an 

essential element if collaborative behavior is to be attained. Relationships are, principally, 

built offline. 

Lastly, universal participation results to be highly regulated by the role governance actors 

hold within the system. The local DMO adjusts the policies at regional level into shared 

strategies applicable at a local level and it regulates the flow of information within the 

system. Shared norms of cooperation are considered to be formally established, and actors 

usually comply with hierarchical decisions, that often results unclear or led by political 

motives.  

The DMO enables peer effects through meetings and face-to-face interactions, in which 

members of the two different municipalities interact and strengthen cohesion. Moreover, 

the governance institution is considered to reduce opportunistic behaviors through the 

support of trustworthy perceptions about partners and around economic transactions. SMEs 

entrepreneurs consider the local DMO as the only actor within the system being able to 

efficiently sustain procedures, to raise visibility and to foster innovation at the destination 

level. 

The analysis shows that the governance institution in Zell am See/Kaprun is a key driver in 

information promulgation and in knowledge creation. It is in charge of shaping policies 

around local capabilities in order to contribute to individual and common competitiveness. 

In this sense, the Tourism Board is integrating the local physical and human capabilities with 

the embedded knowledge within the network structure. The open data policies nourish the 

existent knowledge base, fostering cumulative learning at the base of network 

competitiveness. 

 

7.3 COLLABORATIVE PRODUCTION 

The degree of improved overall collaborative production can be extrapolated by the overall 

improvements in universal access and universal participation generated by the IOIS 

implementation.  

In the two previous paragraphs the impacts of the technical infrastructure and of the mutual 

relationships among actors have been analyzed in order to assess the direct and indirect 

benefits of IOIS usage on SMEs within the Zell am See/Kaprun touristic district. The main 

findings reveal that both the social environment and the technological supports shape each 
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other contemporaneously and they sustain a singular collaborative form composed of 

multiple facets. The previous analysis unfolded the successful variables leading to the 

creation of an open ecosystem. However, collaborative production is not immune to 

drawbacks that may hamper its development in the long-run. 

 

Informational role of website 

The online marketing strategy of Zell am See/Kaprun on the destination website generates 

direct economic benefits to the accommodation sector, since the platform includes a direct 

online reservation system interlinked with the internal CRM of each hotel in the area. All the 

other small and medium businesses only indirectly benefit from the website since customers 

may use it as infomediary. The informational role of the destination website generated 

feelings of inequity among the non-accommodation entrepreneurs, which may lower the 

collaborative intentions in the future (Flanagin, Park & Seibold 2004). 

 

Low understanding of open data policies 

The analysis of data gathered among SMEs entrepreneurs reveals that open data policies are 

discussed and molded at a top hierarchical level. The local DMO is in charge of informing 

shared strategies, and SMEs members do not usually hold strong decisional power and are 

not particularly involved in governance decisions. Even when entrepreneurs trust the 

authorities, a climate of uncertainty may lead to disengagement and disincentive the 

willingness to participate and share substantial information within the system (Lewis 1998, 

Roberts 2000). 

 

Political influence in destination level decision-making 

The results report a shared perception among small and medium enterprises that the 

governance actor is somehow overwhelmed by the political environment surrounding 

strategic decisions at destination level. When the political muscle dominates management 

processes, a climate of mistrust may hamper the engagement of actors within the system, 

lowering the level of participation and triggering individualistic or opportunistic behaviors 

(Puranam and Vanneste 2009). 
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Low procedural transparency of governance 

Transparency and accountability are among the key dimensions of local tourism governance 

effectiveness (Beaumont and Dredge 2010) and the guiding principles in open data policies 

implementation (Zuiderwijk and Janssen 2013). Respondents refer that data transmission 

and validation are not completely explicit and they do not hold a stake on them. Low 

transparency of processes may disengage actors within the system, since actors cannot 

properly evaluate the decision-making processes and information sharing can be perceived 

as worthless. 

 

Impacts of private interests on common good 

Private interests are contemplated among the leading reasons in IOIS adoption (Sigala 2014). 

Indeed, SMEs in Zell am See/Kaprun utilize the IOIS to inform internal strategies in order to 

reach economic benefits, still treated as priorities. If individualistic interests overcome 

shared interests in achieving a common good, trust and altruistic behavior may significantly 

decrease, since actors perceive obstruction towards shared roles of conduct. 

 

Novelty engendered by the IOIS 

With the implementation of the IOIS, SMEs enjoy a common platform where everyone could 

share proprietary data and where everyone could benefit from receiving high quality data to 

be integrated in the internal strategic decisions. The high network density, however, may 

lower the level of novelty engendered by the system, since actors experience informative 

redundancy (Burt 1992), and new knowledge combination may decline (Gilsing et al. 2008). 
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8. CONCLUSION AND IMPLICATIONS 

8.1 CONCLUSIONS 

The theoretical and analytical structure of this study has been molded by the following 

research question: 

How can small and medium enterprises belonging to a touristic network benefit from an IOIS 

implementation sustained by open data policies? 

From the main findings, the overall answer consists in the creation of an open ecosystem 

that implement universal access to information and universal participation among actors, 

empowering the collaborative potential of the network. 

The open ecosystem improves knowledge transmission across boundaries. The processes of 

information flow have to be found in the technological choices of the network and in the 

social arrangements instituted among actors, since the technological and social 

environments shape each other simultaneously, in a cyclic way. In order to gain practical 

insights, the touristic destination of Zell am See/Kaprun has been chosen as an explicative 

case study where open data policies enhance the collaboration among small and medium 

enterprises. 

Open data policies are implemented through an inter-organizational information system 

where external and internal information flows inform individual and common strategies. The 

main reasons behind IOIS adoption have been analyzed together with the operational data 

features. The research showed that the use and implementation of this system facilitate the 

connection among partners and generate direct informational and strategic benefit through 

the degree of data quality, data update and data integration. Moreover, the system 

successfully addresses the needs for financial, human and technological sustain of small and 

medium entrepreneurs that strive for innovation, but most of the time cannot afford it. 

The successful implementation of open data policies is also dependent on the relational 

structure and quality of ties among actors. The main findings showed that the degree of 

collaboration is molded by the prior ties established among entrepreneurs, by the interest to 

reach common goals and by the intermediary role undertaken by the governance 

institutions. These aspects are reported to change the relational basis among SMEs 

entrepreneurs, consequentially indirectly benefiting/hampering the IOIS operational and 

strategic outcomes. 

As a final remark, open data policies benefit small and medium enterprises in a dual manner. 

From an individualistic perspective, they offer to small and medium enterprises an efficient 

innovative pool of information positively related to business growth. At the destination level, 
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open data policies activate the collaborative potential required in order to be competitive in 

the long run. 

 

8.2 MANAGERIAL IMPLICATIONS 

From the prospectus and from the final remarks to the main findings of this research, some 

major implications may be extrapolated, since they are of relevance for the optimization of 

practices within the inter-organizational open ecosystem of Zell am See/Kaprun. 

First, the investigation highlighted the role of the destination website as a powerful 

information platform, able to reach the target customers and to attract them to the area. 

However, the marketing strategy presents some problems concerning equity. In other 

words, the accommodation sector enjoys direct economic benefits from the dedicated 

reservation management system, while the other small and medium enterprises indirectly 

benefit from the platform. Moreover, the RMS is not considered the most efficient medium 

in number of bookings and in commission/transactions costs. A practical action that can be 

undertaken consists in the creation of a holistic platform dedicated to customers, where all 

small and medium actors may benefit from direct bookings in order to avoid demand 

fragmentation. A complete integration of the actors within the system allows for a proper 

web site evaluation, since the DMO have access to the fundamental data to assess e-quality, 

customers’ satisfaction and loyalty. Moreover, it can develop performance measurement 

that will inform future strategic choices. 

A further implication is inferred from the role that private interests assume within the open 

system. Small and medium entrepreneurs of Zell am See/Kaprun are highly tied to individual 

interests and strategies, although they show alignment with the destination shared goals 

and they are willing to share information within the system. Since the internal financial 

performance is necessary for each firm’s economic sustainable growth, a deeper analysis on 

the effective conformity of shared and individual goals is recommended. Moreover, the 

nonalignment between destination and individual plan may be partly caused by the low 

understanding of open data policies among SMEs. A higher level of engagement of SMEs 

within the shared strategic decisions and a more inclusive management approach of the 

local governance organs should be developed in order to set clearer objectives leading to a 

sustainable success in terms of destination competitiveness. 

The third managerial implication concerns the transparency of processes and decision-

making of the destination governance. The analysis highlighted the uncertainty feeling 

among SMEs around the implementation of open data policies and the perception that 

decision-making is highly influenced by political stakes across the hierarchy. Good 
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governance, namely authorities able to converge the different stakeholders’ interests, needs 

to possess a high degree of internal and external legitimacy, where the actors involved 

perceive policies and decision to be transparent, accountable, equitable and inclusive. A 

future recommendation could be a higher level of flexibility of the governance organ, which 

may take advantage of prior ties and social capital among actors to achieve shared decisions 

still controlling for network stability. In other words, a lower level of centralization on 

decision-making processes may better address the problems of local tourist actors. A flexible 

network structure empowered by an innovative IOIS and by harmonious social arrangements 

will be able to reconfigure every time and to adapt to the changing environment in order to 

face competitive challenges. 

  

Coming together is a beginning; keeping together is a progress; 

working together is success. Henry Ford 

 

8.3 LIMITATIONS AND SUGGESTIONS FOR FURTHER RESEARCH 

Limitations concerning the generalizability of the findings due to specific type of IOIS, the 

restricted context, the dimension of the sample and the data gathering choices are 

presented and discussed in chapter 2 and displayed across the project when convenient. 

However, other factors should be considered for an effectual understanding of the present 

thesis.  

Firstly, the respondents selected for the interviews were general managers/owners. This 

choice was dictated by the necessity to gather a direct understanding of group behaviors 

and dynamics. However, even though entrepreneurs are preferable in order to highlight the 

relational changes generated by the IOIS, sometimes the main functioning of the system and 

the infrastructural benefits are better gathered from the dedicated employees’ perspectives. 

Further research on this case may expand the sample to different departments within each 

SME in order to gather wider insights. 

Within the case study’s boundaries, the sample may be extended to a higher number of 

small and medium enterprises. An interesting development concerns the inclusion of non-

members (SMEs that decided NOT to participate), in order to test the main findings for 

alternative explications. Moreover, the study highlighted slightly different insights from the 

cable car company’s manager, part of the Tourism Board. Further research could investigate 

the difference in perceptions and how they impact the IOIS implementation.  
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Another limitation related to the case study consists in the lack of quantitative measurement 

that allows for data triangulation, enhancing validity. The inclusion of performance 

measurements, website analytics and customer’s metrics would complete the analysis of the 

overall beneficial support that the IOIS stimulates. 

Lastly, the role of governance and the vertical relationships among network’s actors were 

not the primary focus of the present study. However, important insights were extrapolated 

form the findings, leading to a better understanding of the general outcomes. Future 

researches may stress the vertical dynamics and the consequences of the IOIS on the 

formation of strategies at regional level. 

Future research outside the case study’s boundaries may extend the generalizability of 

findings through cross-case comparisons within a wider geographical area. However, 

attention should be paid if juxtapositions to other social contexts are undertaken: open data 

policies still lack an effective exploitation of the overall benefits. Indeed, the delimitation of 

the present research is meant to avoid simplistic assumptions that may derive from 

generalist approaches. 
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Appendix 

APPENDIX A – INTERVIEW GUIDE STRUCTURE 

Introduction of the aim of the research and explication of the interview focus.  

Overarching theme 

This section is meant to open up the interview, to make the interviewee more comfortable and to 

start a brainstorming process. Moreover, a first impression of the general working environment may 

provide important insights that will lead the following interview. The overall intention is to grasp the 

existent collaborative practices among actors. 

 Working environment 

 Business sector 

 General relations among actors 

 General functioning of the IOIS 

Identification (participation, self-efficacy, cohesion, social ties, mutual help…) 

This section aims at discovering what is the role of the interviewee within the community, the level 

of cohesion with the other actors and the degree of participation within the IOIS. 

 Description of a situation in which they had an opposite opinion compared to other actors 

Shared norms (decision-making, roles of conduct/behavior…) 

In this section the aim is to discover the main functioning of the group, the overall reliability and 

credibility, the decision-making mechanisms. 

 Decision to be part of the actors using the inter-organizational information system 

 Description of a situation in which the collaboration with the other local actors lead to an 

important decision 

Obligations and expectations (reliability, commitment, opportunistic/altruistic behavior…) 

The aim is to understand the change in SMEs altruistic behavior activated by the IOIS 

implementation. 

 Are they usually willing to share information with the other SMEs in the area? Do they feel 

that the other entrepreneurs are willing to do the same?  

 Are there any social sanctions for not assuming a collaborative behavior with the other local 

members? 

Trust (reliability, reputation, accountability…) 

This set of questions wants to comprehend what is the perceived reputation of other local businesses 

and of the governance actor from the interviewee’s point of view. 
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 Did the utilization of the IOIS influence the reputation they had on the other local actors? If 

yes, how? 

 Do they have a better consideration of the other local entrepreneurs after they decided to 

cooperate with them? 

 Exploration of the role of governance 

Operational domain  

The last section of the interview is based on technical and informational features of the IOIS (Data 

quality, usage, integration/Infrastructure/Overall service delivery) 

 Did the IOIS implementation increase the access and quality of the information? (easier- less 

effort to look for information,…) 

 Did a collaborative market strategy improved business results? Did it help in reaching target 

customers? 

 Description of how the usage of this inter-organizational system has improved business 

results. 

Space for interviewee’s impression 

 Is there something else they would like to add? 

  

GENERAL INFORMATION 

TYPE OF COMPANY: 

POSITION IN THE COMPANY: 

 

 

 

 

 

 

 

 

 

 



84 
 

APPENDIX B – 5 STAR SCHEMA OF LINKED OPEN DATA 
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APPENDIX C- DESTINATION MANAGEMENT ORGANIZATION: FUNCTIONS 

 

Destination Management Organization as boundary spanner. (Adapted from Sheenan et al., 

2016). 
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APPENDIX D – AUSTRIA 

Austria highly benefits from the touristic sector. In 2015, the total (direct+indirect+inducted) 

contribution of Travel and Tourism to GDP was estimated to be  EUR 51.2 bn (15,2% of GDP) and 

the total contribution on employment was of 703.000 jobs (16,4% of total employment). 

Austrian tourism has sustained a positive growth during the past years, and the forecasts for 

2026 GDP and employment total contribution are announcing an expected rise by respectively 

2.3% and 0.9% pa. Austrian arrivals and overnight stays followed a positive pact during the 

years, presenting a positive change in 2015 of respectively 4.9% and 2.5% from 2014 (World 

Travel & Tourism Council, 2015). 

Austrian tourism is mainly composed of leisure activities (85.0% of direct travel and tourism in 

2015 generated by leisure spending, amounting EUR 32.9 bn). The total touristic offer is 

composed by numerous typologies, namely ski, sport, wellness, cultural, city, excursionist, eno-

gastronomic and spiritual tourism. (www.austria.info). 

Small and medium enterprises represents almost 90% of all tourism businesses and they are 

essential for job creation. Start-ups and micro businesses are experiencing a sustained growth 

during the year, especially in the creative and technological sector (Statistik Austria, 2015), 

meanwhile accommodations are facing stagnation and succession problems. For that purpose, 

the Austrian Federal Ministry of Science, Research and Economy is fostering a culture of 

effective entrepreneurship and public policies to sustain competitiveness and innovation. 

Austria represents one of the most famous winter location in Europe. The Tyrol and Salzburg 

regions are the two most important winter sports destinations within the nation, registering 

overnight stays for respectively 45,3m and 26,2m in 2015 (53% of the national total overnights) 

(Statistik Austria, 2015). 

THE AUSTRIAN LOD STRATEGIES 

Austria started a flourishing activity around the open data movement right after the EU 

Directive on the re-use of PSI introduced in 2003. The re-utilization framework, even if not 

immune from maintenance and publishing problems and costs, led to the development of a 

culture of openness among PA, NGOs, industries, communities and the other main stakeholders 

involved in each sector impacted by the policy. 

In 2014, www.data.gv.at, the national data portal, won the UN prize for public services thanks to 

the cooperation that it fostered in Austria among the interested stakeholders. In 2011, 

www.opendataportal.at, was born to provide a central meta-data portal for non-governmental 

data, sustained by Wikimedia Austria and Open Knowledge Foundation. Both have in common 

an open license to reuse information, and are based on a common set of technical, legal and 

organizational interoperability principles, enforced to create visibility, foster innovation, push 

re-use of data and data management, and foster cooperation with data publishers (Martin 

Koltenbock, ODI Summit 2015 youtube video).  

http://www.austria.info/
http://www.data.gv.at/
http://www.opendataportal.at/
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The tourism dataset is one of the fourteen topics present in the meta-data portal. Open license 

datasets as points of interests, locations, time series, services and accommodations data have 

allowed the emergence of small and medium enterprises using brand-new business models. 

Social and economic value is sustained through incubation programs (e.g ODINE), and 

communities and institutions establishing R&D projects to help SMEs using semantic 

technologies through empowered CMS and KMS. 

(http://www.salzburgresearch.at/en/projekt/iks_en/, 

http://www.salzburgresearch.at/en/projekt/mico-2/). 

In Austria, small and medium enterprises embedded in a touristic destination benefit from a 

common and widespread engagement at all hierarchical levels.  
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APPENDIX E-SALZBURGERLAND 

The Salzburg state is one of the nine destination composing the Austrian touristic offer. It is 

composed by the former city (Salzburg) and five major regions: Flachgau (City of Salzburg and 

surroundings), Tennengau, Lungau, Pinzgau and Pongau. It represents the second most 

important destination for overnights stays (26,2 m) and arrivals (6.8 m) in 2015, the majority 

part belonging to the winter season (Statistik Austria, 2016). The province is composed by 18 

different regions and 115 municipalities, altogether forming a widely differentiated touristic 

offer. Within the touristic district, more than 5.500 accommodations, 7200 local businesses and 

9900 events are available to the tourists, this explaining the high affluence within the 

destination, and showing the sustained internal competitiveness among actors. 

PRODUCTS, SERVICES AND MARKET SITUATION 

The Salzburg region offers approximately 11.500 accommodations (including private) for a total 

of 212.900 bed places. For the 2015/2016 season, around 10.655 mn overnights have been 

registered within the province, of which 7.300 mn belong to commercial activities.  

The sub-regions which registered the highest number of commercial overnights are Pinzgau 

(3.039 mn) and Pongau (2.630 mn). Five and four stars hotels achieve, overall, a higher 

occupancy rate in comparison to three and one/two stars accommodations. The latter, indeed, 

have experienced a negative percentage variation in overnights compared to the 2014/2015 

winter season (-9.0%), Pinzgau pouring in the worst condition (-16,6%) (Tourismusstatistik, 

2016). 

The SalzburgerLand official websites provides a diversified image of what the destination offer 

could be. The main search categories subdivide the touristic offer into sport and fun, wellness 

and nature, culture and cuisine.  

During winter, the major sport activity refers to ski, board and hiking. The destination offers 

2.000 km of ski slopes and 2.000 km of cross-country ski trails, comprehending more than 350 

municipalities interlinked by 399 cable cars and chair lifts. The Salzburg Superski Card allows 

access to all the main 22 ski regions and to the neighbour ski areas. Moreover, fun sports are 

organized on the slopes, as airboarding, snowbiking, snowkiting and telemark, in order to attract 

young winter sport tourists. Several kinds of ice sports, Nordic sports and winter hiking paths 

complete the wide touristic offer of SalzburgerLand. 

During the summer period, the most significant sport activity is cycling and mountain biking. 

Several events (e.g. World Games of MTB, Bike Night Flachau)  are organized for passionate 

cyclers all over the alpine destination, and accommodations close to the dedicate areas offer 

targeted bike packages as booking modality.  

Sightseeing is part of the natural touristic offer within the destination, that owns stunning 

natural highlights as 185 lakes, the biggest ice cave in the world (Werfen Giant Ice Caves), the 

biggest national park in the Alps (Hohe Tauern National Park), waterfalls and rivers. Thanks to 
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the diversity of natural resources, wellness and health tourism has further developed as a 

consolidated reality (e.g. www.alpinewellness.com). 

Events and festivals represents a pillar of the SalzburgerLand cultural offer, both in the summer 

and winter period. If only the city of Salzburg is contemplated, 4000 events annually take place. 

The Salzburg festival (music festival) attracts 250.000 visitors per year, and it is interlinked with 

tens of peripheral cultural events. The Hollywood musical ”The Sound of Music” (filmed in 

Salzburg environs in 1965) had an incredible impact on the destination (it doubled the arrivals 

from the US in few years) and it still attracts cultural tourists. The Harvest festival takes place in 

73 areas of the district during the harvesting season, and it gives to the visitors the possibility to 

experience the rural traditions, to taste great food and to live the folk events proper of each 

region. The SalzburgerLand Card allows tourists to participate to many other artistic and cultural 

events and attractions within the destination, presenting the touristic offer as compact and 

unified, and giving the possibility to customize every part of the travel experience. 

LOD STRATEGY 

The DMO SalzburgerLand Tourismus is in charge of managing the coordination strategies within 

the district. A linked open data strategy has been implemented in collaboration with InsideOut 

10, an Italian company specialized in open data and Semantic Web Publishing through the usage 

of the RedLink platform, empowered by RedlinkGmbh, a commercial spin-off providing linked 

data publishing services and content analysis. 

The aforementioned LOD strategy is built around four main pillars: 

Cross-platform publishing: the focus is on the creation of a comprehensive user experience by 

empowering multiplatform presence; 

Liberating legacy data and combine it with external datasets; 

Creating an Enterprise Knowledge Graph (EKG) that will be freely accessible, in order to 

reorganize the shared knowledge by empowering a centralized tool to foster openness, 

transparency and simplicity  among the actors; 

Encouraging the formation of a Linked Data Ecosystem, by instituting a collaborative 

environment that generates value from information sharing among public and private touristic 

operators, citizens, local businesses and tourists. 

The Redlink platform utilizes WordLift, a semantic web plugin for WordPress, that allows users 

to turn unstructured content into actionable knowledge by making it machine-readable, in order 

to extrapolate value from it. In particular, WordLift functions cover: 

Dynamic rendering of services pages using data available in the EKG; 

Semi-automatic interlinking and content analysis via Redlink API; 

Dynamic widgets constantly updated from EKG data; 

http://www.alpinewellness.com/
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Automatic interlinked information to the booking system. 

The key point around the implementation of the SalzburgerLand 5-years’ strategy is to enhance 

business by amplifying online visibility (employing the Web as a CMS), by lowering costs for 

content editing and by ameliorating services for end-users. 
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