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How customers contribute to 
innovation in tourism



Driving forces for tourism innovation

• Technology driven innovation
• Research driven innovation
• Supplier driven innovation
• Price driven innovation
• Employer driven innovation
• Regulation driven innovation
• User driven innovation 



Technology driven innovation



Research driven innovation



Supplier driven innovation



Price 
driven
innovation



Employee driven
innovation 



Regulation driven
innovation
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Definition: User-driven innovation is the phenomenon 
where new products, services, concepts, processes, 
distribution systems, marketing methods, etc are inspired 
by or are the results of needs, ideas and opinions derived 
from external purchasers or users. User-driven innovation 
involves existing and/or potential users, and the processes 
rely on systematic activities that search for, acknowledge, 
tap, and understand the users’ explicit as well as implicit 
knowledge and ideas. Methods in user-driven innovation 
span from superficial observations, over consultations to 
intensive involvement of the users in co-creation 
processes.   

User driven innovation



Obstructive customer – or innovator?



Customer involvement space

Incidental

Targeted

Open for 
customers

Concealed
for customers

Inviting any
comments and 
suggestions: oral, 
written, pictures etc

Observing customer signals 
– verbal and non-verbal

Inviting customers into
active participation, part 
of tourism experience or 
”deal”

Customers signals are
”last resort”   









Tools to move knowledge from customers
to business innovators:

• Body storming
• Cultural probeds
• Extreme user trial session 
• Photo safari
• Mock-ups
• Cognitive walkhtroughs

• …… and there are many other methods

www.innotour.com



Body storming 

Addressing and testing products or services and “feeling” how it works on the 
body – temperatures, sounds, smells, tastes. Walking distances, space 
feelings, body fits etc.

The exercise consists of systematic response from various parts of the body, 
leading to the identification of fields for product changes.



Cultural probes
Selected volunteers are given probe packs, for example with a camera, 
sketch block and other items. The participants use the items in the pack 
over a period of a few weeks and then return the pack.

The users may, for example, register favorite places and be asked about 
what make these places particular for them.

Cultural probes are one way to access environments that are difficult to 
observe directly and also to capture more of this 'felt life'.



Extreme user trial sessions

This is about letting very inexperienced users/inappropriate user groups test a 
product and discuss what may be in it for them.

Registering what is difficult and what sets hold them back can lead to new 
ideas.



Photo safaris - lending the eyes of the  users
The methods consist of supplying users with cameras to register events 
and facilities that could need improvements and changes.

The users will be asked to explain their pictures in individual or focus 
group interviews.



Mockup of physical 
facilities

Construction of a quick, 
unfinished model of for example 
a building, room, furnishing or 
equipment.

During the events, users test it 
and change it, comment on what 
they see and experience



Mockup of services, of service provisions and service 
encounters

Designing playscript of services, playing, interacting, and changing the
script during the play.

Depending on the nature of the service, 
the task can be to add 
adventurous elements or other
extra ingredients.

The task could also be to 
remove superfluous
movements or elements 
in order to speed-up and
rationalize services.
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Ethnoraids

Fast and efficient ways of doing ethnographic investigation. An ethnoraid means 
being present for a short time in the field for a field study where you make 
observations and on-the-spot semi-structured interviews. 

Appropriate for trends and fashion spotting, for example for events, festivals and 
conference organisations. 



Cognitive walkthroughs

Mainly used for testing computer 
programs, but also for websites, 
Apps etc.

The method identifies places 
where customers get lost, make 
mistake, spend too much 
time to find their way etc.



How to use the big pool of talent? 
Crowdsourcing and open innovation   

• Idea blogs and enterprise communities
• Idea and problem solving search
• Creative spaces
• Game based userdriven innovation















Innovation in gaming: 
Starwood Hotel – inviting co-development in Second Life in 2006



User driven innovation in tourism destinations?
User involvement in surf paradise Cold Hawaii, Denmark 



The Cold Hawaii Masterplan 



Cold Hawaii Masterplan







Digital Threads -
history
crowdsourcing
for the creation
of a destination
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Tourist Tourist
enterpriseMedium

Message

Noise

InterpreInterpre-
tation

Feedback

Transaction costs in innovation - and the communication model



1. Opportunity
identification

2. Data collection

5. 
Conceptualisation

3. Pattern
recognition

4. Concept ideas

6. Prototype

7. Test 

8. Implementation

Innovation process and 
user involvement



Episodic
innovation

Changes are
regarded as 
disturbances

Mainly seen as 
external stimuli

Objective for 
innovation: to 

adapt

Liniar, progessive, 
planning, top-

down

Continous
innovation

Changes regarded
as endless

modifications of 
the existing

Mainly seen as 
internal

modifications

Objective: to 
increate the 

capability ot adapt

Improvisation, 
invitation to 
participate

Cultures of innovation



Immaterial Material

User benefits – is there a competition for 
the brains of the users?

Entertainment
and social relations

Discounts

Early access to new products

Essential knowledge

Status

Fees Royalties
Peer recognition

Career opportunities



Why let customers contribute?
How customers contribute?
For what do customers contribute?
When do customers contribute?
How to manage?
With what impacts do customers contribute?
Why do costumer choose to contribute?

Essential research questions



Thanks for your attention!


