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Abstract

Following the technological advances and economic condition
improvements in the human society, tourism has become an activity that
annual one-seventh of the population is participating in. The immense
business opportunity has allowed global tourism industry to contribute over 9%
of the global GDP. However, as we reflect back upon our tourism experiences,
it is not difficult to find that the tourism industry still operates in rather traditional
methods of providing services. This draws the researchers’ attention,
especially after the publication of the SoLoMo trend. What kind of changes and
impacts would the SoLoMo trend bring to the Traditional Tourism Industry?
Today, most of the population can have access to tourist inquires via the
internet or the smartphone at any given time, yet how will this phenomenon
impact the tourism industry? The changes in the consumers’ behaviors will
surely motivate changes in the tourism industry, but how will service innovation
reflect in return? Further, how will the changes in service innovation impact the
values of the companies, employees and consumers? Can the tourism
industry still retain its information advantage over its consumers and continue
to survive in today’s consumer-first society? How would the tourism industry’s
conventional industry structure be affected by the convenience of social media
and the development into an era of co-creation? What core values should the
tourism industry regard as important elements in its know-how? All of the
above questions concern the development of the tourism industry.

Both Taiwan and China has shown interest in bringing innovation
reflecting on the SoLoMo trend through their national plans including the
“I-Taiwan 12 Projects”(2009) and the “Twelfth Five-Year Guideline”(2011). The
researcher has been involved in the implementation of both plans, and hopes
to analyze the smart tourism development’s service innovation values between
the two political entities through practical experiences and understanding of
both plan’s implications. Although this research is completed at the beginning
of smart tourism developments, it can still provide an insight to the smart
tourism developments trends of the Greater China Region for the next decade.



