International Journal of Hospitality Management Xxxx (XXxX) XXX—XXX

journal homepage: www.elsevier.com/locate/ijhm

Contents lists available at ScienceDirect

International Journal of Hospitality Management

INTERNATIONAL JOURNAL OF

The balanced scorecard of a new destination product: Implications for

lodging and skiing firms

Ruggero Sainaghi™*, Paul Phillips”, Francesca d’Angella®

2 JULM University, Department of Business, Law, Economics, and Consumer Behaviour, Via Carlo Bo, 1, I-20143 Milan, Italy

P Kent Business School, University of Kent, Canterbury, Kent, CT2 7PE, UK

ARTICLE INFO ABSTRACT

Keywords:

Balanced scorecard (BSC)

New product development (NPD)
Skipassfree

Performance

Livigno (Italy)

New product development (NPD) is a counter-seasonal strategy able to reduce demand fluctuations, especially
during the seasonal tails. No previous study has analysed this field through the lens of balanced scorecard (BSC).
This explorative paper contributes to this gap and considers two research questions: i) How is a destination NPD
process operationalized using the four BSC perspectives? ii) What is the relevance and content of each per-
spective in this particular field?

The study deploys a longitudinal analysis of the Skipassfree product, launched by Livigno (Italy) in 2007.

Over a decade, this product generated a significant uplift both in terms of hotel guests (+108%) and ski
company clients (+248%). The proposed framework is built around 22 codes and incorporates a fifth BSC
perspective (the destination context). “Learning and growth” is the most significant perspective with “align-
ment” being a key attribute, which suggests the relevance of innovation and stakeholders’ involvement.

1. Introduction

The increasing competition in the tourism and hospitality industry
(Go and Govers, 2000; Ritchie and Crouch, 2000) pushes destinations to
carefully manage seasonality (BarOn, 1975), especially in alpine con-
texts (Pegg et al., 2012; Sainaghi, 2008). Possible strategies are usually
centred upon a few drivers, including: price (Turrién-Prats and Duro,
2017), events (Connell et al., 2015; Getz and Page, 2016; Sainaghi and
Mauri, 2018), NPD (Sun and Carter, 2009), and market segmentation
(Sainaghi and Canali, 2011). While event management (Getz, 2008,
2012) and marketing strategies (price, market segmentation) are well
studied, particularly in the field of hospitality, NPD has not evolved in a
similar accretive manner (Chen et al., 2013). Based on a recent litera-
ture review, NPD is defined as the process from a conceptualized idea to
market launch of novel or updated goods (Miiller-Stewens and Moller,
2017). Sandvik et al. (2011) suggest that tourism organizations may not
always have a formalised process for NPD, especially in the case of
small-medium sized businesses. Many studies assert that NPD is
strongly linked with firm competitive advantage, both in the general
field of management (Barczak et al., 2009) and also for lodging com-
panies (Skalpe and Sandvik, 2002).

For hospitality firms and in the context of this study, NPD is usually
deeply linked with the overall destination management (Sainaghi,
2006). Prior hospitality and tourism studies as reported in Table 1 were
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focused on: hospitality businesses (60%), followed by tourism desti-
nation (35%), plus some marginal articles that follow a combined ap-
proach (5%). Researchers have used the BSC mainly to measure per-
formance, to develop strategy or to evaluate (in a broad sense)
hospitality and especially tourism websites.

Given the array of local firms, the implementation of a new product
is a difficult task for a tourism destination (Haugland et al., 2011). A
destination, can be described as a network (Baggio and Sainaghi, 2016)
or complex system (Baggio and Sainaghi, 2011), where nodes are or-
ganizations and relationships among them are links (Sainaghi and
Baggio, 2014, 2017). Furthermore, while each company produces and
delivers its service or good, the customer perceives the destination as a
single element (Buhalis, 2000). Therefore, a destination new product
requires evidence of governance (d’Angella and Go, 2009; d’Angella
et al., 2010). These observations illustrate the high level of NPD com-
plexity and the need to treat this topic with a multi-stakeholder ap-
proach (Beritelli, 2011) and inside a “processual” - rather than a
“content” — perspective (Sainaghi, 2006).

The BSC was developed by Kaplan and Norton and incorporates
theories, such as shareholder value, principle-agent framework, un-
certainty and multi-period optimization, and stakeholder management
(Kaplan, 2009). Since its formulation by Kaplan and Norton (1992), a
plethora of applications in different sectors and products were proposed
(Cooper et al., 2017; Hoque, 2014). The BSC is a performance tool that

E-mail addresses: ruggero.sainaghi@iulm.it (R. Sainaghi), p.a.phillips@kent.ac.uk (P. Phillips), francesca.dangella@iulm.it (F. d’Angella).

https://doi.org/10.1016/j.ijhm.2018.05.011
Received 11 October 2017; Received in revised form 7 May 2018; Accepted 8 May 2018
0278-4319/ © 2018 Elsevier Ltd. All rights reserved.

Please cite this article as: Sainaghi, R., International Journal of Hospitality Management (2018), https://doi.org/10.1016/j.ijhm.2018.05.011



http://www.sciencedirect.com/science/journal/02784319
https://www.elsevier.com/locate/ijhm
https://doi.org/10.1016/j.ijhm.2018.05.011
https://doi.org/10.1016/j.ijhm.2018.05.011
mailto:ruggero.sainaghi@iulm.it
mailto:p.a.phillips@kent.ac.uk
mailto:francesca.dangella@iulm.it
https://doi.org/10.1016/j.ijhm.2018.05.011

m (28pd 3x2u UO PaNUNLOI)
m [eLId]eU 9dUdIRJaI B sk Adrjod yIomaurely [en1doduod Mau Y :S[910Y ISLINO}
\VM S EINSRET T uone)IpaIdde ue Ansnpur HLJ 9y} sapraoid jopouwr pasodoid oy, 0z -dsoH reourdwry  [RUONBUISIUL PUE WIS)SAS JUSWIDINSLAIW ddueULIOjIad [euoneziuediQ (010Z) ury pue urg
m VSN 94} pue edI0) YINOS UT SIS qam [10 d[edsdn (ot02)
A St 9ATID3[qNS 31} JO SSOUDATIIRYJS [[BIDA0 I UT DUIDYIP JUedYTUSIS Ou SI I, s dsoHq Teourdury soueurioyiad 9)1s gam jo Apms aaneredwod y UOSLIIOI PUR 997
m s1019e] Jueltodur ssa001d AyoreIary [ednAJeUR pUB PIEdIIOdS padue[eq payIpour
m L 2an9[gng 1soul 3y} aq 0} pareadde AJLMOIs I9sN pue SSAUIPUSLY-IdSN) 11 HBL reoundwry a3 Sursn :$911sqam Jo uosLreduiod pue Jusurssasse 10j yoeordde mau (0T0Z) W pue wnp
£ uonenead adueurIojrad 93Is oM UT saan}oadsiad
m» 1noj Suoure sa)1s gap I19Y) Uo s)1dadse pajeaI-Suneyreur
M I aAnda(qng pUE -ISWOISND 3y} 9A0IdWI PINOYS SIIFUID UOTIUSAUOD UBDION 8 WSLNOJ, resundurg S3IJUSD UOIIUIAUOD UBdIO)] :ddueuriojrod 211s gam Jo uonenyeaq (60072) 211N pue wny
= Burmydonnsal Ansnpur [310Y
g 3uro3uo ojur s[a101 2wos jo uoneldepe Mo[s Y} pue SUeO[ Jueq peq S[910Y AIxn] UeaIoy Jo Ad>uUaidlJe aanereduwod ay}
.W L€ 9ATIR(QQ U0 SUMOPYIRID JUSUIULIIAOS DIOW YIIM SapIdUT0d Aduaiolys Sururpaq 9 ‘dsoy reoundwry — SunmMseaur 10j PIed2I0dS padue[eq paseq-sisA[eue JuawdoPAUD elep (8007) 'Te 1@ UIN
T uorsuawWIp ,IMOI3 pue SUTUIed], Y} pue S[210Y UI pIEd2I0dS paduereq Yy} Jo
kS z€ aAndalqng  1deduod DSg 2yl 0 spaedal yim adndeId pue A109] USIMIA] WSIYIS Ias dsoyq reourdwry  Juowr pue suonedijdde a1 jo suondadiad s1aSeuewr 92IM0SAI UBWINE (8002) ‘Te 1@ TRUdIIN
lm Jusuodwod yoeoidde piedaiods
3 1 'V'N  JUSWISDURYUS puk dduBU)UTew puelq Surpnpur £q DSg 9y puedxy V'N -dsoH MIIARY  -padueeq Y :spuelq Surdpof Surdeuew 1oy yromauwreyy [enmdeduod v (8007) NO pue uosyder
= PaquIdsap st syromiau A[ddns ur Suruuerd
m s 9A1R[qNg  d1891e:s (5)X2I1U0D JUSWASRUR-BIDW UT AJ) ST UOISUSWIIP [RIDURUIL] 1 wsunoj, resrndury yoeoxdde dew £8s1ens € :9duRULIONSd UONRUNSIP JO JUBWISSASSY  (800Z) ‘B 12 OIeD o
S 1onpoad ajqeygord
m e 10J A391e1s 11X ue ansind o) 3uiaey uoneziuedio ue 0] pes| sisATeue
= LT 9ATIR[QO  PINOD SOLPW DS JO JUSWIAIIYIL [NJSSIIINS ) UO IDUB[II-IDAQ 1 *dsoH resndury Apnis 3sed [210Y B :[0NUO0D J139)eNS PUB PIBIIIOIS paduereq YL, (£007) sdiiyd
uwre1Serp 199JJ9-pue-asned e ul 1ay1a80) SIDALIP
'V'N aAmafqQ  ddueunojrad pue saseawr payul] Jey) sdewr £391ens ajensuowaq 1 -dsoH resundury 1210y a1} 10§ parjdde p1eda10ds padue[eq JO UOTIBUU0D dIWRUAP ¥ (£00g) NOH pue Suery
S9INseawl ddueULIONIRd [RIOURUY 2dUIN[JUI Awrou02d 3urdroure ue Ul S[2)07 ISLINO) [RUOTBILISIUL
L1 aAna(qng Apoaaipur pue A[10a2a1p sainseaw sduewLIojad [RIURUY-UON 981 ‘dsoH [eoudwy  WOIJ 9USPIAY SIOALIP dN[EA PUR JUSWAINSEaU ddueuLIoftad o18arens (£007) 'Te 19 Sueny
suoneziuedIo (910 I0J (9002)
¥ aAndRfqns DS Y Jo uonejusura[duwir oy 10y saydeordde oyroads puswuIodSy 621 ‘dsoH resundury $9A1I09dsI9d PIBIRI0DS padueleq dY) UsaMIaq dIysuone[al [esned y uouden pue yred
uoneIoqe[od (Al ‘sassadoid ssaursnq [eurajur (111 JuatuaSeurur aanadsiod pIedarods padueleq Y :sasIIAIDIUS PIZIS-WNIPIW [[RWS (S002)
1S 2A13[qng diysuonerar ewoisnd (11 ‘[onuod A1e3adpnq (1 :s3deduod £y mog 01 dsoH reoutdwry  aansia] pue ‘A1 elidsoy ‘WISLINO] UT SW)SAS JUSUISINSEIUT DUBULIONDJ suR1ANOT pue sdifiyd
Bururiojur uey) Jaypes SuIsnjuod 0} dIou
9INQLIUOD U0 ABUI PUE SIOJISIA JOJ UOTIRULIOJUT SIOW SUTRIUOD OLIBUIDS 2ININJ pue uosLredwod dnuepesuen
6 2AnR[qNg  gAD "pareIdajur £[2s00[ 9q 0} pud} SAISIM GAD PUE dIUID HD YL g WSLNOJ, resundurg ® $9]ISqOM UONIQIYXDd PUB UOTIUSAUOD JO SSOUIATIIRLD YL, (S002) 'Te 32 Sundy
44 aAnda(qng saAnoadsiad Inoj [[e woIj saInseaur SuIsn aIe SIARI0H V'N ‘dsoH resundury S[210Y 10§ [00] JUSUIISEURW B SB PIEJIIODS padueeq ) SUISSISSY (S00T) sueaym
ueaqqred
$3)1sqam paje[al-A1erdsoy pue [9ABI) SNOLIBA Q) ur $9)1sqam uoneziuedio wisLMo) [euoneu Supenfesd o) yoeoidde (S002)
%4 aAnda[lqng  Surssasse 10§ JusWNIISUT DSY payIpout 3yl Jo asn 3y} 1oddns synsay 0l wWSsLmoJ, reoundury [epour uonenbs rermonns e 3uidjdde sordoxn sy ur Jeoyye Suikers S[TIAl pue se[3noq
5100} Sunayrewr drysuorieaI dIUreuAp,, UuoTIEN[eAd
81 aAna(qng uey) JayIel ,S2INYD0Iq dIUOIIII,, 3] 0] PUNOJ dIIM SAISAIM 81 WSLNOJ, resrndury Asqam 03 yoeoidde K1ojerojdxe uy :soLIoUIM [[ews SunayIRy (#007T) ‘Te 39 ueng
FEIEIN $9)1SqOM UOTJEZIUESIO WISLINO] [RUOIIBU UBISE ISBD JO ddueurIojad
4 aAndafqng 1oyl Surzimnn ANy J0u 219m UOISaI BISY ISBH ) Ul SOIN 93 JO [[V I WSLNOJ, resundury 9} JO UONEN[BAD UY :BISE UI WSLINO) U SUNSMIRW JQUIU]  (£00Z) UOSLLIOJAl PUE 0S
painseaur Suraq ST SSAUIATIINYJD 10 ADUSIDLJD
I9UI2YM PUB dUOP SI UONBN[EAD 3} Uaym pue Aym uodn paseq
68 'V'N sdnoid moj ojur payIsse[d aq ued saydeordde uonen[eas I1SqIM ‘V'N HBL MIIASY  PaleIs 194 J0U ST 11k 3y, :A[e1dsoy pue WISLINO] UT UONEN[BAD 9JISGIM. (£007) [ 19 UOSLLIOIA
suoryedrjdut feandeid papiaoid pue uonuane ‘S’ Y} UT SINUID UONIUSAU0D AJ1D Jofeur
V'N aAndafqng  arow Surimbai s1oadse paje[aI-19uIoIsNd pue -JunoyIeu 3y AJnuapy 01 wWsLNoJ, reourdwry  Jo s110jJ9 SunoyIew paseq-qam ) JO UONEBN[RAD UY ¢SIed) IO SI9LL (#007) 'Te 39 Wy
uneyIew JUI[UO AT VSN 2yl pue eury)
14 2A13[qNS 210U 10 SIS qIM OINC A0idwir 03 s9I83JeIIS [NJOSN WS IPIAOIJ ‘V'N  WSLNoJ, Teorurdury ur 3ureyIeW UOIBUISIP SUI[UO JO uosLredurod y :3S9p\ SNSI9A Iseq (+002) ‘Te 12 Suag
Ansnput 1) Ansnpur Arelrdsoy
81 'V'N ur Dsg 9y jo ssaunyasn enusjod oy 11oddns A[Suons sreSeuey 4 -dsoH reourdwry 9y} ur uonjeIUSWA[AWI PIEIIIODS PIdURIE] JO SSIIONS Y SUIZIWIIXBA (20072) 'Te 10 ueioq
s9d1AI9s SUI3po] 21TYM jJo ased oy} :suorerado (0002)
$9 2ARR[qO s[o10w pue S[@10Y STM duwos ur pajyuswa[duil DSg jo sajdurexy T dsoyq reoudwy 1910y 3urdeuew o} yoeoidde predaiods-padueleq e Junuswardul] 9)YM pUB uoju(
[9poW JUSIaY0d B Ul sIoployayeIs (6661)
V'N 2AnR[qO  9dueuniojiad jo samsesw ajeredsip Asnorasid 1oyiado) sutiq DS 1 dsoq reoundwry [ J0j anfea SulLAIRP 01 yoroidde aarsuayaidurod e :S[@1OH UONIH  JJOqN( PUB UILRISSONH
() suoneid
sndods  dourULIONID] s3utpury  (#) seseD pR1d  I1oded jo adAj, AIL oymny

‘0S4 U0 pasndoj saIpnis snoraald
I 3lqeL

R. Sainaghi et al.



International Journal of Hospitality Management xxx (XXXX) XXX—XXX

R. Sainaghi et al.

'810C A®IA JO U3/ 9Y) PaALIRI 21om suoneld sndodg () :puadat

Qoueurojrad pue 2In3ynd [euonjeziuedio

soueurioyiad s Axsnpur [210Y 9y}

4 aAna(qng paouereq ) saduanfjul savko[duws [910Y JO IMIND [RUONRU Y], 9eT ‘dsoq reoundwry  UO 2IMI[ND [eUOTIEZIUBSIO PIdUB[R] PUB SINI[ND [BUONRU JO dUSNPU]  (£10Z) ‘[e 19 UBLIRZEN
BISSNY JO JdIEW
wSLINo) 10497 [euoiday a1 Je JuawdopPasqg
0 aAna(qng 9 Jo Juawdas Surstword pue aAnORIIE AI9A B ST WSLINOY YIA $0G  WSLNOJ, resrndury wsLmoJ, YAA Jo Juawadeury d21891ens oy Jo s[oo], 9andadsiad  (9107) '[B 12 AOUNGI0D
soueurtojrad uo pue diysrequiaur Ansnpur 210y ur Apnjs [esuriduws ue :9doueuriojrad (S102)
€ aandalqng  pue 3urred uo 19339 aanisod juedyruds e sey diysiopes] remyuids 10T dsoHq Teourdury reuonezruedio uo drysiopes] Tenyuids jo 109)Je a1y SurApms ‘Te 12 yapezya[es
[e08 pue ¥sD usaMmIaq S[910Y paumo-AJrurej Jo Apnis ased Y,
91 aAna[qng diysuonerax juedyrudis ay) 110ddns s1apjoyayels pasA[eue ay [V 4 dsoy reoundwry  :pIedaIods pasueeq Ajiqeurelsns pue Ajiqisuodsal [eros ajerodioD (S102) 'Te 10 Suey
soueurtojrad [a10y uonepifea edtdu s)1 pue Juaido[aAsp J9NIISUOD [EI1IIO0A]
¥ 9A123[qng  Jo s10adse aAl U9aMIaq UONDUNSIP [NJUTURSW B YW Op siddeue|y 091 dsoHq Teorrduryg V :pIeda10ds paduereq oy} Suisn soueurioyiad [a10y Surmsespy (ST0Z) ‘Te 39 euueq[q
uoYe) U2aq ardurexa
'V'N aAnda(qng aaey sdays uoneyuswedwr 43911 219UyM SIZUBYD MOYS SINSIY GIT WSLNOJ, resunduryg 9sed e :suonezue3Io WSLMo] [euorsal 10y SUNIEWYOUSY [eUIdIU] ($107) suiz
SSOUIATIORYD SUNAIRW PUB SSIUIATIDRINIE ddUSNJ[UT
¥ aAna(qng uondeIUI AeM-0M] I19Y) pue ‘uonedo] ‘Suner Ayfenb (2100 161 dsoy resudwy Anunod uonisuen e wWolj 9dUIPIAY :9oueuriofrad 31sqam [910H #102) ‘Te 19 druelq
JUSWISSISSe ADUDIDLJD WIdISAS Auedwod #102)
al aAna[qng Burstwroad jsowr 9y Juasaidar sjppowr uoneIdalul YA pue DSg 1 -dsoyg reoudury uerssny e £q JuswoSeurul [9107 3} JO ASUSIDYJD JO JUSUISSISSY  BAO[OYMOS PUB BAONNAIY
$3)1SqaM S[2107
uisop a1Isqam ay) Amxn[ pue ‘Oressdn ‘Awou0ds 3y 01 PapusIXd $9201d AydIRISIY
0 aAndalqng  ur sduelrodw 1sayS1y jo st aAndadsiad 1owolsnd Jey 1sa33ns synsay LS dsoyq reoudury PaduBApE PIRJ2I0dS padue[eq payipow a3 jo uonedrdde ayf, (#102) Te 1 wny
NDSOHI Y3noiy) pooisispun aq ued Juouradeuey urey) Ajddng usain wisLNO],
1 aAnafqng  Tenuslod YIMoIS pue SOIWRUAP JOYIEW JUSLIND JBY) AJBIIPUT SINSIY $ wsunof, resrndury 10§ sa18ajens Aiqeureisng 3uissassy J10j [OPOIA YIomawel] V (4 10Z) Sunyd pue nyn
Juawrdoraaap wsLno) eissuopu] Sunayrew pue unoword
0 aAndalqng uonedrdde 2)1sqom pareIdalur Jo [9POW JB[NULIOJ PUE SSISSY GOb WSLNOJ, resundury ur a8esn £307ouyda) qam I} JO SSIUIATIIRYD Y} UO UOTIEN[RAH (#102) 1PV
s10JB21pU]
[BIoUBUY-UOU pue [edURUY SUIPNIUL JO SIPIUI] ) 3STUS0031 yoeoadde saandadsiod
9% 'V'N SIOUDILaSaY "SIB[OYDS WIOIJ UOTIUS)IE S)oeme ddueuLojrad [910H V'N -dsoH MIIARY PIed2102s paduereq e Sursn :Pdueuniojrad [a10y Surmsesy (€£102) ‘Te 1° TySeures
ddueuLojrad dNV pue TALVINAJ Suruiquiod [apour
[eduRUY PI[OS I0J WIE [[e ‘ ISWOISND, pue ‘ sassad01d [eurajul WADI PHIqAY e uo paseq s[ajoy Surids oy 1oy [opowr dIysuorjea1 pue
0€1 aAnda[qng sasudioiua,, ¢, [ImoI3 pue Surureay, usamiaq aandadsiad oy, V'N ‘dsoH reourdury  uonenyeas soueurrojrad e ysiqelss o) yoeoidde pIeda1ods paduereq v (1102) ‘Te 32 uayD
SUOTRUIISIP WSLINO) JO ardurexa
L1 aandafqng  Suruuerd 51391ens 9171 J10ddns 01 payIpowr 9q ued DS I MOY MOYS 1 wsunog, resrndury ystueds vy :3uruueld wSLIMO] Ul SPILIIIODS JO SN PUE UONELIID L, (0102) ‘Te 19 eIA
UoONBId0SSY SUnNIBIN UonRUNSIq
JO SIOQqUISW-UOU PUE SISQUISW UIIMIS] PUNOJ dI8 SIDUIIP suzroyed (0102)
1€ 2ana[qns ‘paxmbai st 1onpoid uoneunsap 9y} Sunayrew ur juswaAoidwy £96 WSLINOJ, resrndury [eonas pue [eneds :oueurrojad aisqam gAD Sunjreuwryouag ‘Te 32 eaoyuayddals
uoneziuedio pue Sunoyrew
9/ 'V'N  ‘uononpoid ‘A331e1s :Sp[Yy YoIeasal [EUOLIdUN UTRW Inoj AJnuap] V'N ‘dsoH MIIARY 11 31 Jo 3els :ddueuLojrad [910H (e0107) TySeures
() suonein
sndodg  sduRULIONSG s3urpurg  (#) seseDd ped  1aded jo adA, SMIL oyny

(panupu0d) 1 dqeL



R. Sainaghi et al.

provides managers with the mechanisms to develop performance ob-
jectives and measures linked to strategy (Phillips, 2007). The model
was created in a context reliant upon performance measurement sys-
tems built around only accounting-based performance indicators and
the increasing need to integrate financial indicators with performance
measures that are broader in focus and include qualitative indices
(Neely et al., 2008). This “performance revolution” has involved in the
hospitality industry with some emerging problems: “short-termism”
(Denton and White, 2000), excessively “ profit based” (Brander Brown
and McDonnell, 1995), “past orientation” (Atkinson and Brander
Brown, 2001), “unbalanced” performance (Mongiello and Harris,
2006), distance from markets (Evans, 2005), absence of an “holistic
approach” (Phillips, 1999). These limitations refer primarily to ac-
counting indicators, suggesting the need to integrate these measures
with something new.

Later, some important innovations were introduced and studies
distinguished between first, second and third generation of the BSC
(Hoque, 2014). The “basic” model (used in the present contribute)
adopts a scorecard format and is built around four perspectives.

Financial perspective summarizes the “output” of the whole frame-
work functioning. Despite the adjective “financial”, this perspective
usually integrates various measures such as growth, asset utilization
(very relevant for both hospitality and tourism) and a distinction be-
tween short-term and long-term results. Customer perspective focuses on
leading indicators which can track customer satisfaction and loyalty,
retention, and market share. In the destination field, some indicators
are based on image and brand and, more generally, on marketing
strategy aspects (De Carlo et al., 2008). Business process perspective
centres on operations, with a particular relevance on the product and its
concept. Finally, learning and growth perspective involves the changes
and improvements that should be adopted by a company to embody its
vision. In this perspective, the ability to create “alignment” and manage
“misalignment” is critical, while capabilities are the engine, reinforced
by benchmarking and information technology.

The BSC perspectives of: financial, customer, business process, and
learning and growth can help to devise better ways of collaborating
with internal and external partners, evaluate new technologies, and to
help to evaluate, prioritize and development new products. In sum-
mary, the holistic approach of the BSC can enhance the NPD process by
helping to create the innovative culture necessary to create change
(Kaplan and Norton, 2004).

Although the BSC has been increasingly mention in the hospitality
literature, as argued by Phillips and Louvieris (2005), and more re-
cently Elbanna et al. (2015) we seek to provide more empirical research
to operationalise the BSC in the hospitality sector. We make three
contributions to the literature. No prior published study has applied the
framework of Kaplan and Norton (1992) to the NPD in the hospitality
field. For this reason, this paper contributes to this gap, by deploying
the BSC model in the context of analysing NPD in an alpine destination.
Second, after more than two decades of BSC academic research, the
generic literature suggests that economic and societal benefits may
accrue (see Hoque, 2014). Yet, evidence in the hospitality and tourism
literature remains sparse. This paper adopts a longitudinal rather than a
cross sectional perspective and highlights the usefulness of the BSC,
which adds much needed detail to this area of study. The empirical
analysis is based on the Skipassfree product, developed for an alpine
destination (Livigno, Italy). Third, this paper seeks to provide hospi-
tality researchers and practitioners with a differentiated BSC frame-
work, which contributes to both theory and practice.

The rest of paper is organized as follows. First, the relevant litera-
ture is analysed and the general BSC model is succinctly introduced.
Second, the research methodology is presented, illustrating the dif-
ferent sources of evidences. Third, main findings are reported and the
two research questions are discussed. Finally, conclusions, limitations
and future research are proffered.
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2. Literature review

This paragraph is structured in two parts. First, converting in-
tangible assets into tangible outcomes is a key attribute of the BSC
(Kaplan and Norton, 2004), so intangible resources and NPD are suc-
cinctly introduced. Then the BSC itself is briefly reviewed, with specific
attention on prior hospitality and tourism being explored.

2.1. Intangible resources and NPD

The continual leveraging of intangible resources for NPD has be-
come essential to satisfy demanding customers and to remain compe-
titive (Kim et al., 2012). With the impact of increasing competition, any
gap in the measurement and management of intangible sources of value
for tourism destinations could be terminal. Tourism destinations pos-
sessing a core competence that can be leveraged has the potential to
generate a competitive advantage over its peers (Denicolai et al., 2010).
More specifically, the resource-based view which argues that sustained
competitive advantage derives from the resources and capabilities that
a firm control (Barney, 1991; Wernerfelt, 1984), have realised that the
most successful firms will be those who possess a bundle of resources,
both tangible and intangible, that are aligned with and support the
strategy of the firm (Walsh et al., 2008). Researchers and practitioners
have gone so far as to claim that intangible resources (in contrast to
tangible resources) are the key performance drivers in tourism orga-
nizations (Laing et al., 2010). A recent study concluded that innovation-
based strategies have a direct positive effect on market performance
(Gonzalez-Rodriguez et al., 2018).

Another pertinent issue relates to any failure to keep abreast of
changes in the internal and external environments which may lead to
strategic drift (Dwyer and Edwards, 2009). While many researchers
debate the desirability of sustainable development, the public and
private tourism sectors have been unhurried in their progress
(Ruhanen, 2008). A key component of sustainability is the shared vision
of goals (Jamal and Getz, 1995) for tourism planning. More specifically,
knowledge and learning have been a feature of the learning tourism
destination (Schianetz et al., 2007, 2009). The concept of the learning
destination has been deployed as an inclusive and strategic approach
solution that is depicted as a strategic evaluation framework (Sadd
et al., 2017).

To be of real value, measurement systems should provide managers
with information about core performance drivers and satisfy the in-
formation needs of key stakeholders. Rahbek Gjerdrum Pedersen and
Sudzina (2012) argue, that effective measurement systems have to be
developed, which track intangible performance drivers such as knowl-
edge and innovative capability (Voelpel et al., 2006). This is crucial as
the generation of a valuable tourism experience depends on the pro-
vision of intangible services which are mainly derived from such in-
tangible resources. Phillips and Louvieris (2005) provide support for
the need for carefully designed holistic performance measurement
systems for hospitality, tourism and leisure firms. Despite the volumi-
nous amount of publication outputs in terms of books and academic
journal articles on sustainable tourism, research efforts on the topic of
measurement are not fully clear and findings are under-utilised (Cernat
and Gourdon, 2012). Vila et al. (2010) are supportive of these ob-
servations, by asserting that there is a need for a new family of holistic
tourism planning models. Notwithstanding the growing importance of
performance measurement, there is a paucity of research studies of-
fering useful strategy approaches for tourism destinations. The tourism
destination competitiveness literature possesses gargantuan compila-
tions of factors, but links with an explanatory framework are nascent
(Mazanec et al., 2007). Drawing upon two decades of prior research,
Abreu-Novais et al. (2016) document, examine and critically assess
outputs. They conclude that despite research reaching a certain level of
maturity, a number of gaps remain. Multifaceted measurement frame-
works tend to adopt too few or too many indicators, and one possibility
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to overcome this is to limit the determinants (Abreu-Novais et al.,
2016).

In examining NPD, the role of innovation is pertinent (Chen et al.,
2008). Different NPD innovations are in need of differing internal and
external environments. Management need to know the current position
and use the correct mix of resources to be successful. Prior research
illustrates a broad range of salient determinants of NPD, including
systematic processes and procedures (Sandvik et al., 2011). The busi-
ness and management literature is replete with such studies (see Miiller-
Stewens and Moller, 2017), but within the tourism context, some im-
portant determinants remain unexamined. Some evidence includes ef-
fective management of multifaceted frameworks which need further in-
depth analysis. Performance measurement is vital during the NPD
process (Cedergren et al., 2017). But as previously explained effective
performance measurement can be complex. Yet, NPD is a crucial ac-
tivity for tourism destinations too (Liao et al., 2010). Unfortunately,
due to the fragmented nature of prior research, it remains unclear what
successful NPD looks like. Novel ideas are necessary for continued
growth of the tourism industry (Henderson et al., 2018). Empirically,
prior research provide support for the view that NPD proficiency in-
fluences positively product advantage, which, in turn, both directly and
indirectly influences tourism business performance (Sandvik et al.,
2011). These authors highlight NPD proficiency consisting of a number
of processes, which include i) opportunity analysis; ii) technical de-
velopment; iii) product testing; iv) product commercialization.

2.2. The BSC in hospitality and tourism

Scorecard approaches have been used in many previous works (i.e.
Lin and Lin, 2010; Vila et al., 2010; Stepchenkova et al., 2010;
Karatzoglou and Spilanis, 2010; Phillips and Louvieris, 2005). Lin and
Lin (2010) combining the BSC with Analytic Hierarchic Process (AHP)
and present a model that can assist the international tourist hotel (ITH)
industry in accreditation policy. Using a Spanish context, Vila et al.
(2010) propose a BSC for tourist destinations, with a focus on sustain-
able development. Stepchenkova et al. (2010) use the BSC to bench-
mark websites. Karatzoglou and Spilanis (2010) propose a destination
environmental scorecard (DES) that can help small and medium-sized
hotels SMEs. Phillips and Louvieris’s (2005) UK BSC study re-
commended that managers within best practice hospitality, tourism and
leisure organizations that wish to develop effective performance mea-
surement systems should incorporate: digitisation, holistic approach,
and well trained and motivated staff into the process. Despite these
efforts, additional work on performance measurement systems is justi-
fied (Vila et al., 2010).

Table 1 presents an overview of BSC studies pertaining to the hos-
pitality and tourism field. The papers were identified using keywords in
the Scopus database — as “BSC” and “hotel” and “tourism” - in abstract,
titles, and keywords. Furthermore; the references of each article per-
taining to the BSC field were analysed and some additional studies were
found. In the last 19 years (1999-2017) 40 papers were published; an
average of 2.1 articles per year. The main focus being on hospitality
(60%); with tourism playing a more marginal role (35%) with two
papers combining tourism and hospitality (5%). In order to identify the
temporal trend; the 19 years were divided in four slices of 5 years.
2004-2008 accounting for the highest percentage (43%) followed by
the last period 2014-2017 (28%). Nine journals accounted for 55% of
the sample with International Journal of Hospitality Management ac-
counting for the highest percentage (15%). The papers were spread
across 27 journals. The research stream was mainly populated by em-
pirical papers (90%); employing single case studies. Research is pro-
minently from principally; the USA and UK (36%) and by Asia (36%);
while European countries (excluding UK) are marginal (11%). Results
are mainly measured using subjective evidences (83%).

Despite the relatively small number of papers, they attract a high
level of citations. Based on Scopus the average citations per paper is

International Journal of Hospitality Management xxx (XXXX) XXX—XXX

24.8, a value approximately 50% higher when compared to the 16.9
citations per paper reported in a prior hotel and performance study
(Sainaghi et al., 2017, 2018). In term of topics, some interesting seg-
mentations emerge from Table 1. Tourism studies are mainly centred on
web sites evaluation (64%), analysing both DMOs (Feng et al., 2004;
Stepchenkova et al., 2010) and convention centres (Kim et al., 2004;
Kim and Njite, 2009). Five studies are devoted to tourism development
(De Carlo et al., 2008) with a particular emphasis on sustainability (Vila
et al., 2010), benchmarking (Zins, 2014), the segment visiting friends
and relatives (VFR) (Gorbunov et al., 2016) and corporate social re-
sponsibility (Chu and Chung, 2014).

Hospitality papers explore “classical” themes, such as BSC devel-
opment and implementation (Huckestein and Duboff, 1999; Denton and
White, 2000; Doran et al., 2002), relationships with performance
measurement (Elbanna et al., 2015; Kryukova and Sokolova, 2014; Lin
and Lin, 2010; Min et al., 2008; Park and Gagnon, 2006; Phillips and
Louvieris, 2005), strategy (Evans, 2005; Phillips, 2007), human re-
source management (McPhail et al., 2008; Nazarian et al., 2017;
Salehzadeh et al., 2015), web sites (Kim et al., 2014; Lee and Morrison,
2010; Pranic et al., 2014), band management (Jackson and Qu, 2008)
and corporate social responsibility perspective (Kang et al., 2015).
Some papers investigate a central question of this model: the relation-
ships among the four perspectives (Chen et al., 2011; Huang et al.,
2007; Liang and Hou, 2007); the work of Chen et al. (2011) is the most
cited paper of Table 1. Finally, two review papers use this framework
for analysing the hotel performance literature (Sainaghi, 2010a;
Sainaghi et al., 2013).

Some relevant implications emerge from the BSC literature which
have guided the research questions and the chosen methodology for this
study. Table 1 confirms the absence of any paper devoted to delving
into intangible assets together with NPD. As previously stated in-
tangible resources are the salient performance drivers in tourism or-
ganizations. Given the exploratory nature of present study, research
questions focus on understanding how to operationalize the BSC fra-
mework by considering each perspective. Concerning research metho-
dology, prior studies tend to report a cross-sectional “snapshot”. In
terms of context, empirical research is mostly USA/UK based, and adopt
subjective or, more rarely, objective performance data. In order to fill
these gaps, this research develops a longitudinal approach, using a
European context of Italy and combining subjective and objective re-
sults.

The paper aims to investigate the BSC of a new destination product
and provide implications for lodging and skiing firms. The study pro-
poses some interesting ideas and uses a rich setting for answering the
following two research questions:

Research question 1. How is a destination NPD process oper-
ationalized using the four BSC perspectives?

Research question 2. What is the relevance and content of each
perspective in this particular field?

Ultimately, we aim to show how intangible assets can be success-
fully managed via a BSC approach. Then use the case study to form the
basis of a narrative that tells a succinct story linking intangible re-
sources with strategic objectives. In this case, being increased revenue
for hotel guests and ski company clients.

3. Methodology

This section includes research details pertaining to why a single case
study was adopted and why the Skipassfree case study was selected
(83.1). Later, the presentation of the destination context is given (§3.2)
and the Skipassfree product is presented (83.3). The following para-
graphs depict the source of evidence employed (§3.4), the coding ac-
tivity (§3.5) and the distinction between objective and subjective per-
formance (both used in the present contribute) (§3.6).
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3.1. Case study approach

As previously discussed, the BSC is a well-known managerial fra-
mework, but prior tourism and hospitality related studies have ignored
NPD (Table 1). Given the paucity of previous studies, this paper has an
explorative focus and it is based on an inductive single-case study
(Eisenhardt, 1989). As suggested by Yin (2009), the use of this method
is opportune when investigating the “how” of a given phenomenon. A
single-case study is a widely used methodology in destination research
(Dredge and Jenkins, 2011), as it can help to develop “an empirical
enquiry about a contemporary phenomenon (e.g. a ‘case’), set within its
real-world context and especially when the boundaries between phe-
nomenon and context are not clearly evident” (Yin, 2009, p. 18).

This study is based on Skipassfree, which was a new product de-
veloped by the Livigno destination (Italy). This case was felt to be ap-
propriate for a number of reasons. First, it tells a successful NPD story,
with insights into objective and subjective performance (§4.2). For the
destination companies (hotels and ski businesses) there is a clear
turnaround point which is linked with the introduction of this new
product. Second, one of the authors (responsible for the case develop-
ment) is actively involved as a consultant in this field and has access to
many sources of data, as later presented and discussed (§3.4). This
enables the collection of both qualitative and quantitative data, which
supports a strong triangulation process. Finally, the case study appears
particularly coherent with the BSC framework, helping the researchers
to operationalize each perspective (research question one) and to un-
derstand the relationships (research question two).

3.2. The Livigno context

This paragraph introduces the destination context, while the fol-
lowing paragraph presents the new product (Skipassfree), which is
analysed using the BSC approach. Livigno is an alpine destination ac-
counting for approximately one million annual overnights, mainly
concentrated in the winter season. The small town (approximately 6000
inhabitants) is located 1816 m above sea level; the geographical posi-
tion and the altitude ensure abundant snowfall and a potentially long
winter season.

The winter supply is dependent upon the working of the cable car
and other hospitality related firms. The cable car operators work under
concessions obtained through a tender with the Livigno Municipality.
The passes issued by the Ski Pass Association permit skiing on all the
lifts. Each company pays an Association levy amounting to 4.5% of
turnover, which generates a budget for the Association of approxi-
mately one million euros per year.

While the cable car business displays a high degree of concentration
(3 out of 13 companies account for almost 90% of the passes), the
hospitality sector is fragmented with 106 hotels accounting for a total
of 5072 beds. The hotels are supplemented by numerous apartments
rented on a weekly basis, owned by local residents, which enable the
destination to host up to 12,000 tourists. Approximately 70% of annual
flows are concentrated in the winter season, but this reveals a problem
of seasonality: at the start (December) and end (April) of the season,
despite optimal skiing conditions, the tourism flows show a lower vo-
lume of overnights compared to the central months (Fig. 1).

3.3. The Skipassfree package

During winter 2007/2008, the Ski Pass and Hotelier Association,
with the support of the DMO, proposed a new package including a ski
pass and accommodation (hotel or apartment). The product was called
Skipassfree since the lodging rate included the cost of the pass offered
free of charge to final clients. 50% of the cost was borne by lodging
firms and 50% by ski companies. The promotion is valid only during
seasonal tails. In the last five years, this special offer covers approxi-
mately 45 days, representing approximately 30% of winter season
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Fig. 1. Livigno: monthly seasonality (before Skipassfree).

(Table 2).

The research team analysed the packages offered by a bench-
marking sample of the most popular Italian alpine valleys (http://www.
dovesciare.it/) with more than 50 km of slopes (Livigno has 115 km).
The sample included 18 skiing areas. The analysis (available on re-
quest) confirms that none of these packages offers a product similar to
Skipassfree.

3.4. Sources of data

In order to answer the two research questions and create the NPD
BSC, four different data sources were used: i) in-depth interviews, ii)
documentation, iii) structured interviews, and iv) archival records.
Fig. 2 shows the relevance of each source. The first two evidences are
mainly used to create the model and understand the relationships
among variables, while the latter two play a pivotal role in measuring
Skipassfree performance (financial perspective in the BSC model),
mixing both subjective and objective data (as later discussed).

Ten in-depth interviews were carried out with key players involved in
the project — DMO, 4 actors; Livigno Ski Pass, 2; Hotel Association, 2;
Town, 1; local agency, 1. It is interesting to note that some people
working on DMO, Ski Pass, and agency are also entrepreneurs in the
lodging sector. These individuals were identified both based on meet-
ings held and through the use of the snowball technique, whereby the
participants were asked to recommend other potential participants, a
common technique in previous papers developed in the field of a des-
tination (i.e. Bregoli et al., 2016). The number of actors is in line with
other studies (i.e. Murray et al., 2016). Each interview was recorded,
verbatim transcribed and sent to each person, in order to verify the
accuracy. A protocol based on the four BSC perspectives was used,
based mainly on broad questions for each perspective. For example, in
the case of the financial perspective, interviewees were asked about the
relevant goals of the promotion, why they defined these objectives?
Who contributed to their definition? How they measured goal
achievement and if they distinguished between short-term and long-
term performance? This structured approach enabled comparisons
among interviews. The broad scope permits the collection of specific
information from each interviewee. In the case of discrepancies be-
tween two interviewees, the same problem was discussed with other
actors, in order to control for any bias. This data collected accounted for
more than 200 pages (roughly 95,000 words). This source of data was
organized using coding activity (§3.5), and mainly used to create the
BSC model (RQ1) and to understand relationships among the different
perspectives (RQ2).

The second main data source is documentation, which includes a
broad number of verbatim documents, such as minutes of Skipassfree
Committee, the marketing plan, letters used to present the new product
to local firms or external tour operators, some official documents
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Table 2

Number of days covered by Skipassfree.
Periods 07/08 08/09 09/10 10/11 11/12 12/13 13/14 14/15 15/16 16/17
Skipassfree — beginning 18 24 30 26 28 27 28 20 21 28
High season 112 105 115 112 91 112 112 105 112 112
Skipassfree — end 18 30 16 16 37 18 19 27 23 17
Total season 148 159 161 154 156 157 159 152 156 157
Skipassfree days (total) 36 54 46 42 65 45 47 47 44 45
Skipassfree days (% of total) 24% 34% 29% 27% 42% 29% 30% 31% 28% 29%

The bold values represent the total.

approved by the Town concerning this project, and reports of Table 3

Skipassfree. The researchers received all these documents in PDF. The Sample.

%‘ele.:vance of this second source is twofolq. On one 51d.e, it gives new Sectors Questionnaires Representativeness

insights about the NPD process, supporting the creation of the BSC

model and the description of linkages among perspectives. On the other Number % Physical Livigno Sample %

side, the objective nature of this source, helped the researchers to measure

control for bias information .collected by in-depth 1nterv1e.ws. ' Hotels, B&B 44 350  #ofbeds 5072 2944  58%

In order to measure Skipassfree performance (the financial per- Apartments (private 70 56%  # of beds 6345 3145  50%

spective of BSC model, as reported in Fig. 2), objective data (archival and managed by

records) were used. As described (§3.3), the Skipassfree basically in- incon{ing
orporated skiing and lodging industries. To monitor their performan agencies)

corporated ,g odsing . ustries. 1o monitor t pe ce Sky companies 10 8% # of firms 13 10 77%

30 years of arrival and overnights database was created (as later re- Total 124 100%

ported in Fig. 1), with the aim of revealing if the new product changed
seasonality and the number of attracted customers. Similarly, for ski
companies, 15 years of revenue data and number of skiers were col-
lected.

Finally, 124 structured interviews were collected using a ques-
tionnaire addressed to local firms involved in the Skipassfree product.
Table 3 illustrates the sample, which was mainly comprised of hotels
and apartments, in accordance with the focus of this study. In the
findings section, the answers are reported and discussed. This source
has a threefold relevance. It permits the checking of the perceived re-
levance for local firms of some activities developed by the Skipassfree
Committee. Second, this source permits the collection of additional
performance measures. These include the effects generated by the
Skipassfree product on cash-flows, or the relevance of short-term results
and more generally to verify the perceived relevance of each code used
to operationalize the BSC. Finally, structured interviews enabled the
capturing of the point of views of local businesses.

3.5. Coding activity

To analyse this broad set of information, especially the qualitative

The bold values represent the total.

data, the in-depth interviews and documents were codified (Glaser and
Strauss, 1967), using the four BSC perspectives. The data retrieved were
analysed with Nvivo 9 through various coding stages. In the first stage,
a provisional list of codes derived from the BSC was defined (Miles and
Huberman, 1994). In a second phase, some new codes were added, to
represent the specificities of the Livigno case study (Krippendorff,
2004). To facilitate the data analysis, tables or graphs of synthesis were
used (Miles and Huberman, 1994).

3.6. Objective and subjective performance

In the performance measurement literature, there is a distinction
between objective and subjective results (Sainaghi, 2010b). Objective
performance uses secondary data (as accounting and sales measures)
while subjective (also called perceptual or self-reported) results are
measured employing information collected by questionnaires. Re-
searchers usually concur that objective data are more preferable than
subjective, given the possible biases (Alonso-Almeida and Bremser,
2013) or conflict of interest (Sun and Kim, 2013). However, there are

How the four BSC
perspectives can be
operationalized in case of
new product development?

(RQ1)

1) In-depth

interviews

BSC Model

Financial perspective

e\

Which is the relevance of
each perspective?

(RQ2)

2)

Documentation

3. Archival
records
(objective
performance)

4) Structured
interviews
(subjective

performance)

Legend: Q Sources of evidences; RQ = Research Question

Fig. 2. The different sources of evidences used and their role.



R. Sainaghi et al.

some research streams where it is difficult to use objective data. Gen-
erally speaking, subjective data are used only when objective data are
virtually impossible to be obtained (Tang, 2015). The present paper, as
previously describes (83.2), objective (archival data) and subjective
information (collected using in-depth and structured interviews). The
subjective perspective is useful to have some additional insights and to
verify the local firms’ perceptions.

4. The new product balanced scorecard

This paragraph proposes a synthetic perspective about the
Skipassfree BSC (§4.1), based both on coding activity (in-depth inter-
views and documentation) and structured questionnaires. This output
refers to the first research question, focusing upon the new product BSC.
Later, each perspective is further analysed in separate sections
(84.2-4.6), in order to explore the second area of enquiry considering
the relevance of each BSC perspective.

4.1. An overall perspective

The coding activity has identified 22 variables able to operationalize
each perspective of Kaplan and Norton framework. As described in the
methodology section, these codes are mainly based on in-depth inter-
views and documentation. Table 4 reports the sub-variables, explaining
their meaning. At the end five perspectives were identified: four per-
taining to the model, plus a fifth related to the destination context.

The coding activity led to the development of the Skipassfree BSC
(see Fig. 3). The numbers refer to the frequency of each variable, and
the percentage weighting of each perspective. The destination per-
spective has been positioned in the centre, as it influences all the tra-
ditional BSC perspectives.

The learning and growth perspective is the perspective with the
highest number of citations (25%), followed by the customer perspec-
tive (24%). This is reasonable given, on one side, the intangible and
innovative nature of the Skipassfree product and, on the other, the need
to satisfy customer needs, improve financial returns and improve

Table 4
List of used codes.
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business processes. The financial perspective is the third most cited
perspective (21%), followed by internal business process (17%).

In the following sections, each perspective is analysed by reporting
the findings from all data sources (in-depth interviews, structured
questionnaires, documentation and archival data).

4.2. Financial perspective

In order to evaluate the financial perspective, three different sets of
information were available: objective performance related to the ar-
chival records; subjective perceptions based on in-depth (codes) and
structured interviews.

With regards to objective results, Fig. 4 illustrates the tourism flows
for hotels and ski companies. Revenue and average price per client is
reported for ski companies. The official data depicts Skipassfree trends
for the last 10 years from (2007/2008) plus the winter 2006/2007 (the
last year before the introduction of the promotion). The distinction
between seasonal tail days covered by the promotion and non-Ski-
passfree period (high season) is reported.

Hotels increased their overnights by 108%, a variation higher 9
times higher than non-Skipassfree days (12%). The rise of ski compa-
nies in term of clients is more intense: during the promotion skiers
increased by 248%, while in non-Skipassfree period the number of
clients has remained stable (+2%). The lower part of Fig. 4 depicts
revenue growth. During the Skipassfree promotion turnover has in-
creased more rapidly (152%) than in high season (+42%), further-
more, the last graph confirms the strong price reduction during Ski-
passfree (—28%), while in the high season rates show an important rise
(+40%). Objective performance clearly confirms the important effects
generated by the promotion. The increase of flow, during the days
covered by the Skipassfree is considerably higher than non Skipassfree
days.

The subjective performance, measured by the coding activity, pro-
vides some additional insights. The in-depth interviews suggest that the
promotion mainly generated an increase in the number of clients
(32%), augmenting the asset utilization during the seasonal tails (29%)

Acronym Codes

Meaning

1. Financial perspective
FP_1.1_growth Growth
FP_1.2 fin_ret Financial return

FP_1.3_Asset_ut Asset utilization

FP_1.4_short_term_res
FP_1.5_Long_term_res

CP_2.1_mktg plan
CP_2.2_value
CP_2.3_brand
CP_2.4_targ
CP_2.5_chan
CP_2.6_reten

IBP_3.1_Inn
IBP_3.2_oper_process

L&GP_4.1_Capab
L&GP_ 4.2 1S
L&GP_4.3_Align
L&GP_4.4 Bench
L&GP_4.5_Misalign

Cont_5.1_Dest
Cont_5.2_Sup
Cont_5.3_Law
Cont_5.4 DMO

Short term results
Long term results

2. Customer perspective
Marketing plan

Customer value
Skipassfree brand

Target

Channels

Customer retention

3. Internal Business Persp.
Skipassfree concept
Skipassfree package

4. Learning and Growth Persp.
Capabilities

Information technology
Alignment

Benchmarking

Misalignment

5. Destination context
Destination positioning
Destination supply
Administrative rules
DMO reputation

Evaluates the increase of volume (number of overnights, skiers) and rates
Evaluates the economic margin (rates minus costs) of Livigno firms

Evaluates the occupancy of tourist infrastructures during the promotional tails
Evaluates short term results (e.g. performance realize at the end of first edition)
Evaluates long term results (e.g. perforamnce realize since 3 or more editions)

Describes the communication activities used to promoto the Skipassfree package
Describes the value delivered to the Skipassfree customer

Describes the itmes used to create the Skipassfree brand

Describes the main traits of Skipassfree customer

Describes the used channels used to sell the Skipassfree package

Describes the ability of Skipassfree package to create customer retention

Describes the concept of Skipassfree
Describes the services included in the Skipassfree package

Describes relavant capabilities used/developed to create the Skipassfree package
Describes capability in information technology relevant for the Skipassfree project
Describes the work to align the product with firms and customers desires
Describes competing destinations relavant for the Skipassfree initiative

Describes tensions generated by the Skipassfree initiative to clients or firms

Describes some aspects of Livigno positioning relevant for the Skipassfree offer
Describes some characteristics of Livigno supply

Describes some administrative rules that have influenced the Skipassfree project
Describes the role played by the DMO reputation to develop the Skipassfree offer
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Financial performance (856, 21%)

Sub codes
Growth
Asset utilization
Financial return
Short term results
Long term results

Customer perspective

#
273
246
195

92

50

(998, 24%) (538, 13%)
Sub codes # %

Target 254 25% Sub codes #
Customer value 196 20% Destination positioning 227
Marketing plan 193 19% Destination supply 154
Channels 181 18% Administrative rules 95
Skipassfree brand 152 15% DMO reputation 62
Customer retention 22 2%

%
32%
29%
23%
11%
6%

Destination context

%

2%
29%
18%
12%
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Business process
perspective (713, 17%)

Sub codes # %
Skipassfree package 481 67%
Skipassfree concept 232 33%

Learning & growth perspective (1,053, 25%)

Sub codes
Alignment
Misalignment
Capabilities
Benchmarking

Information technology

#
459
230
181
157

26

%
44%
22%
17%
15%
2%

Fig. 3. Relevance of used codes.
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Fig. 4. Objective performance.
Legend: Panel A: 2006/2007 (before the Skipassfree); Panel B: since 2007/08, when the promotion starts.

and improving profit (23%). The promotion was able (as confirmed by
objective data) to realize positive effects both in the short (11%) and in
the long run (6%) term.

Finally, the structured questionnaires (Table 5) reveal the benefits

generated by the Skipassfree product on the number of clients (Q1,
86%) and cash-flows (Q2, 73%), while the effects on price (Q3, 45%)
and economic margins (Q4, 53%) were lower. This is reasonable be-
cause of the focus on price discount of this special offer, as confirmed by
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Table 5
Structured interviews.
Balanced scorecard perspectives Completely disagree or Neutral Completely agree or agree
disagree
# % # % # %
1. Financial perspective
1  SF has rised the number of clients 5 4% 12 10% 107 86%
2 SF has rised cash flows 11 9% 23 19% 90 73%
3 SF has rised the rates 37 30% 31 25% 56 45%
4 SF has rised the economic margins 29 23% 29 23% 66 53%
5  SF has generated mainly effects on ski companies 2 2% 38 31% 84 68%
6  SF has generated mainly effects on apartments 19 15% 27 22% 78 63%
7  SF has generated mainly effects on Livigno agencies 4 3% 35 28% 85 69%
8  SF has generated mainly effects on hotels 43 35% 43 35% 38 31%
9  Firms have participated to SF given the immediately increase in reservations 9 7% 15 12% 100 81%
10 Without this short-term result, firms participation would be lower 12 10% 9 7% 103 83%
2. Customer perspective
Target
11 The SF length of stay (days for hotels, for apartments) is correct 13 10% 6 5% 105 85%
12 Considered the Skipassfree target, could be useful to cancel the promotion? 98 79% 9 7% 17 14%
Marketing plan
13 Communication strategy to promote SF was successful 11 9% 14 11% 99 80%
14 The communication budget in the first editions was adequate 6% 45 36% 72 58%
Skipassfree brand
15 The inclusion of “free” in the promotion name was successful 11 9% 5 4% 108 87%
16 SF loses the winter image of Livigno 89 72% 17 14% 18 15%
Customer retention
17 The SF client is loyalty 19 15% 26 21% 79 64%
3. Business process perspective
Skipassfree package
18 The SF client origines important additional revenue 47 38% 20 16% 57 46%
19 The SF product scope should be enlarged 38 31% 16 13% 70 56%
20 The rate increase was too high, reducing the economic value for clients 69 56% 17 14% 38 31%
21 The rate increase was too high, requiring price control mechanisms 73 59% 16 13% 35 28%
22 The Ski Pass Association pays an excessive amount of marketing costs 95 77% 20 16% 9 7%
23 The sharing cost mechanisms (50% lodging, 50% ski company) are correct 27 22% 9 7% 88 71%
24 The revision of sharing mechanisms (based on weekly seasonality) is correct 60 48% 22 18% 42 34%
25 The decision to give free for charge the ski pass was successful 22 18% 27 22% 75 60%
26 It should reduce the length of stay for hotels 103 83% 9 7% 12 10%
27 It should reduce the length of stay for apartments 93 75% 12 10% 19 15%
28 The SF client pays a too cheap rate 51 41% 32 26% 41 33%
29 How do you evaluate the recent price control mechanisms? 77 62% 11 9% 36 29%
Skipassfree concept
30 SF is an original product, different from those offered by other destinations 37 30% 19 15% 68 55%
31 SF has introduced an important commercial innovation 13 10% 18 15% 93 75%
32 The involvement of private apartments was successful 6 5% 34 27% 84 68%
33 The involvement of incoming agencies was successful 13 10% 58 47% 53 43%
34 The involvement of international tour opertor was successful 43 35% 43 35% 38 31%
4. Learning and growth perspective
Alignment
35 The SF Committee has shared informally the project to some relevant local actors, reducing 13 10% 24 19% 87 70%
counter-positions
36 The collaboration between DMO and associations was a key success factor of SF 8 6% 11 9% 105 85%
37 The SF product was good communicated to local firms (internal marketing) 4 3% 8 6% 112 90%
38 The presence of DMO has increased the number of firms involved in the SF 8 6% 32 26% 84 68%
39 The work developed by SFC has created a more collaborative atmosphere 23 19% 46 37% 55 44%
40 The collaboration between DMO and associations favored the SF launch 13 10% 15 12% 96 77%
41 The method used for SFC has created the premises for other shared projects 11 9% 37 30% 76 61%
Misalignment
42 The SF was launched too late (timing problem) 9 7% 19 15% 96 77%
43  SF start-up generates high tension with lodging operators because they have yet communicated 16 13% 22 18% 86 69%
their rates without including the cost of free of charge ski pass
44  The decision to involve TO in the SF generated tensions with lodging operators 23 19% 36 29% 65 52%
45 Conlflicts were overcome given the ability of SF to generate reservations 7 6% 23 19% 94 76%
Capabilities
46 The marketing competence of DMO were relevant for the SF success 5 4% 33 27% 86 69%
47 Promotion periods were identified analysing Livigno seasonality. This approach has reduced 34 27% 34 27% 56 45%

conflicts

objective performance. Interesting, the interviews suggest the ability of
Skipassfree to generate higher benefits for ski (Q5, 68%), apartments
(Q6, 63%) and incoming agencies (Q7, 69%) than for hotels (Q8, 31%).
In fact, the Skipassfree market target (as analysed in §4.3), is highly
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price sensitive. The objective performance indirectly confirms this
point: the increase of clients for ski company (+248%) is more than
double than those of the hotels (+108%). Finally, the promotion was
able to originate important short-term results (Q9, 81%), as confirmed
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by the codes, and these have improved the Livigno firm’s participation
(Q10, 83%).

4.3. Customer perspective

The customer perspective is the second most cited perspective in
Fig. 3 (24%, 998 citations) with six codes exploring key points. Pre-
dictably, the target plays a central role (25%). In-depth interviews de-
scribe the Skipassfree customer as a skier, foreigner (principally coming
from Poland, Czech Republic, Germany, and Belgium), price sensitive,
interested in a long-stay in Livigno (typically one week), more oriented
to apartments than to hotels, and comprised of families and small
groups. The Skipassfree customer is part of a broad market segment.
These customers usually organize their holiday without using the ser-
vices of a tour operator. These clients are new for Livigno too. During
the years, lodging firms have gradually increased their room rates, fo-
cusing on more affluent market segments. These clients are principally
interested in ski practice. Therefore, when Livigno has lower levels of
snowfall during the seasonal tails (for climate constraints), the pro-
motion reduces considerably the number of customers (as emerges from
Fig. 4). Some in-depth interviews describe these clients as loyal, while
questionnaires (Table 5) confirm the focus on long staying (Q11, 85%).
Furthermore, at the question: considering the Skipassfree target, would
it be useful to cancel the promotion? 79% (Q12) disagree, confirming
the relevance of this target.

The second code refers to the customer value. The Skipassfree client
is price sensitive and is interested in special offers. Some in-depth in-
terviews suggest an analogy between this target and the low-cost client.
The special rates have increased the number of ski trips with the
Skipassfree client typically generating additional skiing revenue at the
beginning or at the end of the season.

The marketing plan played a central role in communicating and at-
tracting the new target. The plan was financed by the Ski Pass asso-
ciation, investing 1% of its revenue, but the communication strategy
was developed and implemented by the DMO, given its marketing
capability. For Livigno it was a relevant innovation to have an im-
portant budget (roughly 250 thousand Euros) to sustain the launch of
this new product. The structured interviews (Table 5) clearly confirm
the relevance of the marketing plan: 80% (Q13) agree about the suc-
cessful communication strategy and 58% (Q14) consider the marketing
budget appropriate.

The Skipassfree brand is mainly centred on the word “free” (Skipass-
“free”). The committee spent much time discussing the branding op-
portunity. Given the presence of many special offers proposed by sev-
eral winter destinations, the use of free was able to communicate the
value offered by this promotion. The use of the term free communicates
to this target an “unmissable offer”. Furthermore, the brand is graphi-
cally represented by a triangle bordered with red, these meanings are
not danger (as in the case of road signs), but rather “alert”. This picture
is able to capture the attention of the Skipassfree target and says: “alert,
here there is an unmissable offer”. The structured interviews (Table 5)
agree about the relevance of the free word (Q15, 87%) and disagree
(Q16, 72%) about a supposed negative effect generated by this pro-
motion to the overall winter image of Livigno.

Finally, concerning customer retention, some in-depth interviews
describe the Skipassfree target as loyal as confirmed by structured
questionnaires (Q17, 64%). As later discussed, these clients are mainly
independent, as they organize holiday by themselves, without using a
tour operator.

4.4. Business process perspective

The business process perspective is operationalized using two codes:
the Skipassfree package and concept, with Kaplan and Norton ap-
proach. The Skipassfree package received many citations (481); the
coding activity identifies three main segments: i) the services included
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in the package, ii) the participation rules, and iii) the economic con-
ditions.

According to the survey, the Skipassfree package is described as
“essential”: with a focus on only two services: lodging and ski pass, the
latter being offered free of charge, for both hotel and apartment clients
(private or managed by local travel agencies). The promotion is de-
scribed as a “commercial package”. Despite the essential nature of this
offer, both in-depth and structured interviews agree that this market
segment delivers important additional revenue (Table 5, Q18, 46%) and
suggests the need to broaden the Skipassfree package (Q19, 56%).

The participation rules for local firms are based on a free choice. Each
lodging business can decide whether or not to participate in the pro-
motion. The relationship with interested clients is managed directly by
each lodging firm (it is not mediated by DMO or associations). With the
exception of the first year (as described in the §4.5, under “misalign-
ment”), apartments and hotels can decide their rates during the pro-
motional period. The local firms can freely use the triangle Skipassfree
logo on their website. The success of Skipassfree has led to an increase
in rates, especially for apartments.

The economic conditions are mainly centred on the 50% rule for
sharing the cost of the free ski pass between the ski (50%) and the
lodging company (50%). The Committee, after a long discussion (as
reported in the meeting minutes) decided to provide one free ski pass
per client. The original idea was to provide only one ski pass for every
two customers for apartments (in order to reduce the cost of the pro-
motion). The promotion requires a minimum length of stay (7 days for
apartment and 4 days for hotels). As previously mentioned, the mar-
keting budget is financed by the Ski Pass, investing 1% of its revenue.
Local firms (Table 5) disagree (Q22, 77%) about an excessive cost
sustained by this association; the 50% rule is positively evaluated (Q23,
71%), while the recent decision to change the percentage according to
the seasonality is negatively perceived (Q24, 48%). The decision to give
the ski pass free of charge is judged positively (Q25, 60%), and also the
length of stay (as previously analysed in the customer perspective)
(Q11, 85%). Furthermore, local companies disagree to reduce the
length of stay for both hotels (Q26, 83%) and apartments (Q27, 75%).
Concerning rates, the question asks if the price paid by the client is too
cheap: 41% disagree, while 33% agree (Q28).

The second code of this perspective refers to the Skipassfree concept
and it describes the main insights underlying the promotion. The coding
activity discover several insights, with a focus on a basic package, in-
cluding only skiing and hospitality. As suggested in many interviews,
three issues played a very relevant role: first, the decision to offer the
ski pass free of charge rather than to discount it. Second, the creation of
a commercial package and not, like in some previous activities (§4.6),
an “institutional” package. Third, a clear focus on a “volume strategy”,
given the necessity to significantly increase the number of cable car
passengers. The structured interviews (Table 5) confirm the originality
of Skipassfree (Q30, 55%) and especially the commercial innovation
introduced (Q31, 75%). The involvement of private apartments is
judged positively too (Q32, 68%).

4.5. Learning and growth perspective

The learning and growth perspective received the highest number of
citations (Fig. 3) and it contains five segments, in terms of frequencies:
alignment (44%), misalignment (22%), capabilities (17%), bench-
marking (15%) and information technology (2%).

Alignment is the second most cited code and includes some processes
at different organizational levels, as reported in Fig. 5. The informal
work (first alignment mechanism) refers to contacts between relevant
actors within hospitality and skiing activities interested in developing
“something” to increase the number of clients during the seasonal tails.
This first activity generates basic ideas of the Skipassfree concept. The
project’s complexity suggests the need to create a formal coordination
mechanism: the Skipassfree Committee (second alignment mechanism),
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1. Informal work

4. Short term results +«———1—— 2. Skipassfree Committee

3. Internal marketing

Fig. 5. The alignment processes.

comprised of the Ski Pass and Hotel associations, with the support of
the DMO. The Committee developed the Skipassfree product, the
market positioning and the communication strategy. The Skipassfree
product was communicated to local firms using multiple internal
marketing instruments (third alignment mechanism), including letters,
and internal presentations within the associations and the local TV.
Finally, as reported in the financial perspective, the Skipassfree gen-
erated immediately short-term results (fourth alignment mechanism),
increasing the participation and reducing tensions and conflicts. Table 5
reports some confirmation about the relevance of these activities: as the
informal work (Q35, 70%), the collaboration between hospitality and
skiing companies (Q36, 85%), internal marketing (Q37, 90%, the
highest percentage), the presence of the local DMO (Q38, 68%), the
relevance of this collaborative atmosphere (Q39, 44%) for the launch of
Skipassfree (Q40, 77%) and for sharing the project (Q41, 61%).

The main misalignments refer to the timing, the rate of apartments,
and the involvement of international tour operators (second year). As
reported in the documentation, the Committee started its work on May
14th 2007 and the last meeting was the 9th of July. Internal marketing
was implemented during and completed by the end of the summer
(2007). Therefore, the project was communicated in detail very close to
the beginning of the winter season. This timing created a second mis-
alignment related to lodging rates. In fact, local firms communicated
their prices in February 2007 for the publication in the destination price
list. Therefore, the rates were defined without knowing and considering
the special offer, that requires absorption of the 50% of the ski pass
cost. Finally, while in the first year the promotion was reserved only to
Livigno lodging companies, the second year it involved also tour op-
erators This change created dissatisfaction among hotels. The struc-
tured interviews (Table 5) confirm the relevance of the three mis-
alignments: for timing constrains (Q42, 77%), rates (Q43, 69%) and
tour operator involvement (Q44, 52%). These problems were managed
by activating the processes reported in Fig. 5. The achievement of short
term results played a pivotal role, as confirmed by Table 5 (Q45, 76%).

Capabilities are abilities able to mobilize critical resources. In this
project, they are mainly represented by marketing, relationships and
development capabilities. The marketing know-how played a central
role in developing and implementing the marketing plan, as previously
described. The relational capabilities focus on the talent to create and
maintain some informal relationships during the Skipassfree creation
and on the ability to orchestrate an effective internal marketing
strategy. As previously reported, 90% (Q37) agree about the good in-
ternal communication. Finally, the development capability is described
in §4.4.

The benchmarking comprehends a first set of neighbouring destina-
tions (mainly Alta Valtellina). Livigno has stable relationships with
these close places given the presence of some shared activities (as
communication initiatives, trade fairs participation, and shared ski
pass). A second group includes top Italian and European winter desti-
nations, regularly analysed by the DMO. A third benchmarking activity
is triggered by the participation of some national association, as the
ANEF (National Association of Ski Companies) that creates
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relationships among different destinations. Finally, a fourth level is
related to the turnover of winter employees and especially the ski
masters. This can favour some processes of knowledge diffusion.

Information technology has played a marginal role and for this reason
is the lowest cited group of codes (2%).

4.6. Destination context

The destination context is not a perspective included in the tradi-
tional BSC. However, it has been added because it includes some pe-
culiarities of Livigno that influenced the Skipassfree project. In other
words, they can represent some critical success factors for the context of
the study. As reported in Fig. 3, four codes were identified: destination
positioning (42%), destination supply (29%), administrative rules
(18%), and DMO reputation (12%).

The destination positioning reveals some interesting insights that have
influenced the Skipassfree. Livigno is located far from the cities, such as
Munich or Milan. The destination is located at 1816 m above sea level;
the altitude and the rigid climate ensures abundant snowfall and a
potentially long winter season. During the seasonal tails Livigno
showed (before the Skipassfree project) a very low occupancy and rates,
despite the presence of an exploitable ski product. All these factors
supported some choices previously analysed concerning the target (long
stay, focus on the skiing activity and international markets). Other re-
levant aspects of the destination positioning refer to its history and
coordination mechanisms. Before the Skipassfree product, Livigno de-
veloped a package called “Natur.card”. The in-depth interviews de-
scribed it as an “institutional” package that proposed a broad set of
discounted or free of charge services. This new product was introduced
by the DMO (mainly using a top down approach) for the summer season
and later applied also for the winter. However, it was unable to attract
new customers or to change the Livigno seasonality. This failure is
described as relevant to sustain some Skipassfree innovative choices as
the focus is on few services, commercial orientation, and the definition
of a clear target market.

The second code refers to destination supply. As reported in the
paragraph 3.5, the tourism economy centres around lodging and cable
car firms. Concerning hospitality, as previously described, both sectors
are fragmented and this required a strong coordination mechanism
(internal marketing) in order to involve these companies. The hotels are
mainly 3 stars (64%) and therefore the Skipassfree target is in line with
this supply; this similarly occurs for apartments. In the case of the ski
sector, local companies are making important investment in infra-
structures (cable, artificial snow, chalets, and slopes) and therefore are
more sensitive to enlarge the winter season and to increase revenue.
The Livigno supply offers approximately 115 km, this number is suffi-
cient to satisfy a weekly stay. Some ski companies are diversified in the
lodging and commercial sector and, therefore, an increase of clients
during the seasonal tails can improve all the corporate business.

Livigno is a duty-free area and for this reason there are some special
administrative rules. Commercial shops pay a local tax to the
Municipality. Consequently, the City is rich and able to invest con-
siderably in the tourism sector and more generally in public services.
The Town finances the local DMO. Furthermore, in Italy the cable op-
erators work under concession and have to respect a tender with the
Livigno Municipality. In particular, the variation of ski rates is con-
trolled by tender. In the season 2007-08 (when the Skipassfree com-
menced) the Ski Pass Association asked the Town to increase average
rates by 4.5% (higher than the percentage provided in the tender). The
Town approved the rate increase, but on the condition that the Ski
Association devolves 1% of its revenues to the local DMO, used to fi-
nance the Skipassfree marketing plan.

Concerning the DMO reputation, the local organization (called
“APT”) planned during the summers of 2004 and 2005 respectively, the
European final and the UCI mountain bike World Championship. The
complexity and the success of these special events improved the
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marketing know-how and more generally the reputation of this orga-
nization to Livigno companies. This is confirmed by the local firms
(Table 5): 68% agree that the presence of DMO increases the partici-
pation in the Skipassfree project.

5. Discussion and conclusions

This study focuses on two research questions: i) How is a destination
NPD process operationalized using the four BSC perspectives? ii) What
is the relevance and content of each perspective in this particular field?
Based on the empirical findings, some conclusions are stated at theo-
retical and empirical level and some limitations and future research
agenda are traced.

5.1. Theoretical and empirical conclusions

Concerning the first research question, a NPD BSC is proposed, built
around 18 codes referring to the four “classical” perspectives, plus one
related to the local context (Fig. 3). Despite these variables reflecting
the specific context of the Skipassfree project, they show potential re-
levance for different destinations. This could be particularly true for
growth, asset utilization, financial return, short-term and long-term
results; all of them belonging to the financial perspective. Similarly, the
codes used to operationalize customer perspective (target, customer
value, marketing plan, channels, brand, and customer retention),
business process (package and concept) or learning and growth per-
spective (alignment, misalignment, capabilities, benchmarking, and
information technology) appear to be relevant also for other NPD
processes.

At the theoretical level, these findings enlarge the research area of
the BSC, both in the field of hospitality and tourism. Furthermore, the
new product BSC can be used to analyse successful projects (such as
Skipassfree) or to support the creation and implementation of new of-
fers. The proposed framework contains some traits of the original
model, as its ability to include different stakeholders (lodging firms,
skiing businesses, local agencies, DMO, Town, local associations, cus-
tomers, and external tour operators) and to consider multi-dimensional
performance, ranging from financial performance (as economic mar-
gins) to tourism flows (overnights for hotels and skiers for ski compa-
nies), from marketing (customer satisfaction and retention) to stake-
holder perspective (as the indicators reported in Table 5). The
framework is also relevant for practitioners, such as hospitality firms
and DMOs. The framework illustrates the need to understand the
complexity of salient activities, the role played by a single BSC per-
spective (as later illustrated) or sub-code, the relationships among
variables and the strategic role played by aligning mechanisms.

The second research question reflects the relevance and content of
each perspective. In the Livigno case, the most cited block refers to
learning and growth (25%), which is a core mechanism of creating
innovative NPD processes, followed by the customer perspective (24%).
Surprisingly internal business processes (that include concept and
product) receive the lowest percentage (17%), excluding the destina-
tion context (13%). These results can be case sensitive, considering that
the informal work created a broad shared concept of Skipassfree. But
probably these findings show another side of the coin. What is really
relevant in a destination context is not what to do, but how to do, given
the huge involvement of stakeholders, and who is the target. This may
help explain why learning and growth perspective is relevant and
alignment (44%) too, misalignment (22%) and capabilities (17%). The
customer perspective, as suggested in some previous studies, is a crucial
determinant of financial performance (e.g. Chen et al., 2011). In the
field of NPD, target (25%), customer value (20%), marketing plan
(19%) and channels (18%) are very relevant.

Some additional conclusions are suggested based on the metho-
dology implemented by this study. The longitudinal approach (30 year
of archival data, and ten years of Skipassfree) provides solid evidence.
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The use of objective and subjective performance indicators illustrates
the precise effects generated by the new product (as reported in Fig. 4),
but, on the other, subjective performance helps in identifying intrusive
determinants (as some variables analysed in Table 5). Prior BSC studies
are mainly centred around US/UK and Asia context. The continental
European cases (as the one of the present paper) usually depict a more
fragmented supply — given the presence of a destination “community
model” (Flagestad and Hope, 2001) —, which can lead to further
questions about the aligning mechanisms or the relevance of internal
marketing.

Finally, this study confirms the relevance of intangible assets in the
NPD process, as proposed in many other studies (e.g. Ignatius et al.,
2012; Sandvik et al., 2011). The role of intangible resources and cap-
ability is crucial to all the four perspectives and able to generate the
Skipassfree product. Some examples clarify this point. The NPD concept
has triggered the Skipassfree package (business process perspective)
and the brand and target definition (customer perspective). Further-
more, the destination benchmarking (an intangible capability) has in-
spired the NPD idea. The alignment mechanisms are mainly based on
intangible relational capabilities and have played a pivotal role in order
to create positive collaboration among lodging and skiing companies.
The marketing capability has inspired the marketing plans.

5.2. Limitations and further research

The main study limitation refers to the use of a single case study.
However, this choice does enable rich and insightful analysis, but re-
duces the generalizability of outputs. As reported in Table 1, no prior
study has applied the BSC in the field of NPD. This required the
adoption of an exploratory case study approach. In the future, the
proposed model can be applied and tested to other products and con-
texts. The review by Hoque (2014) provides an excellent critique in
terms of BSC topics, contributions and knowledge gaps. Our study can
be replicated in other settings, using more robust theories, and in-
novative metholodogies in the future. Elbanna et al. (2015) provides a
useful platform for the generation of BSC scales, which are required
across the hospitality and tourism firms. The work of this study could be
extended to develop scales that could be used by ski companies. This
will enrich the development of a more integrated framework in the new
destination product context.
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