“LOBAL” TOURISM IN A GLOBAL WORLD
Tunç & Tolga Medeni

tmedeni@hotmail.com.tr
ABSTRACT


Globalization, one of the most important phenomena of the recent past and of the future, is having an unprecedented impact on the way the world operates, which inevitably includes the tourism and hospitality industry. In our paper, after briefly discussing the main arguments about the use of the terms global, local and glocal, we would like to suggest a new concept and term, “lobal”, with the hope to propose a new framework for the development and management of specialized, alternative tourism and hospitality services and products. Benefiting from the recent developments in systems and knowledge science the modeling presented in this paper can have various implications in different theoretical and practical fields.
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INTRODUCTION: GLOBALIZM AND TOURISM


While “globalism” or “glocalization” enter our personal dictionaries as a consequence of recent important changes experienced in our old globe, the two closely related developments, first the expansion of multinational and other transnational corporations, and second, the growth of information and communication technologies, including the Internet and access to it have had fundamental impacts on this global change. In today’s highly competitive business life firms try to be both local and global, big and small, centralized and decentralized, stable and dynamic; offering simultaneously standardized and customized mass-manufacturing, and individually designed goods and services, which were until recently considered to be oxymoron (Gummesson 1999). 


According to Wood (1998); tourism, the world's largest industry, provides a unique vantage point for exploring globalization, this most transformative process in the world today. “As a mode of travel, of interaction, and of visualization and experience, tourism is not only reaching formerly isolated parts of the globe but is reshaping social life and identity at home as well. As new forms of tourism become increasingly prominent--ecotourism, ethnic tourism, "roots" and heritage tourism, etc.--tourism has become an integral part of all societies, eliciting active and complex responses”. Including the economic, social, cultural and ecological outcomes of these processes; tourism can be considered as a “global industry”, virtually operating in all countries and communities with its commercial, public-sector and non-profit players (Theobald, 1998). It “is not a clear-cut sector but an all-embracing and pervasive domain of service and industrial activities”, touching on almost all spheres of service and industrial activities (Wahab & Cooper, 2001, p.5).　It is indeed hard to think an aspect of tourism that is not affected by globalization. For example, the airline and hotel sectors witness the rise of global players. Companies get increasingly involved with setting up operations in different cultural contexts (Morrison et al., 1999). Besides, more countries become generators of international tourist trips. Moreovover, the influence of an increasingly globalized media should not be ignored. With the invention and widespread use of jet airplanes and Internet, the globalization enables profound opportunities to be exploited by tourism and hospitality organizations.


Horner & Swarbrooke (2004) also warns us about the risks for tourism coming together with the opportunities of globalization for tourism organizations and destinations. First, the standardization of products, which is usually implied by globalization, seems to be extending even to cities that begin to look the same. Moreover, as driven by the developed economies, largely it seems, for their own benefit, globalization may also increase the polarization between rich and poor countries. On the other side, the concentration of both ownership by both horizontal and vertical integrations and power and influence by franchising and management contracts that go alongside with globalization make medium-sized organizations mostly suffer, as they do not have the ability to fit into neither economies of scale that creates opportunities for big organizations nor niche markets for small organizations. Finally, in today’s world terrorism has become an international problem, which no country is immune, including the most famous tourist destinations.
THE INTERPLAY OF LOCAL AND GLOBAL


In our discussions about globalization, using global or local as separate terms without respecting each other, on either a cultural level or a more specific business level, seem to be troublesome, at least limited or limiting. Thus, Beynon & Durkerley (2001) discusses that the crude dichotomy between local and global has required intermediate concepts to analyze globalization, which involves not just a top-down process but also a process of localization. Robertson (1995) also argue that local is very much included within the global, while the process of globalization involves `the invention of locality`. Besides, Naisbitt (1994) claims that the bigger and more integrated the world economy becomes the more important and powerful become the small players. Finally, Horner & Swarbrooke (2004, p.12) stress the irony that the concentration of ownership in tourism and hospitality industry, which aims to benefit from economies of scale and market power of big organizations, also “created opportunities for small organizations to succeed by exploiting niche markets with high-quality products and personalized service”. One determinant and unchanging issue to point out in all the debates and interpretations of globalization is the local and global’s being together, which should hold for any debates and interpretations for localization, too.


Theories of globalization, nevertheless, tend to assume the existence of a global power to which the local is necessarily subordinated, deriving its meaning only from its juxtaposition to the global. This also brings the need for a new language that can suggest equal attention to the localization of the global and the globalization of the local (Escobar, 1999). “Glocal”, as a combination of Local and Global, can be seen as a “first approximation” for this, Although it also sounds like an artificial derivation, the concept of glocal seems to be accepted by a wide audience, being used in different disciplines, and attributed different, evolving meanings. For instance, together with the technological and communicative convergences of the “cyberspace”, some experts speaks of the “glocal” communication era: with local production and contents, but with a global diffusion (Wang 2000). In the case of ecotourism and crafts, many forms of the local, as services or products of indigenous value and knowledge, are offered for global consumption, such as in tourism (Escobar, 1999). For example, according to Tsuchiko (2002), for the invaluable crafting of Japanese sword, this word of “glocal” emphasizes the point that globalization should involve harmony and recognition of differences rather than complete assimilation or homogenization, in addition to the fact that the value of local traditions can have an international impact. On another side, the manner in which new meanings are locally attached to imported goods throw a valuable light upon cultural globalization, and, with the careful glocal marketing of global products `authentic` local goods seem to be under attack. In fact, a great debate goes on　whether in the world the Anglo-American popular culture is having a homogenizing or hybridizing effect or even resulting simultaneously in a degree of both (Beynon & Durkerley, 2001). Glocal just opens another front for the ongoing debates on the phenomenon of globalization, and how to realize it.

EMERGENCE OF A NEW CONCEPT: LOBAL


We are still in need of better conceptualizations and terming to develop our knowledge of globalization together with localization, and their intermediation. The business literature basically recognizes globalization from the perspective of large international manufacturing organizations and top-down (from global to local) operations such as the tailoring of a standardized product like McDonald burger or Coca-Cola to different markets. This view affects inevitably the globalization of the tourism and hospitality business, as well. Whereas, in other bodies of knowledge, there is the awareness of small, specific, unique local; beside the big, general, standard global; but this awareness has not yet been made explicit enough to conceptualize the bottom-up impact, from local to global, that gains pace as an equally important dynamic in globalization: such as the offering of indigenous, local forms for global consumption, which we discussed above. “Glocal” seems to be proposed as a means to cover both of these dynamics, and is useful to capture the co-existing nature of global and local. But, it does not catch the importance of difference between these top-down and bottom-up processes and their outcomes, and this does no good, when we try to systemize and then operationalize our understandings about global and glocal. We distinguish these two from each other, and then term them accordingly, considering these two processes as two counter dynamics within a system of globalization. The below discussion reflects this way of thinking:


If we take the original motto of glocal, “Think global, act local” that the former chairman of Sony proposed, we can benefit from this specific interpretation of glocal in international business and then re-conceptualize global, local and “lobal” with respect to this. According to that, the meanings of local and global are straightforward, representing to think and act locally and globally, respectively. Then, in addition and contrast to the original proposition of glocal, “thinking global and acting local”, lobal can be defined as “thinking local and acting global.” This interpretation of lobal can then contribute to the ongoing discussions about globalization, also complementing or clarifying those of glocalization. This can be seen as a contribution not only to overcome some of the criticism about the understanding and use of these concepts, but also to the development of our comprehension and governance of global and local affairs. Moreover, this framework can have strategic importance especially for the sustainable development and international success of small and medium scale enterprises (SMEs) in emerging countries. The term can then be used to explain the development, production and marketing of these products and services that are indigenously or locally generated, while being offered for global commercialization and consumption.　Putting our words about thinking and acting locally or globally into a graphical representation we can place local, global, glocal and lobal respectively in a frame of globalization, as in the below figure:
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According to this conceptualization Lobal stands as one of the stages of globalization, making it possible that a local product, process or a group of people have significant impact on a global scale. Glocal in turn makes the global phenomena to become tailored with respect to varying localities. But then, we should discuss about the logic behind this “lobal”, if it is to be both more than just another catch-phrase, and different from “glocal”: The term “lobal” derives its meaning from the lobes and lobules in the body, which correspond to specialized subdivisions or units that fulfill expert functions, as important parts of a system. Within itself, the lobe governs specific designated operations, while, as a member of a very well interlinked system of organs, responds to various requests of the system. Using this metaphor from biology, in this complex system of actors and interactions we can conceptualize lobal as either a special network that consist of specialized units, or those units themselves that generate network, either of which can provide a structure, together with glocal, to bridge global and local. The importance of this lobal organization comes from its characteristics that it can function as a local, “closed” (Maturana & Varela, 1980) individual entity, though it is still part of the bigger global system together with other lobes and organs. This approach can enable academicians and practitioners, some interesting opportunities for intra and inter levels of organizational & social analysis. 
LOBAL TOURISM ORGANIZATIONS


As a proposition following our discussion, we can then suggest that tourism and hospitality organizations become lobal. With the lobal tourism organization, we propose a specialized network structure that can enable member organizations to maintain their individual indigenousness, while they can turn their unique values and knowledge into commercial products and services, benefiting from the energy and strength of a bigger tourism networks they belong. Beyond this, these organizations can become lobal international businesses, with the use of proper ICTT: Information, Communication and Transportation Technology. In support of our argument, there is already a growing literature to highlight the importance of not only networks but also ICT and knowledge management for tourism and hospitality. A network-like system is crucial for better management of knowledge, as the most important asset for sustainable competitive advantage in the knowledge socio-economy. To realize this, in U.K. it is now a government policy to develop networks and clusters for tourism entities. In a recent article (2004) Mukherjee argues the idea of Daniel Lian that Asia should create niches of small businesses that tap wealthy consumers globally, using local ingenuity and resources. For instance, Indonesia can benefit from tourism activities like volcano trekking or pelagic sailing, which can enable thousands of small-scale businesses to employ millions of people and generate economic growth and wealth. Already, “Thailand is able to squeeze Western and Japanese tourists for more dollars by marketing health spa tourism”. This kind of discussion corresponds well with arguments about sustainable competitive advantage for not only a profit making or developing organization, but also developing industries and emerging countries or regions, all of which require a high level of organization with network-like characteristics.


Within this proposition, we should also consider that the concept of glocal already applies the principles of product-or-service differentiation to meet different demands of international customers; however, but this kind of approach fits mainly to big multinational companies and their operations. On the other hand, lobal specifically fits well to the SMEs or organizations of SMEs that go international. Both glocal internationals and lobal SME firms tailor their operations, products and services; but in different ways. These differences should be articulated more for a comprehension of global issues and trends in hospitality and tourism industries. The conceptualizations already available from the field of international business are concerned mostly about multinational companies, and these do not necessarily fit into international SME. There is a need to develop modeling that can help us not only understand better about the working of SME but also integrate our understandings about multinationals and SME for a combined knowledge of the general international system. Within a system of lobal networking, individual local companies that can provide a high quality product or specialized service can come together, maintaining their localness, which gives their sustainable competitive advantage, while they can benefit from the advantages of big organizations and even become international and global with the use of technological opportunities. Finally, certainly further research is needed to assess the validity of these conceptualizations in real life situations and business circumstances.
CONCLUSION: LOBAL COUNTRIES, AND SUMMARY


This idea of lobal can also be applied onto a country level, specifically to countries with emerging socio-economic systems that have the potential to play leading roles in their regions, which will also determine their local and global position in return. One country should recognize its indigenous local knowledge and values, and organize lobal networks that can promote and commercialize its ingenuity, making them reputable demanded and accessible in a global scale. With its geopolitical positioning, remarkable historical and natural sources, social values and still unexploited potential Turkey can be a very good model for this.

Our proposition of lobal is not only a simple catchword that we coin to highlight and capture the importance of starting from local and small to become international and global then glocal but also it goes beyond: As a metaphoric concept it draws its origins from a real biological existence that also finds place in systems and knowledge science, which can be named as complex networks. Besides it is a good example of being able to be local while also being global, as the essence of globalization. As still being local, while acting as a part of global, it is neither local nor global, nor glocal.
As example, lobal “gastronomy” and “wine” tourisms can provide significant opportunities for a country or company to make use of its unique characteristics and turn them into a profit-making industry, making use of the advantages of globalization while responding well to its threats like retaining and improving its authenticity against “McDonaldization” of global dynamics. 
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Figure 1





This exhibition catches the idea, which necessitates comprehending local and global together equally in the “globalization”. In addition to this, in this model we can explicitly distinguish bottom-up and top-down processes of globalization. The model can also be further developed to exhibit interconnections among the local, lobal, global, glocal as different modes of globalization. These interconnections and modes can then be interpreted as a pattern of development with four distinct stages, for a local organization that goes global.











