-

View metadata, citation and similar papers at core.ac.uk brought to you byfz CORE

provided by Winchester Research Repository

Marketing and Diaspora tourism: Visual Online Learning Materials as

tools to attract the Haitian Diaspora ‘new generation’

Dr Hugues Séraphin

Programme Leader Event Management

Lecturer in Event and Tourism Management Studies
Department of Applied Management Studies

The University of Winchester, England
Hugues.seraphin@winchester.ac.uk

This is an accepted manuscript of a book chapter published by Springer in Diaspora Networks in
International Business, available online at https://doi.org/10.1007/978-3-319-91095-6. It is not the
copy of record. Copyright © 2019, Springer.


https://core.ac.uk/display/185248327?utm_source=pdf&utm_medium=banner&utm_campaign=pdf-decoration-v1
mailto:Hugues.seraphin@winchester.ac.uk

Marketing and Diaspora tourism: Visual Online Learning Materials as

tools to attract the Haitian Diaspora ‘new generation’

Abstract

This book chapter examines the proposition that the education of the Haitian
diaspora ‘new generation’ at a pre-Visit stage using Visual Online Learning
Materials could be effective in challenging the negative perception of the
destination, and ultimately turned this diaspora into potential tourists. From a
destination management point of view this chapter offers an alternative to
existing promotional material used by the Destination Marketing Organisation
(DMO) to improve the general perceptions of the destination. From an academic
point of view, this book chapter contributes to academic research in tourism by
adding the fact that Gamification can be a very efficient experiential marketing
tool to attract (diaspora) tourists if using subtle and implicit marketing elements.
Last but not least the chapter highlights the fact that diaspora as tourists is
highly beneficial for a destination but could as investors could be damageable

for the sustainability of the destination if poorly managed.
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Marketing and Diaspora tourism: Visual Online Learning Materials as

tools to attract the Haitian Diaspora ‘new generation’

1. Introduction

The diaspora represents an interesting financial market for a destination (Hung,
Xiao & Yang). Since 2011, the Haitian diaspora is one of the main targets of the
Ministry of Tourism and Creative Industries (Séraphin & Paul, 2015). This
book chapter is going to offer an original segmentation of the Haitian diaspora
but also a marketing strategy to encourage this diaspora to spend their holidays

(again, or for the first time) in Haiti.

Segmentation as a concept appeared because not all customers have the same
needs in terms of products and services. The purpose of segmentation is to
cluster those customers and cater for them accordingly (Blythe, 2009). The
results of this research are going to be very useful for the Ministry of Tourism
and Creative Industries (MTCI) in terms of promotion and planning but also in
terms of resources needed to achieve its objectives (Banasiewicz, 2013). From a
conceptual point of view this chapter is going to contribute to the meta-literature
in the field of international marketing and diaspora tourism. Existing literature

about the image formation process of destinations typically refer to media (TV,
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news paper, etc) word of mouth, movies, tour operators, promotional video
(Alvarez and Campo, 2011; Hall, 2002; Gartner, 1993; Gunn, 1972). We are
adding to this list: Virtual Online Learning Material (VOLM) and pointing out
the limitations of this approach, completing therefore Séraphin, Butcher and
Korstanje (2016) research.

It is difficult to fit the Haitian diaspora in one of the four categories developed
by Blythe (2009), namely: Behaviourally, geographic, demographic and
psychographic. Blythe (2009) even suggested that segmentation should be
constantly reviewed. Therefore, in this chapter we are suggesting an additional
category: ‘Experience’ and more specifically, their tourism experience of their
home country. This is a totally new approach and unconventional approach.
Here the term ‘unconventional’ is to be understood as ‘convention-breaking’;
‘less traditional’ and as ‘non- conformity’ (Norman, Artz, Martinez, 2007;
Noble, 2001). Indeed, current strategies to segment the Haitian diaspora
include: when they left the home country; their level of education; their
contribution to the home country (Wab, 2013); their occupation in the host
country; the sector they are working in; reason for resettling back in Haiti
(Jadote, 2012); destination countries; country they were born; income
(Cervantes Gonzalez, 2013).

The overall research question of the book chapter is: Can the negative image of

Haiti be challenged at pre-visit stage using Visual Online Learning Materials?
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Our research question will be articulated around two objectives: The first
objective of this research is to show that ‘tourism experience’ is a valid criteria
of segmentation. To address this objective, the chapter will be discussing the
Haitian diaspora and its key features (different waves of immigration;
destination countries; number of Haitians living abroad; experience with the
tourism sector of their home country; etc). As for the tourism sector, it is
especially vulnerable to exogenous factors like political instability, economic
crisis, natural disasters and the outbreak of diseases (Ritchie, Dorrell, Miller &
Miller, 2004). Those factors can cause destinations to decline and sometimes
even totally disappear from the tourism map (Seddighi, Nuttall & Theocharus,
2001). In this respect tourism is a problematic industry (Korstanje & Tarlow,
2012). This is the case of the Haitian tourism industry. Subsequently, some
destinations have adopted strategies to mitigate their problematic status
(Korstanje 2009; Alvarez & Campo, 2014; Tarlow 2014). Because explicit and
aggressive marketing strategies have proven to be ineffective suffering from
legacy of political instability (Seddighi et al, 2001; Alvarez & Campo, 2014),
we have opted in this chapter for a more subtle strategy: The education of the
tourists going to Haiti. There has been a limited effort to educate tourists
(Séraphin, 2013; Ballengee-Morris, 2002; Orams, 1996), and that is another
focus of this study. Existing research on tourists’ education focuses on the visit

itself, but generally neglects the pre-visit stage. The second objective of this
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book chapter is therefore to provide evidence that educating the general public
at a pre-visit stage about Haiti can increase visitors and consequently contribute
to vital economic development. At this stage of our reflection, it is important to
explain that the ‘pre-visit stage’ refer to the stage (before the actual holidays to
the destination) when the knowledge and image that potential visitors have of
the destination is conveyed by the media. As opinion drivers, journalists
influence the general public representation of a place (Daghmi, 2007). Because,
the smaller the destination is, the more likely its image is going to be based on
its political situation (Gartner, 1993), hence the negative image of Haiti.

Based on the above, our research can be considered as a continuation of Alvarez
and Campo’s research (2014) on the impacts of political conflicts on a country’s
image and prospective tourists’ intentions to visit. This paper could also be
considered as a continuation of the work of Walters and Mair (2012) who not
only argued that there is limited literature in the area of post-disaster
destinations, but who also emphasised the importance of further research in the
field of post-disaster messages communicated via broadcast media, internet,
social networking sites. Last but not least, this paper could be said to be
continuity of the author own research as he clearly explained that Haiti as a
tourist destination is victim of a ‘blind spot’, that is to say gap between its
negative image and the reality (Séraphin, Gowreesunkar & Ambaye, 2016). The

author also indicated that this ‘blind spot’ could be erased by educating tourists
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at pre-visit stage using Visual Online Materials (Séraphin, Butcher & Korstanje,

2016).

In this vein, we are going to address the following questions:

(a) How to segment the Haitian Diaspora?

(b) How to educate the Haitian diaspora second and third generation (‘diaspora
second generation or ‘2G’ and diaspora third generation or ‘3G”) in order to
challenge the negative image they have of Haiti using a Visual Online Learning
Material (VOLM)?

The results of this book chapter can present some limitations as Séraphin,
Butcher & Korstanje (2016), theory on the potential of VOLM has not been
tested empirically. The focus of this book chapter is on Haiti, its diaspora and

the online game HaitiJeConnais (http://haitijeconnais.com#login#) but the

findings may have a wider applicability for destinations with a similar profile.
Case studies has become increasingly associated with in-depth exploration of a
particular context (...) they offer fresh insight and ideas about a topic (...) there
IS no reason why case studies should not be used to test a hypothesis (Hammond
& Wellington, 2013: 17-18). Woodside and Baxter (2013) in their quest to
achieving accuracy and therefore the possibility to generalise results, pointed
out that Case Study Research (CSR) is a tool helping to achieving excellence in

the quality of results. This case study is going to compile and analyse recent
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2. In and out of Haiti

2.1 Haiti and its tourism industry

Haiti was the most popular tourist destination in the Caribbean between the
1940s and the 1960s and, as such, attracted the international jet set. In 1957, the
dictatorship and the atmosphere of terror organised by Francois Duvalier
crippled the country’s tourism industry (Thomson, 2014). The key issue in
Haiti’s development relies on the fact that Haiti has not been lead so far by
presidents with a genuine interest for the development of the country (Séraphin,
2014a). Wagner (2015: 258) argues that Haiti became the first independent
black republic in 1804, and since then endures ‘long periods of political
instability, increasing socioeconomic inequality, a nearly twenty-year
occupation by US Marines, a nearly thirty-year dictatorship, several coups and
military juntas, and an unremitting series of foreign military, political,
economic, religious, and humanitarian interventions (...) Haiti and its people
have struggled for stability, sovereignty and democracy’.

On January 12, 2010, an earthquake shook Haiti to its foundations and further
damaged the tourism industry as most of the infrastructures and facilities of the
sector were destroyed. Investments from the Haitian diaspora enabled the
hospitality sector to begin to recover from the earthquake (Séraphin & Paul,

2015). However, because of its image of an unsafe destination (Higate & Henry,
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2009) it has been very difficult for Haiti to attract visitors (Séraphin, 2014a). As
a first step, the Haitian Destination Marketing Organisation (DMO) took an
Initiative towards rebranding the country with a new international logo and
slogan that Séraphin, Ambaye, Gowreesunkar and Bonnardel (2016) deemed to
be less effective (than the previous logo) as not telling the narrative of the
destination.

In today’s global economy, Haiti’s main competitive advantages have been its
abundance of low-wage, unskilled workers and its proximity to the USA. Haiti
can therefore be classified as a weak State: its structures lack political will
and/or the capacity to provide the basic functions needed for poverty reduction,
development and to safeguard the security and human rights of its population.
The weak governance and absence of accountability has facilitated the creation
of parallel economies and patterns of patronage and corruption (Gauthier &
Moita, 2010). The following table (Table 1) summarises the key issues affecting
Haiti and its tourism sector. These have a serious impact on the image of the

destination.
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Table 1: Major issues within the tourism sector in Haiti

Author(s)

Year

Theme

Summary

Théodat

2004

Quality of the products and services

Haiti is still an amateur when it
comes to tourism

Thernil

2004

Rejection of tourism

The locals do not perceive
tourism as a ‘godsend’ for the
country

Doré

2010

Training and courses in Tourism

There is a lack of quality
training in the tourism and
hospitality sector in Haiti

Séraphin

2013a

History of slavery and customer service

Customer service is also a
major issue as a result of the
slave trade, which is ultimately
attributable to low levels of
trust

Séraphin, Butler &
Gowreesunkar

2013

Entrepreneurship and tourism

The lack of funding has
constraining impacts on the
development of social
enterprise and enterprise in
general

Thomson

2014

Poor quality products and services and
limited positive impacts on the tourism
industry

All the sectors of the tourism
sector need to be improved.
The locals are not really
benefitting from the industry

Source: The author

The image people have of Haiti is mainly generated by autonomous agents (the

image developed by the media) hence the ‘blind spots’ that Séraphin,

Gowreesunkar & Ambaye (2016) define as the gap between the negative image

of the destination and the reality (figure 1)
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Figure 1: Destinations’ Blind Spots
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2.2 The Haitian diaspora

In general, the diaspora is defined as a geographic dispersion of people
belonging to the same community (Bordes-Benayoum, 2002). This group used
to be considered as a ‘brain drain’ but now they are considered as a ‘brain gain’
(Groot & Gibbons, 2007). As a segment, the diaspora is a significant contributor
to the economies and societies of countries in the region through remittances,
This is an accepted manuscript of a book chapter published by Springer in Diaspora Networks in -
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Investments, and importantly as sources of innovation and entrepreneurship
(Minto-Coy, 2009; 2011). As a region, the Caribbean has been said to have been
more profoundly influenced by migration than any other region in the world
with the very make-up of racial and ethnic groups, the structure of society and
the legacies thereafter being the result of migratory (forced or voluntary) flux
related to e.g. the slave and sugar trades, colonialism, the formation of
plantation societies (Minto-Coy, 2009) for a fuller discussion of these themes.
More recent migration has seen mainly a movement of people out of the region
leading to creation of a significant population, vis-a-vis the home population of
many countries in the region. In Haiti, they contribute to a large extent to the
GDP; to Foreign Direct Investment (FDI); to knowledge transfer; philanthropy;
and tourism and cultural change (De Haan, 2000; Meyer & Brown, 1999).
Minto-Coy and Séraphin (2016) also pointed out that this diaspora is a source of
knowledge and innovation that can contribute to the territorial development of
their home country. This diaspora is very important for the MTCI as tourists but
also as investors. As a matter of fact, some of the most recent noticeable
investment in the hospitality and catering sector are from the diaspora
(Séraphin, 2014b). In a nutshell, the key features of the Haitian diaspora are as

follows (table 2):
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Table 2: Key features of the Haitian diaspora

Features of the Haitian diaspora

Sources

Strong link kept with the home country

Paul, 2008

Organisation of communities in the different countries they are settled in

Dufoix, 2003

Strong link among the members of the community

Laethier, 2007

Very proud to be ‘Haitian’

Pizzorno 1990

Involved in the life of their new home and home country

Laethier, 2006; Audebert, 2006

Contribute greatly to the GDP of the home country

Dandin, 2012; Orozco, 2006

Brain gain

Paul & Michel, 2013; Barré et al, 2003

Highly qualified group. Most of them are in the USA

Wab, 2013

Second generation less interested in Haiti than their parents

Melyon-Reinette, 2010; 2009

Contribute to the territorial and economic intelligence of the home
country

Minto-Coy & Séraphin, 2016

Source: The author

A few other key data to complete this overview of the Haitian diaspora (table 3;

figure 2 & 3):

Table 2: Number of Haitian migrants by destination country (2010)
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NUMBER OF HAITIAN MIGRANTS BY DESTINATION COUNTRY, 2010

Number of individuals and percentages

MNumber of

Number of

Haitian de;tinaﬁl:ln Haitian Structure De-stina_tbn Haitian Structure

countries migrants (%) countries migrants (%)
1. United States BBT 149 5415 12. Suriname B&S 0.08
2 Dominican Republic 311969 28.77 13. Spain 769 0.07
3. Canada 73753 6.80 14. Gemany 645 0.06
4. France 42103 3.88 15. Mezxico 500 0.05
5. Bahamas 12,051 1.76 16. Haly 278 0.03
6. Metherlands Antilles 3757 0.35 17. United Kingdom 217 0.02
7. Belgium 1821 0.18 18. Denmark 177 0.0z
8. Venezuela 1609 0.14 19. Sweden 138 0.01
9. Switzerland 1257 012 20. Greece 131 0.01
10. The Netherands 1.087 010 Other countries 36 027 3.32
1. Cuba 909 0.08 TOTAL 1,084 216 100.00

SouRces: American Community Survey 2010 for us data; ix Censo NMacional de Poblacion y Vivienda 2010-Replblica
Dominicana for the Dominican Republic, and from the World Bank for the remaining countries.

As the above table shows, the USA and the Dominican Republic are by far the

main destinations for the Haitian diaspora.
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Figure 1: The different Haitians’ migration waves

As figure 1 indicates, the Haitian immigration is not a new phenomenon. It
started for political reasons then turned into political and economic reasons

(Paul, 2008).

Figure 2: Money transfer by the Haitian diaspora
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The Haitian diaspora contributes extensively to the GDP of Haiti via money

transfer.

2.3 A Tourism experience based segmentation of the Haitian diaspora

Séraphin (2014a) identified four stages in the evolution of tourism in Haiti:

(a) The first stage started in the 18th century. A very limited number of people

used to visit Haiti. They were mainly attracted by the natural assets of the

country.

(b) The second stage (1940s-1980s) — Haiti becomes a very popular destination

in the Caribbean. However, it is important to mention the fact that in the 1960s
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the number of visitors decreased drastically due to the insecure environment
that emerged following the election of Jean-Francois Duvalier (1957-1971).

(c) The 3rd stage (1980-2010) - Haiti is no longer considered as a tourist
destination. Due to political instability the country becomes one of the least
visited of the Caribbean.

(d) The final stage (from 2011) — In 2011, Stephanie Balmir-Villedrouin is
appointed Ministry of Tourism. Two years after her appointment, the Minister
of Tourism managed to put Haiti back on the international map of tourist
destinations.

As far as Haitian migration is considered, three main stages can be identified:
(@) The first wave (1915-1935) was before tourism was considered as a source
of income for the economic development of the country. The first body in
charge of tourism, namely the Office National du Tourisme, was created in 1939
(Séraphin, 2014b). The generation who left Haiti during this period is not
familiar with the tourism industry in their home country.

(b) The second wave (1965-1986) has one foot in Jean-Francois Duvalier’s
administration (1957-1971) and one foot in Jean-Claude Duvalier’s
administration (1972-1986). During this second wave of migration, the number
of visitors in Haiti was way above the Dominican Republic that was still
focused on the sugar industry. But later, the political instability casted out Haiti

from the world tourism map (Séraphin, 2010). The Haitians who left Haiti

18
This is an accepted manuscript of a book chapter published by Springer in Diaspora Networks in
International Business, available online at https://doi.org/10.1007/978-3-319-91095-6. It is not the
copy of record. Copyright © 2019, Springer.



during this period (1965-1986), have a mixed experience of the tourism sector
in their home country.

(c) The last wave of migration (2005-2014) was still embedded in a context of
political instability. With the election of President Martelly the political
situation changed as mentioned earlier. The Haitians who left Haiti during this
period also had a mixed experience of the tourism sector in Haiti.

The table (table 2) below crosses the stages of the tourism industry in Haiti with
the various migration waves in order to provide an original segmentation of the

Haitian diaspora.

Table 3: Experience and generation based segmentation of the Haitian diaspora

Stages of tourism in Haiti Haitians migration waves Segmentation of the Haitian diaspora

18th Pre-tourism generation
1915-1935

1940-1960 Golden tourism generation

1960-2011 1965-1985 Deprived tourism generation

2005-2014 Rejuvenated tourism generation
2011

Source : The author

It is important to highlight the fact that this segmentation only takes into
account Haitians born and bred in Haiti (domestic tourism). The diaspora
visiting their home country was not taken into account (inbound tourism). The
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fact that one dimension (inbound tourism) is missing, constitute the second
limitation of our research.
3. Education of the Haitian diaspora 2G and 3G as a experiential

marketing marketing strategy at pre-visit stage

3.1 Why targeting the Haitian diaspora?

A SWOT analysis (table 3) of the Haitian diaspora as tourists (based on Minto-
Coy & Séraphin, 2016; Séraphin 2014b; Wab, 2013; Jadotte, 2012 and Newland

& Taylor, 2010) gives the following results:

Table 3: SWOT analysis of the Haitian diaspora

STRENGHTS WEAKNESSES
= Stay in local hotels =  The diaspora reinforces the American culture
= Eat in local restaurants and buy products and image in their home country

directly from local producers

= Decentralise tourism from Port-au-Prince to
other areas of the country as diaspora like
going back to their local towns

= Use the same infrastructures as the locals

= Can be used to test existing products and
services

OPPORTUNITIES THREATS

= Strong interest for their culture and artefacts | -Elite attitude (‘elephant sitting on Haiti’)
from their home country

= Strong connection with the members of their
families who stayed home

= Part of associations

= Experience and innovation

Source: Minto-Coy & Séraphin, 2016; Séraphin 2014b; Wab, 2013; Jadotte, 2012 and Newland & Taylor, 2010;
Gautier & Moita, 2010

The above table (table 3) shows that the diaspora is a real asset for the tourism

sector in Haiti. There are more ‘Strengths’ and ‘Opportunities’ than
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‘Weaknesses’ and ‘Threats’. A comparative approach with non-diaspora tourists

shows that the latest is less beneficial for the country (table 4):

Table 4; Comparative approach diaspora vs non-diaspora tourists

Diaspora as tourists Non-diaspora tourists

= Stay in local hotels = Stay in international chain of hotels
= Eat in local restaurants and buy products
directly from local producers

= Decentralise tourism from Port-au-Prince to = Only visit well known tourist sites
other areas of the country as diaspora like
going back to their local towns

= Use the same infrastructures as the locals = Heavy investments are sometimes required to
meet their needs

Source: Séraphin 2014b; Wab, 2013; Jadotte, 2012 and Newland & Taylor, 2010

3.2 An innovative marketing approach

Whilst research aiming to provide solution to improve the performance of post-
colonial, post-conflict and post-disaster destinations (PCCD Destinations) focus
on the destination (Avraham, 2015; Alvarez & Campo, 2014; Walters & Mair,
2012; Alvarez and Campo, 2011; Vitic & Ringer, 2007), this book chapter is
interested in exploring solutions focused on the tourist at pre-visit stage. The
pre-visit stage is an important phase of information processing and is shaped by
personal knowledge and other third party information (Hubner & Gossling,
2012). Based on pre-visit information, it is very important to make people
knowledgeable about the place through exposure to truthful information that can

counter the exaggeration of risk and other negative preconceptions reinforced
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within the tourists’ culture. As a result, in this book chapter, we understand
education as an opportunity to familiarise the Haitian 2G and 3G with their
literature, history, geography, culture, local sayings, current affairs, etc).
Walker & Mair (2012: 87) put it succinctly: Communication with the tourism
market and the tourist ‘is essential for Destination Marketing Organisation
seeking to manage the misperceptions and media-imposed attitudes held by
potential visitors’. The research starts from the dual premise that the country’s
image is defined by ‘The impression that a person or persons hold about a
country in which they do not reside’ (O’Sullivan, 1996, cited in Seddighi et al,
2001), and that this impression is formed significantly through an individual’s
affective disposition rather than simply through a cognitive one (Alvarez &
Campo, 2014). The approach is to make visitors more knowledgeable through
appeals to their affective impulses (feelings and emotions), meaning that the
strategy will have to be tailored towards this (Seddighi et al, 2001). Logically,
the education of potential tourists of post-colonial, post-conflict and post-
disaster destinations could challenge media reinforced clichés and false
preconceptions, and promote a more clear eyed and positive view. Education
can contribute to turn potential tourists into actual tourists, and enhance the
experience of the tourists too (Séraphin, Butcher & Korstanje, 2016). Whilst
tourism education is generally seen only from the students’, academics’,

practitioners’ and employers’ angle (Dale & Robinson, 2001), this article
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considers it as a pre-visit marketing tool, explicitly countering false or
exaggerated negative notions relating to colonialism, disasters and conflicts of
the past (both distant and recent). When people have a better knowledge of the
true nature of a destination (history, tradition, context, etc), they are more likely
to visit it because they will be less open to distortions, exaggerations and
unbalanced accounts Gossling (2012). In 1994, National Advisory Council for
England and Training Target UK (NACETT) identified the role played by
training and education in the performance of a nation. Hence generally lifelong
learning is related to employee skills and economic efficiency for providers.
However, ever since Krippendorf’s (1987) call for tourists to be educated about
the destinations they visited in order to create a more ethical tourism, advocates
of ethical tourism have argued that this is a moral goal for the industry. Such an
approach to lifelong learning entails a new, open and innovative attitude toward
education in tourism at the pre-visit stage. Thus, the following sections are
going to discuss at a conceptual level the potential impact of technology
(VOLM) on the diaspora (2G and 3G tourists’ behavior) and non diaspora

tourist behavior (figure 4).

Figure 4: Outcomes of VOLM
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TOOL:
Virtual Online Learning Material (VOLM)

TARGETS:
Haitian diaspora as tourists + Non -Haitian diaspora tourists

OUTCOMES:
- Decide to visit the destination

- Still not convinced by the destination

Source: The author

3.3 Online education of the tourists

ITs play a role in all stages of the tourist experience (Neuhofer & Buhalis,
2012). That said, it is also very important to emphasise on the fact that ITs can
also be used as a learning tool to disseminate knowledge to staff (Liburd &
Hjalager, 2010) and subsequently improve the businesses’ performance
(Collins, Buhalis & Peters, 2003); enhance learning motivation (Klein, Noe &
Wang, 2006 cited in Behnke, 2013) and stimulate participation and interest
(Law, 2013). Based on the above information, our hypothesis is that
online/virtual tool can be used as a tool to educate tourists about PCCD
destinations at pre-visit stage and then motivate them to visit these destinations.
In the same line of thought, Dale and Robinson’s (2001) three domains model

of tourism education argue that in order for a tourism education programme to
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meet the need of the industry and stakeholders involved, it needs to: (a)
develop interdisciplinary skills for a broad understanding of the industry; (b)
provide expertise in a specific area in terms of skills; (c) explore some niche
markets. Anderson, 2001 (cited in Walters & Mair, 2012), explains that the art
of convincing a target audience relies on three clements: (a) an ‘ethos’ element
based on the credibility and trustworthiness of the source of the message; (b) a
‘pathos’ element is linked with the emotional appeal of the message and finally,

(c) a ‘logos’ element referring to the capacity of the message to inform.

3.4 ‘Haiti Je Connais’ and Gamification

The term ‘Gamification’ is quite recent as it appears in 2008 and is defined as
‘the use of game design elements and game thinking in a non-gaming context’
(Deterding et al. 2011 cited in Xu, Tian, Buhalis, Webber & Zhang, 2015: 525).
Gamification has many benefits: Improve loyalty; change of consumer
behaviour; encourage customer engagement; enhance experience; improve
engagement; provoke motivation; increase brand awareness (Xu, Weber &
Buhalis, 2014). To this list, Capatina and Bleoju (2015) add that Gamification
contributes to educate the players through their engagement and more
importantly, contribute to enhance their Collective Intelligence, in other words,

their capacity ‘to engage in intellectual cooperation in order to create, innovate
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and invent’ (Levy, 1997 cited in Capatina & Bleoju, 2015: 294). In education,
Gamification is gaining in popularity (Jimenez-Pelaez, Romero & Medina,
2014). Based on the above, Gamification could be used to educate the Haitian
diaspora (and non-diaspora tourists) about Haiti and subsequently remove all
the negative cliché about the destination and motivate them to visit the country.
In this chapter Gamification is to be approached from organic agents (that are
acquired through personal experience and are normally the most trusted source
of information) perspective. This approach is powerful because it can quickly
alter a tourist’s image of a destination (Gartner, 1993).

The pan-Haitian App Haiti Je Connais (http://haitijeconnais.com#login#) is

managed by the Haitian charity Evolution d’ Haiti (http://haitijeconnais.org/).

This charity is aiming to turn around the negative image of Haiti and raise
awareness of the assets of the destination. As Minto-Coy and Séraphin (2016)
argued, the Haitian diaspora is rather innovative and subsequently can
contribute to the development of their home country. Haiti Je Connais is first of
all an online quiz about Haiti. The questions covered include a variety of areas:
Literature, cinema, sport, geography, current affairs, culture, tourism, local
sayings). This online application proposed is effectively an interactive, fun and
affecting repository of knowledge about Haiti. It encourages access to factual
knowledge and informed, affective reflection about the country. It is not directly

‘selling’ Haiti per se, but following our analysis, may be all the more effective
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for that in promoting it as a prospective destination. This is an example of what
Rowley (2000) sees as knowledge management that is not neutral, but in pursuit
of a specific objective (Davenport 1998, cited in Rowley, 2000), the objective
being improving the image of Haiti and encouraging people (diaspora and non-
diaspora tourists) to visit the destination. Gamification presented like a quiz can
therefore be considered as a form of experiential marketing tool enabling the
player to develop his image of Haiti based on what he knows about the
destination instead of the message spread from the media (Oberhofer, Fuller &

Hofmann, 2014).

3.5 The limitations of this strategy

This strategy which aims to use VOLM to change tourists (diaspora and non-
diaspora) on Haiti is interesting as it offers an alternative to existing
promotional material aiming to improve the general perceptions of Haiti and
other PCCD destinations, as there is little evidence at the moment that existing
strategies are effective (Séraphin, Butcher & Korstanje, 2016; Walter & Mai,
2012). However, the danger of the destination loss of authenticity is looming.
Indeed, Séraphin (2014a) explained that Haiti is still a very authentic destination
because the tourism businesses are mainly owned and managed by Haitians.
However, he also warned that this authenticity would gradually fade away if the
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industry happened to move from the hands of the locals to those of the diaspora
and non-Haitians. As a results, the Haitian diaspora as actor of the tourism
industry could potentially be an issue travellers are now looking for authenticity
(Xie & Wall, 2003 in Park, 2014). The first hotel with an international standard
which opened in Haiti, Hotel Oasis, opened in 2012, is owned by an Haitian
from the diaspora (Séraphin & Paul, 2015). Other hotels with international
standards and owned by Haitians from the diaspora followed (Séraphin & Paul,
2015: 7): La Lorraine (2012); Best Western (2013); Villa Nicole (2013); Hotel
La Source (2013); Monte Cristo (2014); Colin Hotel (2014), etc. ‘Authenticity’
Is regarded as the most important criterion for the development of heritage
tourism' (Xie & Wall, 2003 in Park, 2014: 62). This also raised the question of
sustainable tourism. The tourism industry has been highlighted as an industry
that can positively contribute to the economic and social development of a
destination (Buckley, 2012). However this industry can also negatively impact
on a destination if poorly managed (Mazanec, Wober & Zins, 2007 cited in
Iniesta-Bonnillo, Sanchez-Fernandez & Jimenez-Castillo, 2016). To some
extent, the encouragement of the Haitian diaspora to invest in the tourism
industry of their home country could be considered as an example of poor
management if a strict qualitative and quantitative control is not operated in
terms of type of tourism business and number of investments from the diaspora.

If so far we considered the limitations of our research from the angle of Haitian
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diaspora as investors, there are also limitations from the angle of diaspora as
tourists. Séraphin (2016) indicated that the diaspora is not that different from
others tourists (non-diaspora) on the basis that to be convinced they need to be
provided evidence that (1) evidence that the service provided is good (2)
information about events and sites to visits and finally (3) evidence of
endorsements by opinion leaders who have already experienced the destination.
However, Michel (2009) claims tourism can fully benefit a destination, only if
the locals are fully involved in the planning and development of the industry
and benefit from it. Despite these limitations, table 4 provides evidence that
from a sustainable point of view that diaspora tourists are more profitable for

the destination than non-diaspora tourists.

4. Conclusion

Segmenting the diaspora using ‘experience’ was all the more relevant in this
book chapter as we used an experiential marketing tool, namely the online game
HaitijeConnais to theoretical test the hypothesis that VOLM could change the
way the Haitian diaspora 2G and 3G perceive their home country and would
subsequently turned them into potential tourists for the destinations. Whilst this
segment appears to be the more beneficial one for the destination, marketers

from the Haitian DMO need to meet their needs in terms of quality of services
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and activities. That said, as investors in the tourism industry, the role of the
diaspora is more questionable from a sustainable point of view as their
involvement can impact negatively on the authenticity of the destination. As for
the App, whilst the existing App has merit, the analysis presented in the
previous subsection (3.3) suggests that it could better meet the goal of
promoting tourism in Haiti if it:
1. Adopts an interactive, multimedia approach (sound, images and videos
about the destination);
2. Provides a clear and detailed mission statement (with a message for
Haitians, diaspora, existing visitors, potential visitors);

3. Displays endorsements (by opinion leaders / travel writers)

Future research could be about testing empirically the capacity of VOLM to
actually change tourist perception on a particular destination.

6. References

Alvarez, M.D. & Campo, S. (2014) The influence of political conflicts on
country image and intention to visit: A study of Israel’s image, Tourism

Management, 40 (2014): 70-78

Audebert, C. (2006). L'insertion socio-spatiale des Haitiens a Miami. Paris,
L’Harmathan.

Avraham, E. (2015) Destination image repair during crisis: Attracting tourism
during the Arab Spring, Tourism Management, 47 (2015): 224-232

30
This is an accepted manuscript of a book chapter published by Springer in Diaspora Networks in
International Business, available online at https://doi.org/10.1007/978-3-319-91095-6. It is not the
copy of record. Copyright © 2019, Springer.



Ballengee-Morris, C. (2002) Cultures for sale: Perspectives on colonialism and
self-determination and the relationship to authenticity and tourism, Studies in
Art Education, 43 (3): 232-245

Banasiewicz, A.D. (2013) Marketing database analytics. Transforming data for
competitive advantage, Oxon: Routledge

Barré, R., Hernandez, V., Meyer, J.-B. et Vinck, D. (2003). Diasporas
scientifigues, Comment les pays en développement peuvent-ils tirer parti de
leurs chercheurs et de leurs ingénieurs ? Paris, IRD (Institut de Recherche pour
le Développement).

Behnke, C. (2013) Examining the relationship between emotional intelligence
and hospitality student attitudes toward E-learning, Journal of Hospitality &
Tourism Management, 24 (2): 12-20

Blythe, J. (2009) Key concepts in marketing, Londres: Sage

Bordes-Benayoun, C. (2002). Les diasporas, dispersion spatiale, expérience
sociale, Autrepart, n°® 22, p. 23-36

Buckley, R. (2012) Sustainable tourism: Research and reality, Annals of
Tourism Research, 39 (2): 528-546

Capatina, A. & Bleoju, G. (2015) Leveraging organizational knowledge vision
through Strategic Intelligence profiling-the case of the Romanian software
industry, Journal of Intelligence Studies in Business, 5 (2): 142-150

Cervantes Gonzalez, J.A. (2013). Profile of the population of Haitian origin in
the United State, report for the Center for Latin American Monetary Studies
(CEMLA)

Cohen, E. H. (2011). “Educational dark tourism at an in populo site: The
Holocaust museum in Jerusalem”. Annals of Tourism Research, 38(1), 193-2009.

Collins, C., D. Buhalis, and M. Peters (2003). “Enhancing Small Medium
Tourism Enterprises’ Business Performance through the Internet and E-learning
Platforms.” Education & Training, 45 (8/9): 483-94.

Cooper, C., & Hall, M. (2008.) Contemporary tourism: An international
approach. Elsevier: Oxford

31
This is an accepted manuscript of a book chapter published by Springer in Diaspora Networks in
International Business, available online at https://doi.org/10.1007/978-3-319-91095-6. It is not the
copy of record. Copyright © 2019, Springer.


https://194.47.18.162/index.php/JISIB/article/view/130
https://194.47.18.162/index.php/JISIB/article/view/130
https://194.47.18.162/index.php/JISIB/article/view/130

Cruise, R. (2012) Geéopolitique et migration en Haiti, Paris : Publibook

Daghmi. F.(2010). Constructions identitaires et récits médiatiques. Etudes
caribéennes, [online] available from : http://etudescaribeennes.revues.org/368,
[accessed on 18.11.16]

Dale, C. & Robinson, N. (2001) The theming of tourism education: A three-
domain approach, International Journal of Contemporary Hospitality
Management, 13 (1):30-34

Dandin, M. (2012). « Pour une intégration efficace de la diaspora au
développement d’Haiti », Rencontre, n° 24-25, p. 28-31.

De Haan, A. (2000), Migrants, Livelihood and Rights: The Relevance of
Migration in Development Policies, Social Development Working Paper, n° 4.
London, Department for International Development

Dufoix, S. (2003). Les diasporas. Paris, P.U.F. (Que sais-je ?)

Elo, M. & Mollel, V. (2016) Diasporans as target markets-service innovations
for final repatriation, Inter-Disciplinary Press, [online] www.researchGate,
Accessed on 07.07.16

Eloob M & Riddle, L. (2016) Understanding diaspora investment, Inter-
Disciplinary Press, [online] www.researchGate, Accessed on 07.07.16

Gartner, W.C. (2000). Image. In Cooper. C, Hall. M. Contemporary tourism: An
international approach. London: Elsevier

Gartner, W.C. (1993) Image formation process, Journal of Travel and Tourism
Marketing, 2 (2/3): 191-215

Gauthier. A, Moita. M. 2010. Vulnerability and causes of fragility in Haiti.
Fride, 11 p.

Gossling, S., Scott, D., Hall, M.C., Ceron, J.P., Dubois, G. (2012) Consumer
behaviour and demand response of tourists to climate change, Annals of
Tourism Research, 39 (1): 36-58

32
This is an accepted manuscript of a book chapter published by Springer in Diaspora Networks in
International Business, available online at https://doi.org/10.1007/978-3-319-91095-6. It is not the
copy of record. Copyright © 2019, Springer.


http://etudescaribeennes.revues.org/368
http://www.researchgate/
http://www.researchgate/

Groot, M. C. & Gibbons, P. (2007), Diasporas as 'Agents of Development'
Transforming Brain Drain into Brain Gain? The Dutch Example, Development
in Practice, vol. 17, n° 3, p. 445-450

Gunn, C. (1972) Vacationscape, Bureau of Business Research, University of
Texas: Austin, TX

Hall, C.M. (2002) Travel safety, terrorism and the media: The significance of
the issue-attention cycle, Current Issues in Tourism, 5 (5): 458-466

Hammond, M. & Wellington, J. (2013) Research Methhods. The Key Concepts,
London: Routledge

Higate, P., Henry, M. (2009) Insecure spaces, peacekeeping, power and
performance in Haiti, Kosovo and Liberia. Londres, Zed Books

Hubner, A. & Gossling, S. (2012) Tourist perceptions of extreme weather
events in Martinique, Journal of Destination Marketing & Management, 1
(2012): 47-55

Hung, K., Xiao, H. & Yang, X. (2013) Why immigrants travel to their home
places: Social capital and acculturation perspective, Tourism Management 36:
304-313

Iniesta-Bonillo, M.A., Sanchez-Fernandez, R. & Jimenez-Castillo, D. (2016)
Sustainability, value, and satisfaction: Model testing and cross-validation in
tourist destinations, Journal of Business Research, 69 (11), 5002-5007

Jadote, E. (2012) Brain drain, brain circulation and diaspora networks in Haiti,
UNCTAD personal experiences, Journal of Personality and Social
Psychology,15 (3), 234-239

Jiménez Pelédez, J.M., Romero, J.R. & Medina, BL (2014) The revitalization of
the ludic dimension in the teaching-learning process. A case of gamification
applied to the flipped classroom methodology, ICERI2014 Conference, 17th-
19th November 2014, Seville, Spain

Korstanje, M. (2009). Re-visiting risk perception theory in the context of travel.
E-Review of Tourism Research, 7(4), 68-81

33
This is an accepted manuscript of a book chapter published by Springer in Diaspora Networks in
International Business, available online at https://doi.org/10.1007/978-3-319-91095-6. It is not the
copy of record. Copyright © 2019, Springer.



Korstanje, M. (2012). Reconsidering cultural tourism: an anthropologist's
perspective, Journal of Heritage Tourism, 7(2), 179-184.

Korstanje, M. E., & Tarlow, P. (2012). Being lost: tourism, risk and
vulnerability in the post-‘9/11’entertainment industry. Journal of Tourism and
Cultural Change, 10(1), 22-33

Krippendorf, J. (1987) The Holiday Makers, Oxford: Butterworth Heinemann

Law, R. (2013) Computer-Assisted instruction in hospitality education: An
intelligent tutoring systems approach, Journal of Hospitality & Tourism
Education, 11 (1): 50-56

Laéthier, M. (2007). Etre haitien et migrant en Guyane francaise, Thése de
doctorat en anthropologie sociale et ethnologie, soutenue le 15 juin, Paris,
EHESS

Liburd, J. & Hijalager, A.M. (2010) Changing approaches towards open
education, innovation and research in tourism, Journal of Hospitality and
Tourism Management, 17: 12-20

Meylon-Reinette, S. (2010), De la dédiasporisation des jeunes Haitiens a New-
York, Etudes caribéennes [Online], http://etudescaribeennes.revues.orq,
Accessed on 07.07.16

Melyon-Reinette, S. (2009). Haitiens a New York City : Entre Amérique noire
et Amérique multiculturelle, Paris: L’Harmattan

Meyer, J.-B. et Brown, M. (1999). « Scientific Diasporas: A New Approach to
the Brain Drain », Discussion Paper, n° 41, Paris, UNESCO-MOST, [Online],
www.unesco.org/most/meyer.htm, Accessed on 07.07.16

Michel, F. (2009). Des hotes et des autres. Tourisme et alterite, Revue Espaces
(171)

Minto-Coy, I. & Séraphin, H. (2017) Role of the diaspora in the emergence of
Economic and Territorial Intelligence in Haiti, International Journal of
Business and Emerging Markets, 9 (1): 48-67

34
This is an accepted manuscript of a book chapter published by Springer in Diaspora Networks in
International Business, available online at https://doi.org/10.1007/978-3-319-91095-6. It is not the
copy of record. Copyright © 2019, Springer.


http://www.sciencedirect.com/science/article/pii/S016073830100038X#BIB28
http://etudescaribeennes.revues.org/
http://www.unesco.org/most/meyer.htm

Minto-Coy, I. D. (2013) 'The Draft Jamaica Diaspora Policy', Consultancy
Report prepared for the Government of Jamaica to guide the production of the
National Diaspora Policy

Minto-Coy, I.D. (2011) 'Beyond Remittancing: An Investigation of the Role of
Telecoms in Facilitating and Extending the Diaspora’s Contribution to the
Caribbean'. Canadian Foreign Policy Journal 17.2: 129-141

Minto-Coy, I.D (2009) Diasporas and Development — The Case of Ireland and
the Caribbean'. Caribbean Paper #7, Waterloo. Canada: Centre for International
Governance Innovation

Neuhofer, B. & Buhalis, D. (2012) Understanding and managing technology-
enabled enhanced tourist experiences, 2nd advances in hospitality and tourism
marketing and management conference.

Newland, K. & Taylor, C. (2010) Heritage tourism and nostalgia trade: A
diaspora niche in the development landscape, Migration Policy Institute

Noble, C. (2001) Book review, Zyman, S. (1999) The end of marketing as we
know it, New York: Harper Collins Publishers

Norman, P.M., Artz, KW. & Martinez, R.J (2007) Does it pay to be different?
Competitive non-conformity under different regulatory regimes, Journal of
Business Research, 60: 1135-1143

Novelli, M., Morgan, N. & Nibigira, C. (2012) Tourism in a post-conflict
situation of fragility, Annals of Tourism Research, 39 (3) 1446-1469

Oberhofer, M., Fuller, J. & Hofmann, V. (2014) Tryvetising - What Makes
Consumers Share Product Innovations With Others? in Advances in Consumer
Research Volume 42, eds. June Cotte and Stacy Wood, Duluth, MN :
Association for Consumer Research, Pages: 348-351

Orams, M.B (1996) A conceptual model of tourist-wildlife interaction: The case
for education as a management strategy, Australian Geographer, 27 (1): 39-51

Orozco, M. (2006). Understanding the remittance economy in Haiti.
Washington D.C., Inter-American Dialogue.

Park, Y.P. (2014) Heritage Tourism, Abingdon: Routledge

35
This is an accepted manuscript of a book chapter published by Springer in Diaspora Networks in
International Business, available online at https://doi.org/10.1007/978-3-319-91095-6. It is not the
copy of record. Copyright © 2019, Springer.



Paul, B. (2008), Migration et pauvreté en Haiti : impacts eéconomiques et
sociaux des envois de fonds sur I’inégalité et la pauvreté ?, Communication a la
Journée Thématique du Groupe d’Economie et Développement (GDR),
Université Bordeaux 4

Paul, B. et Michel, T. (2013a). « Comment juguler les limitations financieres
des universités haitiennes ? ». Haiti Perspectives, vol. 2, n° 1, p. 57-63

Pizzorno, A. (1990). « Considérations sur les théories des mouvements sociaux
». Politix, 3(9): 74-80

Ritchie, B.W., Dorrell, H., Miller, D. & Miller, G.A. (2004) Crisis
communication and recovery for the tourism industry, Journal of travel and
tourism marketing, 15 (2-3): 199-2016

Rowley, J. (2000) Is higher education ready for knowledge management?
International Journal of Education Management, 14 (7): 325-333

Seddighi, H.R., Nuttall, M.\W. & Theocharous, A.L. (2001) Does cultural
background of tourists influence the destination choice? An empirical study
with special reference to political instability, Tourism Management, 22 (2001):
181-191

Séraphin, H., Butcher, J. & Konstanje, M, (2016) Challenging the negative
images of Haiti at a pre-visit stage using Visual Online Learning Materials,
Journal of Policy Research in Tourism, Leisure and Events, doi:
10.1080/19407963.2016.1261146

Séraphin, H., Gowreesunkar, V. & Ambaye, M. (2016) The Blakeley Model
applied to improving a tourist destination: The case of Haiti, Journal of
Destination Marketing Management, doi: 10.1016/j.jdmm.2016.07.004

Séraphin, H., Ambaye, M. & Gowreesunkar, GB. & Bonnardel, V. (2016) A
Marketing Research Tool for Destination Management Organisations’ Logo

Design, Journal of Business Research: 1-6

Séraphin, H. (2016) Impacts of travel writing on post-conflict and post-disaster
destinations: The case of Haiti, in Zoe Roberts (ed) (2016) River Tourism: The
Pedagogy and Practice of Place Writing, Plymouth, TKT. pp.17-35

36
This is an accepted manuscript of a book chapter published by Springer in Diaspora Networks in
International Business, available online at https://doi.org/10.1007/978-3-319-91095-6. It is not the
copy of record. Copyright © 2019, Springer.


http://dx.doi.org/10.1016/j.jdmm.2016.07.004

Séraphin, H. & Paul, B. (2015) La diaspora : un levier pour le développement
du tourisme en Haiti, Mondes du Tourisme [Online]
http://tourisme.revues.org/990, Accessed on 18.11.16

Séraphin, H. (2015) Marketing and Tourism. Research method for the
segmentation of the Haitian diaspora, International Journal of Arts & Sciences
(IJAS) International Conference for Business and Economics, Florence (Italy),
16-19 June

Séraphin, H. (2014b) Les jeux d’influences dans le tourisme: Cas d’Haiti,
Journal of Haitian Studies, 20 (2), 66-86

Séraphin, H. (2014a) Le tourisme: L’ouverture pour le peuple de Toussaint?
Paris: Publibook

Séraphin, H. (2013) The contribution of tour guides to destination
understanding and image. The case of Haiti via an analysis of: ‘Bonjour blanc,
a journey through Haiti’, International Research Forum on Guided Tours, Breda
University of Applied Sciences (Netherland)

Séraphin, H. & Butler, C. (2013) Impacts of the slave trade on the service
industry in Kenya and Haiti: The case of the Tourism and Hospitality sector,
Journal of Hospitality and Tourism, 11, (1), 71-89

Séraphin, H., Butler, C. & Gowreesunkar, V. (2013) Entrepreneurship in the
tourism sector: A comparative approach of Haiti, coastal Kenya and Mauritius,
Journal of Hospitality and Tourism, 11, (2), 72-92

Séraphin, H. (2010) Quel avenir pour le tourisme en Haiti?, Revue Espaces,
(281), 4-6

Stechenkova, S. & Zhan, F. (2013) Visual destination images of Peru:
Comparative content analysis of DMO and user-generated photography,
Tourism Management, 36 (2013) 590-601

Tarlow, P. (2014). Tourism Security: Strategies for Effectively Managing
Travel Risk and Safety. Elsevier

37
This is an accepted manuscript of a book chapter published by Springer in Diaspora Networks in
International Business, available online at https://doi.org/10.1007/978-3-319-91095-6. It is not the
copy of record. Copyright © 2019, Springer.


http://tourisme.revues.org/990

Thomson, 1. (2004). Bonjour blanc, a journey through Haiti, London: Vintage

Vitic, A. & Ringer, G. (2008) Branding post-conflict destinations, Journal of
Travel and Tourism Marketing, 23 (2-4): 127-137

Wab, T. (2013) Engaging the Haitian Diaspora, Cairo Review, (9)

Walters, G. & Mair, J. (2012) The effectiveness of Post-disaster recovery
marketing messages — The case of the 2009 Australian bushfires, Journal of
Travel & Tourism Marketing, 29 (1): 87-103

Wagner, L. (2015) Hold tight, don'’t let go, New York: Amulet Books

Woodside, A.G. & Baxter, R. (2013) Achieving accuracy, generalisation to
contexts, and complexity in theories of business-to-business decision processes,
Industrial Marketing Management, 42 (382-393)

Xu, F., Tian, F., Buhalis, D., Weber, J. & Zhang, H (2015) Tourists as mobile
gamers: Gamification for tourism marketing, Journal of Travel and Tourism
Marketing, DOI: 10.1080/10548408.2015.1093999

38
This is an accepted manuscript of a book chapter published by Springer in Diaspora Networks in
International Business, available online at https://doi.org/10.1007/978-3-319-91095-6. It is not the
copy of record. Copyright © 2019, Springer.



