
NETWORKS AND RELATIONSHIPS IN THE EXPERIENCE 

ECONOMY 
Academic Level: BSc 

Credit Value: 5 ECTS 

Hours in class: 32 hours 

Lecturer Sheresheva, Marina Y., Berezka, Svetlana M. 

Aim of the course is to provide basic understanding of business networking in the experience 

economy era   

Teaching Methods Lectures, seminars, presentations, discussions, case-studies 

Plan of the course / Course schedule / Course outline  

Topic  

Class 1. Introduction: Management 2.0. Social network analysis. Business 

ecosystems. Network typologies 

4 

Class 2. Relationship marketing. Value for customer in the experience 

economy 

4 

Class 3. Marketing partnerships and co-branding.  4 

Class 4. Tourism destinations and networking in tourism  4 

Class 5. Hotel chains and restaurant chains 4 

Class 6. Networks and relationships in entertainment and sport events 4 

Class 7. Digitalization. CRM and SNS in the experience economy 4 

Exam (project report) 4 

 

Assessment Methods / Grading 

 Grading (max) 

Assignments in class  30% 

Essay (individual written assignment) 20% 

Group project report (written assignment) 40% 

Group project report presentation 10% 

 

Evaluation criteria 
 Written assignments: topic coverage, quality of comments (50% if late) 

 Assignments in class: activity, scope of participation, quality of comments 

 Exam: report & presentation quality 

 

 

Reader  

 Balaeva, O., Burnatseva, E., Predvoditeleva, M., Sheresheva, M., & Tretyak, O. Network 

strategies of hospitality companies in emerging and transitory economies: Evidence from 



Russia. Service science research, strategy and innovation: Dynamic knowledge management 

methods, 2012. P.519-546. 

 Baur D. K. A. W. New ways to leverage Web 2.0: Social media content for market 

intelligence and customer interaction: Dissertation, Berlin, ESCP Europe 

Wirtschaftshochschule Berlin, 2016. 

 Besser T.L., Miller N. The structural, social, and strategic factors associated with successful 

business networks // Entrepreneurship & Regional Development. 2011. Vol. 23. No. 3–4. P. 

113–133. 

 Blackett T., Russell N. Co-branding - the science of alliance // Journal of Brand 

Management. 2000. Vol. 7. No. 3. P. 161-170. 

 Contractor F.J., Kundu S.K. Modal Choice in a World of Alliances: Analyzing 

Organizational Forms in the International Hotel Sector // Journal of International Business 

Studies. 1998. Vol. 29, No. 2. P.325-357. 

 Corsaro D., Snehota I. Perceptions of change in business relationships and networks // 

Industrial Marketing Management. 2012. Vol. 41. P. 270–286. 

 Ferdinand, N., Kitchin, P. Events Management: An International Approach. Sage, 2012. Part 

1 Chapters 1-2, Part 2 Chapters 3-6, Part 3 Chapters 11-12, Part 4 (Extended Case Studies) 

 Gilmore J.H., Pine II B.J.  Customer experience places: the new offering frontier // Strategy 

& Leadership. 2002. Vol. 30. No. 4. P. 4-11. 

 Gilmore J.H., Pine II B.J.  Differentiating hospitality operations via experiences: Why selling 

services is not enough. The Cornell Hotel and Restaurant Administration Quarterly. 2002. 

Vol. 43, No. 3. P. 87-96.  

 Gilmore J.H., Pine II B.J. Authenticity: What consumers really want (Vol. 1). Boston, MA: 

Harvard Business School Press, 2007. 

 Hunt S.D., Morgan R.M. Relationship marketing in the era of network competition // 

Marketing Management. 1994. Vol. 3. No. 1. P. 19-28. 

 Micanti, P., Baruffa, G., Frescura, F. (2007). Reliable D-Cinema multicasting over 

heterogeneous networks // Journal of Communications.  Vol. 2. No. 5. P.25-34. 

http://ojs.academypublisher.com/index.php/jcm/article/viewFile/02052534/165 

 Mingaleva, Z.; Sheresheva, M.; Oborin, M.; Gvarliani, T. (2017). Networking of small cities 

to gain sustainability, Entrepreneurship and Sustainability Issues. Vol. 5. No. 1. P.140-156. 

 Porter M. Location, competition, and economic development: local clusters in a global 

economy // Economic Development Quarterly. 2000. Vol.14. No.1. P.15-34. 
 

Optional reading 

 Aarstad J., Ness H., Haugland S.A. Network position and tourism firms' co-branding practice // Journal 

of Business Research. 2015. Vol. 68. No.8. P. 1667-1677. 

 Achrol R.S. Changes in the Theory of Interorganizational Relations in Marketing: Toward a Network 

Paradigm // Academy of Marketing Science Journal. 1997. Vol.25. Nr.1. 

 Acland, C.R. Screen traffic: Movies, multiplexes, and global culture. Duke University Press, 2003.  

 Alexandris K., Dimitriadis N., Kasiara, A. The behavioural consequences of perceived service quality: 

An exploratory study in the context of private fitness clubs in Greece // European Sport Management 

Quarterly. 2001. Vol.1. No. 4.  P.280-299. 

 Barthelemy J. Opportunism, knowledge, and the performance of franchise chains // Strategic 

Management Journal. 2008. Vol.29. pp. 1451–1463. 

 Baxter S. M., Ilicic J. Three’s company: Investigating cognitive and sentiment unit imbalance in co-

branding partnerships // Journal of Brand Management. 2015. Vol. 22. No.4. P. 281-298. 

 Bernini C. Convention industry and destination clusters: Evidence from Italy // Tourism 

Management. 2009. Vol. 30. No. 6. P. 878-889. 

 Berry L.L. Relationship marketing // Emerging perspectives on services marketing / ed. by L.L. Berry, 

G.L. Shostack, G.D. Upah. Chicago, IL: American Marketing Association, 1983. P. 25–28. 

http://ojs.academypublisher.com/index.php/jcm/article/viewFile/02052534/165


 Berry L.L. Relationship marketing of services — growing interest, emerging perspectives // Journal of 

the Academy of Marketing Science. 1995. Vol. 23. No. 4. P. 236–245. 

 Biswas S. Relationship marketing: Concepts, theories and cases. PHI Learning Pvt. Ltd., 2014. 

 Black P. The beauty industry: Gender, culture, pleasure. Routledge, 2004. 

 Bodet G. Customer satisfaction and loyalty in service: Two concepts, four constructs, several 

relationships // Journal of retailing and consumer services. 2008. Vol. 15. No. 3. P. 156-162. 

 Brinkman L. Museum Chains. Diss. Erasmus Universiteit, 2005. 

 Buzulukova E., Sheresheva M., Nekipelov A., Volkov D. Creating brand value through social networks 

on emerging markets: empirical evidence from Russia // ICRM 2011 Proceedings, Rochester, USA. 

P.43-53. 

 Carbone, L.P., Haeckel, S.H. Engineering customer experiences // Marketing Management. 1994. Vol. 

3. No. 3. P. 8-19. 

 Castells M. The rise of the network society. Vol. 1. Malden / Mass. etc, 1996. 

 Chathoth, P.K., Olsen, M.D. Strategic Alliances: A Hospitality Industry Perspective // International 

Journal of Hospitality Management. 2003. Vol.22. Nr.4. P.419-434. 

 Chen J.J., Dimou I. Expansion Strategy of International Hotel Firms // Journal of Business Research. 

2005. Vol. 58. Nr.12. P.1730-1740. 

 Christopher M., Payne A., Ballantyne D. Relationship marketing: Creating stakeholder value. Oxford: 

Butterworth-Heinemann, 2002. 

 Contractor F.J., Kundu S.K. Franchising versus Company-Run Operations: Modal Choice in the Global 

Hotel Sector // Journal of International Marketing. 1998. Vol. 6, No. 2. P.28-53. 

 Cravens D.W., Piercy N.F. Relationship marketing and collaborative networks in service organisations 

// International Journal of Service Industry Management. 1994. Vol. 5. No. 5. P. 39–53. 

 Dale C. The competitive networks of tourism e-mediaries: New strategies, new advantages // Journal 

of Vacation Marketing. 2003. Vol. 9. No. 2. P. 109-118.  

 de Chernatory L., Harris F., Dall’Olmo Rile, F. Added value: its nature, roles and sustainability // 

European Journal of Marketing. 2000. Vol.34. 

 Demirçiftçi T., Kızılırmak I. Strategic branding in hospitality: Case of Accor Hotels //Journal of 

Tourismology. – 2016. – Т. 2. – №. 1. – С. 50-64. 

 Dubé L., J. Le Bel, et al. From Customer Value to Engineering Pleasurable Experiences in Real Life 

and Online // Cornell Hotel and Restaurant Administration Quarterly. 2003. Vol. 44. No. 5-6. P. 124-

130.  

 Duffill D., Martin H. The UK Chain Restaurant Market: Developments in this Evolving Industry // 

British Food Journal. 1993. Vol.95. No.4. P.12-16. 

 Eeckhout A. Touroperating in Europe, Zedelgem, 2003. 

 Garc a-Almeida D.J., Bernardo-Vilamitjana M., Hormiga E., & Valls-Pasola J. Cultural Compatibility 

in Internal Knowledge Transfers: An Application to Hotel Chain Growth // The Service Industries 

Journal. 2010. 

 Garrigos-Simon F.J., Alcami R.L., Ribera T.B. Social networks and Web 3.0: their impact on 

management and marketing of organizations // Management Decision. 2012. Vol. 50. No. 10. P. 1880–

1890. 

 Gereffi G., Humphrey J., Sturgeon T. The governance of global value chains // Review of International 

Political Economy. 2005. Vol.20. No.3. P.78-104. 

 Gilmore J.H., Pine II B.J.  (Eds.). Markets of One: Creating customer-unique value through mass 

customization. Harvard Business Press, 2000. 

 Gimenez-Garcia V.M., Martinez-Parra J.L., Buffa F.P. Improving Resource Utilization in Multi-Unit 

Networked Organizations: The Case of a Spanish Restaurant Chain // Tourism Management. 2007. 

Vol.28. No.1. P.262–270. 

 Go, F.M., & Pine, R. Globalization Strategy in the Hotel Industry. London and New York: Routledge, 

1995. 

 Gordon I. Relationship marketing: New strategies, techniques, and technologies to win the customers 

you want and keep them forever. Ontario: John Wiley & Sons Canada, 1998. 

 Grimstad S. Developing a framework for examining business-driven sustainability initiatives with 

relevance to wine tourism clusters // International Journal of Wine Business Research. 2011. Vol. 23. 

No. 1. P. 62-82. 



 Grimstad S., Burgess J. Environmental sustainability and competitive advantage in a wine tourism 

micro-cluster // Management Research Review. 2014. Vol. 37. No. 6. 

 Health Food Restaurant Franchise Industry Report, 2010. 

http://www.franchisedirect.com/foodfranchises/healthfoodrestaurantfranchiseindustryreport/14/265  

 Heslop L.A., Nadeau J., O'Reilly N., Armenakyan A. Mega-event and country co-branding: Image 

shifts, transfers and reputational impacts // Corporate Reputation Review. 2013. Vol. 16. No.1. P. 7-33. 

 Hsieh P.F., Lee C.S., Ho J.C. Strategy and process of value creation and appropriation in service 

clusters // Technovation. 2012. Vol. 32. No. 7. P. 430-439. 

 Hsu L.T.J., Jang S.C. Effects of restaurant franchising: Does an optimal franchise proportion exist?  // 

International Journal of Hospitality Management. 2009. Vol. 28. №2.  P.204-211. 

 Huttunen K., Eloranta E., Holmstrom J. Managing the demand-supply chain: Value innovations for 

customer satisfaction, New York, NY: John Wiley & Sons, 2000. 

 Ingram P.L. (a). The Rise of Hotel Chains in the United States, 1896-1980. London and New York: 

Garland Publishing, 1996. 

 Ingram P.L. (b). Organizational Form as a Solution to the Problem of Credible Commitment: The 

Evolution of Naming Strategies Among U.S. Hotel Chains, 1896-1980 // Strategic Management 

Journal. 1996. Vo.17. P. 85-98. 

 Ingram, P.L., Baum J.A.C. Chain Affiliation and the Failure of Manhattan Hotels, 1898-1980 // 

Administrative Science Quarterly.1997. Vol.42. 

 Inkpen A.C., Tsang E.W.K. Social capital, networks, and knowledge transfers // Academy of 

Management Review. 2005. Vol. 30. No. 1. P. 146–165.  

 Jackson J., Murphy P. Clusters in regional tourism An Australian case // Annals of Tourism 

Research. 2006. Vol. 33. No. 4. P. 1018-1035. 

 Jamalzadeh M., Behravan, N., Espahbodi, S., & Masoudi, R. An empirical analysis of online social 

network determinants towards business prosperity // Business and Economics Journal. 2012. No. 1. 

 Jones G. Beauty imagined: A history of the global beauty industry. Oxford University Press, 2010. 

 Kasemsap K. The Roles of Social Media Marketing and Brand Management in Global Marketing // 

Competitive Social Media Marketing Strategies. 2016.  

 Kasemsap K. The Roles of Social Media Marketing and Brand Management in Global Marketing // 

Competitive Social Media Marketing Strategies. 2016.  

 Katsoni V. The strategic role of virtual communities and social network sites on tourism destination 

marketing // J Sci Technol. 2014. Vol. 9. No. 5. P. 107-117. 

 Koh Y., Lee S., Boo S. Does franchising help restaurant firm value? // International Journal of 

Hospitality Management. 2009. Vol.28.  P.289–296. 

 Kong H. S., Song E. J. A Study on Hotel Customer Reputation Analysis based on Big Data // Journal 

of Digital Contents Society. 2014. Vol. 15. No. 2. P. 219-225. 

 Kotler P., Bowen J.T., Makens J.C. Marketing for hospitality and tourism. Pearson Education India, 

2006. 

 Le n-Darder F., Villar-Garc a C., & Pla-Barber J. Entry Mode Choice in the Internationalisation of the 

Hotel Industry: A Holistic Approach // The Service Industries Journal. 2010. 

 Lee S., Kim W. G., Kim H. J. The impact of co-branding on post-purchase behaviors in family 

restaurants // International Journal of Hospitality Management. 2006. Vol. 25. No.2. P. 245-261. 

 Lin Y. C. Evaluation of co-branded hotels in the Taiwanese market: the role of brand familiarity and 

brand fit // International Journal of Contemporary Hospitality Management. 2013. Vol. 25. No.3. P. 

346-364. 

 Liu Ch.-L., Ghauri P.N., Sincovics R.R. Understanding the impact of relational capital and 

organizational learning on alliance outcomes // Journal of World Business. 2010. Vol. 45. No. 3. P. 

237–249.  

 Miles R.F., Snow C.C. Network Organizations: New Concepts for New Forms // California 

Mamagement Review, 1986, Vol.28. Nr. 3. P.62-73. 

 Minghetti V. Building Customer Value in the Hospitality Industry: Towards the Definition of a 

Customer-Centric Information System // Information Technology and Tourism. 2003. Vol. 6. No. 2. P. 

141-153. 

 Miočić B.K., Sušac V., Milković T. Interaction between low-cost airlines and the development of 

tourist destinations // 2nd AHTMM Proceedings, Korfu, 2012. 

http://www.franchisedirect.com/foodfranchises/healthfoodrestaurantfranchiseindustryreport/14/265


 Morgan M.S. Benefit Dimensions of Midscale Restaurant Chains // The Cornell HRA Quarterly. 1993. 

Vol.34. No.2. P.40–45.  

 Negruşa A.L., Toader V. Networks and clusters, ways for developing tourism sector in Romania // 2nd 

AHTMM Proceedings, Korfu, 2012. 

 Networking and Education for Restaurant Supply Chain Managers. National Restaurant Association. 

http://www.restaurant.org/education/studygroups/scm/ 

 Novelli M., Schmitz B., Spencer T. Networks, clusters and innovation in tourism: A UK experience 

// Tourism management. 2006. Vol.27. No.6. P. 1141-1152. 

 O'Connor P., Piccoli G. Marketing Hotels Using Global Distribution Systems: Revisited Discussion // 

Cornell Hotel and Restaurant Administration Quarterly. 2003. Vol. 44. No. 5-6. P. 105-114. 

 Oeppen J., Jamal A. Collaborating for success: managerial perspectives on co-branding strategies in 

the fashion industry // Journal of Marketing Management. 2014. Vol. 30. No 9-10. P. 925-948. 

 Ottenbacher M.C., Harrington R.J. The Product Innovation Process of Quick-Service Restaurant 

Chains // International Journal of Contemporary Hospitality Management. 2009. Vol. 21. No.5. P.523–

541.  

 Özgener Ş, Rifat İ. Customer relationship management in small–medium enterprises: The case of 

Turkish tourism industry // Tourism Management. 2006. Vol. 27. No. 6. P. 1356-1363. 

 Papadimitriou D., Apostolopoulou A., Kaplanidou K. Participant-based brand image perceptions of 

international sport events: The case of the Universiade // Journal of Convention & Event Tourism. 

2016. Vol. 17. No.1. P. 1-20. 

 Pardalos P. M., Zamaraev V. Social networks and the economics of sports. Springer, 2014. 

 Park, H., Song, H., Lee, K. H., Kim, J., Cho, W. S., & Kim, J. A Study on the Deduction of Relevant 

Keywords and Establishment of Marketing Strategy by SNS Analysis: Focused in Local 

Festivals. Journal of Advanced Management Science. 2016. Vol. 4. No. 5. 

 Pine II B.J., Gilmore J.H. Satisfaction, sacrifice, surprise: three small steps create one giant leap into 

the experience economy // Strategy & Leadership. 2000. Vol. 28. No. 1. P. 18-23. 

 Pine II B.J., Gilmore J.H. The Experience Economy. Harvard Business Press. Boston: Harvard 

Business School Press, 2011. 

 Preble J.F., Reichel A., Hoffman R.C. Strategic alliances for competitive advantage: 

Evidence from Israel’s hospitality and tourism industry // International Journal of 

Hospitality Management. 2000. Vol.19. No.3. P. 327–341. 

 Prentice R.C., Witt S.F., Hamer C. Tourism as experience: The case of heritage parks // Annals of 

Tourism Research. 1998. Vol.25. No.1. P. 1-24. 

 Pulido-Fernández J.I., Sánchez-Rivero M. Quantitative methods for measuring the value chain of 

tourism destinations // 2nd AHTMM Proceedings, Korfu, 2012. 

 Qualman E. Socialnomics: How social media transforms the way we live and do usiness. Hoboken, NJ: 

John Wiley & Sons, 2012. 

 Richelieu A., Desbordes M. Sports teams and equipment manufacturers going international: The 

strategic leverage of co-branding // Sport, Business and Management: An International Journal. 2013. 

Vol. 3. No.1. P. 63-77. 

 Riemer K., Gogolin M., Klein S. Introduction to Organizational Networks: Emergence, Motives, 

Classification and Types. Teaching Note. Institut fuer Wirtschaftsinformatik, Universitaet Muenster, 

2005. 

 Roh Y. Size, growth rate and risk sharing as the determinants of propensity to franchise in chain 

restaurants // International Journal of Hospitality Management. 2002. Vol. 21.  P.43-56. 

 Sen K.C. The use of franchising as a growth strategy by US restaurant franchisors // Journal of 

Consumer Marketing. 1998. Vol. 15. No. 4.  P.397-407. 

 Shaw S. Airline Marketing and Management, Pitman, 2009. 

 Sheresheva M. Russian hospitality and tourism: what needs to be addressed? // Worldwide Hospitality 

and Tourism Themes. 2016. Vol. 8. No.3.  

 Sheresheva M., Kopiski J. The main trends, challenges and success factors in the Russian hospitality 

and tourism market // Worldwide Hospitality and Tourism Themes. 2016. Vol. 8. No.3.  

 Sheresheva M., Luzhin A., Trifonova J. Cinema chains in Russia // Avanca Cinema: Art, Technology, 

Communication. Cine-Clube de Avanca Portugal, 2015. P. 861–866.  

http://www.restaurant.org/education/studygroups/scm/
http://www.sciencedirect.com/science?_ob=GatewayURL&_method=citationSearch&_urlVersion=4&_origin=SDTOPTWOFIVE&_version=1&_piikey=S0010880403901145&md5=3c5bf75caa24b0618028dfc11191b2f2


 Sigala M. A learning assessment of online interpretation practices: from museum supply chains to 

experience ecologies // Information and Communication Technologies in Tourism. 2005. P. 67-78. 

 Sigala M. Integrating customer relationship management in hotel operations: managerial and 

operational implications // International Journal of Hospitality Management. 2005. Vol. 24. No. 3. P. 

391-413. 

 Sigala M., Christou E., Gretzel U. (Eds.). Social media in travel, tourism and hospitality: Theory, 

practice and cases. Ashgate Publishing, Ltd. 2012. 

 Srinivasan R. Dual Distribution and Intangible Firm Value: Franchising in Restaurant Chains. 

McCombs Research Paper Series No. MKT-03-05. Journal of Marketing. July 2006.  

 Stern M. The fitness movement and the fitness center industry, 1960-2000 // Business & Economic 

History On-Line. 2008. Vol. 6. 

 Sul H.-K., Khan M.A. Restaurant Franchisees’ View of the Relationships among the Determinants of 

Franchisors’ Entrepreneurial Strategy Processes // Journal of Hospitality & Tourism Research. 2006. 

Vol.30. No. 4.  P.427-451. 

 Ter Wal A.L.J., Boschma R. Co-evolution of firms, industries and networks in space // Regional 

Studies. 2011. Vol. 45. No. 7. P. 919–933. 

 Tian-Ping R.E.N. Discussion on the Structure of Sports Fitness Market in Northwest China - from the 

Angle of Industrial Organization Theory // Journal of Beijing Sport University. 2007. Vol. 9. 

 Treville S., Shapiro R.D., Hameri A. From supply chain to demand chain: The role of lead time 

reduction in improving demand chain performance // Journal of Operations Management, 2004. Vol.21, 

№6. P.613-627.  

 Tsiotsou R. H., Alexandris K., Bettina Cornwell T. Using evaluative conditioning to explain corporate 

co-branding in the context of sport sponsorship // International Journal of Advertising. 2014. Vol. 33. 

No. 2. P. 295-327. 

 Van Riel A.C., Calabretta G., Driessen P.H., Hillebrand B., Humphreys A., Krafft M., Beckers S.F. 

Сonsumer perceptions of service constellations: implications for service innovation // Journal of 

Service Management. 2013. Vol. 24. No. 3.  

 Vargo S.L., Lusch R.F. Service-dominant logic: continuing the evolution // Journal of the Academy of 

Marketing Science. 2008. Vol. 36. No. 1. P. 1–10. 

 Veilleux S., Haskell N., Pons F. Going global: how smaller enterprises benefit from strategic alliances 

// Journal of Business Strategy. 2012. Vol. 33. No. 5. P. 22–31. 

 Wang C.H. The influences of the financial crisis on the consumption of hairdressing in Taiwan // 

International Journal of Organizational Innovation. 2010. Vol. 2. No. 4.  

 Warnaby G., Bennison D. Reciprocal urban place marketing and co-branding? Retail applications // 

Place Branding and Public Diplomacy. 2006. Vol. 2. No. 4. P. 297-310. 

 Wight A.C. Identifying best practice in national tourism organizations: Towards stakeholder 

relationship management // 2nd AHTMM Proceedings, Korfu, 2012. 

 Williams A. Tourism and hospitality marketing: fantasy, feeling and fun // International Journal of 

Contemporary Hospitality Management. 2006. Vol. 18. No. 6. P. 482-495. 

 Xiao-Fen L.I. Development characteristics and operative model of commercial fitness clubs in our 

country // Journal of Shanghai University of Sport. 2006. Vol. 3.  

 Xing X., Chalip L. Effects of hosting a sport event on destination brand: A test of co-branding and 

match-up models // Sport Management Review. 2006. Vol. 9. No. 1. P. 49-78. 

 Yami S., Castaldo S., Dagnino G.B., Le Roy F. (eds.) Coopetition: Winning Strategies for the 21st 

Century. Northampton, MA: Edward Elgar Publishing, 2010. 

 Yang Ch., Liu H.-M. Boosting firm performance via enterprise agility and network structure // 

Management Decision. 2012. Vol. 50. No. 6. P. 1022–1044. 

 


