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An exciting synthesis of opportunities for future tourism development.
ABSTRACT

Architecture has always played a special role in tourism. We must only consider the magnificent grand hotels in the palace like buildings in the city or trendy holiday destinations or the numerous spa hotels and museums, all the way to the prominent witnesses of various world exhibitions, which in the end, such as the Eifel tower, have and retain a significant touristic component.
Architecture was and is an expression of lifestyles and spirit of the epoch and culture. Architecture has always found a generously dimensioned platform of expression in tourism in its specific functionality and cross-regional conspicuousness.
Architecture & tourism in the historical context originally meant primarily the experience of regional hospitality in many varied forms.
Architecture in tourism has only been seen in a different light since the increased separation between business and building appeared in European tourism over the last 15 years and the internationality of tourism grew ever wider, increasingly leading to numerous new issues in the discussion on architecture & tourism:
How much architecture does tourism need today? How much architecture is actually worthwhile? 
How many functions does sophisticated architecture allow today? How much architecture can the guests take? How does architecture change the touristic product and what new challenges are created therewith?
Key words: architecture, tourism

How much architecture does tourism need?
We live in times of rapid change, new technologies, IT and internet, new foodstuffs, new forms of transport etc. beam us quasi at a snap of the fingers real or often only emotionally, from one world to the next. This law of permanent change and emotional challenge also underlies every detail in touristic products.
Architecture has never had so much space as today. Never has the emotional dimension of buildings and interiors design been ascribed so much value by so many people. The IKEA effect, which in the style of goods presentation and media communication very strongly expresses that form and emotion is accessible for everyone, indeed must be, brings this very precisely to the point.
In tourism architecture has thus received, unlike in any other sector, both an external and internal dimension. The added value of good architecture is ever more related to all levels of a building. This year’s theme of the Venice biennale is “Out there. Architecture beyond building”. This is equally valid for the touristic context. Frank Gehry, with his spectacular hotel project linked to the vineyards of Marques de Riscal im Riocha or Steven Holl with his Loisium wine destination in Austria’s Vienna region, have for example imposingly demonstrated that the Bilbao effect is equally well at home in tourism. With his unusual and in many respects already cult interior design of his hotels, Ian Schrager has demonstrated that in the end touristic offerings today have far more dimensions than just “perfect” functions and “correct” locations. In a time in which touristic products have to be ever more differentiated, the expectations and emotional patterns of the various target groups also develop in the same differentiated way. Architecture, both internally and externally, has therefore become a means to the differential end and today often decides the “to be or not to be” in tourism.
The question I am often posed in this respect is then:
“How do architecture and design pay off?”
As a passionate and long-standing entrepreneur and expert in Austrian hotel business I am very often confronted with precisely this question.
Concerning the commercial component of architecture and tourism, where a functional building is adequate for successful commercial operation creative and distinct architecture is surely pure luxury. For clarity we must here mention that in this case we are talking about an architectonic design reduced to the minimal requirement of a functional building.
Tourism properties are largely earnings value buildings, no earnings no value. They only posses an intrinsic value at particular locations, such as city centres, where the site itself creates value or a secondary usage of the property is both possible and allowed.
The applicable formula is therefore the higher the earnings and lower the investment, the higher the returns. In addition comes the fact that, according to location and competitiveness of a touristic product, an additional divestiture return exists should the property be sold. Architecture costs money and naturally increases the investment manifold in comparison to a building reduced purely to function. The topic of architecture is already an initial critical point in the phase of business planning, requiring professional profitability calculation, location evaluation and product conception.
Conversely good or unusual architecture creates increased market awareness and through which, according to product approach, a new or greater image for a location can also be created. Increasing in turn both demand and attainable price, whereby the commercial return is perhaps higher than it would have been with a conventional functional building. Sophisticated architecture therefore pays off mostly wherever demand can also be created in new and adequate degree through good architecture, or a particular competitive advantage with sufficient positive commercial effects can be achieved.
Examples here are the development of the spas and spa hotels, where architectural effects have been integrated from the start and through which, in Austria for example, a new form of year-round tourism with all its regional benefits for commerce and population has been successfully created.
Architecture also creates new functions, or makes the old a new experience through new functions and so offers tourism the opportunity to develop new products. The discussion “form follows function” or “function follows form,” may not remain unmentioned, which from the viewpoint of the guests can precisely in touristic properties and products become both a positive and negative. The tourist industry and architects have never collaborated so closely in product development as is the case today, so closing again the circle of mutual success.
What new challenges arise for management and product development?
Just behind the commercial viewpoint, many changes and challenges in the area of the management of touristic products and in the entire process of product development have however also arisen. “Green & sustainable” becomes ever more important and marketing is to be seen as differentiated, professional and using completely new media, distribution channels and collaborations.
Touristic products in architectonically sophisticated and consciously designed buildings must be defined increasingly more often in context with the locally experienced emotional factor. Therewith the emotional factor of service today receives a higher value than just the purely practical. In conclusion therefore a touristic offering, which has architecture integrated as part of the entire product, must satisfy the requirement that architecture and service result in a self-contained work of art. To offer this emotional whole to the guest a special “service-design” is to be developed in all areas corresponding to the iconography of the architecture and of the interior design, staff must learn both the new products and their “language” and training be adapted to the new requirements.
Architecture and the guest as an individual
As an individual the guest stands in the unfamiliar architectural space, and personal experience often decides on success more than the product itself. Architecture no longer justifies itself in tourism; it is the experiencing of familiar and unfamiliar spaces which represents the great challenge to the management and team of a hotel, restaurant, spa or museum.
Through architecture tourism increasingly becomes a voyage through completely new challenges.
This exciting liaison between architecture and tourism therefore contains many opportunities and risks so becoming a fascinating platform for the future with real added value.
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