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Silk Road Route 
 

 



Tourism Routes Definitions 
 

 

 “Tourism routes are tourist attractions which are interrelated and promoted 
by a certain theme which enhances their popularity, management and 
preservation” (Timothy and Boyd 2006; Stoddart and Rogerson 2009). 

 

 

 “Tourism routes can tie up several attractions that would independently not 
have the potential to entice visitors to spend time and money” (Meyer et 
al. 2004). 

 

 

 “Tourism routes are tourism products that associate a selected theme with 
natural and created attractions that can be reached by a variety of means 
of transport” (Puczko and Ratz 2000).  



Themes of Tourism Routes 

 Old Trade Roads – the Silk Road, the Spice Road  

 Religious – pilgrim, cathedrals, churches, etc. 

 Cultural – including literature, music, arts, crafts, etc. 

 Historical – history, architecture, fortresses, etc. 

 Culinary – local, regional, national food 

 Drinks – wine, sherry, whiskey, champagne, etc. 

 Nature – ecotourism, cycling, bird-watching, soft and hard 

adventure tourism, etc. 

 Thermalism – hot springs  

 



Creation of tourism routes: Processes 
 Superstructure Enhancement 

Six A’s Framework for Analysis of Tourism Destinations: This framework created by Buhalis 
(2003), includes the superstructure of a destination. Its implementation can help 
destinations analyse their potential for the creation of tourism routes, start planning their 
establishment accordingly and enhance their superstructure.  

 

The 6 A’s framework for destinations and routes : 
 

 Attractions (natural, man-made, artificial, purpose-built, heritage, special events) 

 Activities (all activities available at the destination and what consumers do when visit) 

 Accessibility (entire transportation system comprising routes, terminals, vehicles) 

 Amenities (accommodation and catering facilities, retailing, other tourist services) 

 Available packages (pre-arranged packages by intermediaries and principals)  

 Ancillary services (services used by tourists such as banks, telecommunications, post, 
newsagents, hospitals, etc.) 



Examples of Tourism Routes 



www.bournemouth.ac.uk 14 

NEW 
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Smart Traveller 

  

• Personalised & 

contextualised services 

• Engage & explore 

• Authentic & immersive 

experience 

• All stages of travel 

 

• Confused 

• Unfamiliar 

environment 

• Barriers such 

as language 

or mobility needs 

 

• User Generated Content 

• Influence brand reputation 

• Impacts destination 

• World of Mouth  

NON Smart  

Traveller 
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SMART NESS 
Smartness takes advantage of interconnectivity 

and interoperability of integrated technologies to 

reengineer processes and data in order to 

produce innovative services, products and 

procedures towards maximising value for all 

stakeholders. 

 

This reengineering enables shaping products, 

actions, processes and services in real-time, by 

engaging different stakeholders simultaneously 

to optimise the collective performance and 

competitiveness and generate agile solutions 

and value for all involved in the value system. 

 

Smartness is the glue of interoperable, 

interconnected and mutually beneficial systems 

and stakeholders and provides the infostructure 

for the value creation for all. 



www.bournemouth.ac.uk 20 



www.bournemouth.ac.uk 21 

Thinking smart for life - 

SENSORS  
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Thinking smart for life - 

SENSORS  



•Social Media Statistics: 
http://www.socialbakers.com 
  

Social Media Monitoring 

http://www.socialbakers.com/


Metasearch engines  
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Smart personalised experiences 

Neuhofer, B., Buhalis, D., Ladkin, A., 2015, Smart technologies for personalized experiences: a case study in the 

hospitality domain, Electronic Markets, Vol 25(1) 
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https://vimeo.com/19998192 

https://vimeo.com/19998192


Thinking smart for life -BEACONS  



World City-to-City Connections  

http://www.chrisharrison.net/projects/InternetMap/ 



Smart Tourism 
Ecosystems  

and the power of   

networks  





Neuhofer, B., Buhalis, D., Ladkin, A., 2012, Conceptualising technology enhanced 

destination experiences, Journal of Destination Marketing & Management Vol. 1 

pp.36–46 

 https://doi.org/10.1016/j.jdmm.2012.08.001 

https://doi.org/10.1016/j.jdmm.2012.08.001


Smart Tourism Ecosystem 
Interoperability of systems in real-

time 

 

Technology is the means to an end, 

not the solution 

Enabled by Big Data, IoT and Open 

Data 

 

Enhancing positive experiences, 

removing negative factors 

through co-creation  

 

Deriving value through marketing 

 

All elements are pushed through 

with an agile mindset 

 

 

 

 

Destination > Individual businesses 



Open Data 

Platform 

Travel sector 

specific data 

Tourism 

Supply 
Consumers of 

Value  

Technology 

Working with other stakeholders 

Creating the storm of  

 value 

Smart Tourism Framework 

Working with value aggregator 



SMART SOLUTIONS 
 

Sharing Economy 

Autonomous Vehicles and Drones  

Artificial Intelligence  

Big Data Management 

Real Time Management 

Autonomous Vehicles  

 



www.bournemouth.ac.uk 39 



www.bournemouth.ac.uk 40 



Autonomous Vehicles 



Autonomous Vehicles 
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Stay in touch with Dimitrios  
 
 
 
Professor Buhalis Dimitrios      WWW.BUHALIS.COM  
 

Head of Department Tourism and Hospitality Director, eTourism Lab   
Bournemouth University, Poole,BH12 5BB, UK 

 
Tel: +44 1202 961517    

Email: dbuhalis@bournemouth.ac.uk    
 
http://www.bournemouth.ac.uk/tourism/ 
 
Dimitrios Web: http://www.buhalis.com  
 
WeChat: ProfBuhalis  
Twitter: http://twitter.com/buhalis 
Facebook: https://www.facebook.com/ProfessorDimitriosBuhalis 
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