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Abstract. Carefully cities have to evolve in order to help tourist during their 
travel. The huge use of web 2.0, must force the cities to be more and more im-
plied in this area. The role of referenced website and those of community  
manager will be greater in the future and contributes to the attractiveness of the 
territories. Nowadays, the social web is obviously essential strategy in informa-
tion retrieval or gathering during holidays preparation and will  be more and 
more important to help travellers during the travel. 
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1 Introduction 

The idea of this paper is to help the whole community of tourism to make travel more 
and more pleasant. Two ideas will emerge from this work, one is creating community 
managing in the official website of the city gathering of course all the information, 
undeniably useful to tourists such as places to visit, train schedules or bus, the loca-
tion of the taxi station etc. For this purpose, we can imagine a wifi born located in 
some place of the city where the tourist can be connected and the map of the area 
should be presented. This free connection, could help the tourist during his visit,  
furthermore the use of mashup approaches using different techniques are affordable 
nowadays. The approach of developing these technologies by official website is to 
respond to a new behavior of tourist when they are visiting the cities, they are in 
needs of more information since they are optimizing their time during their holidays 
and in order to make their vacation more happiest which is their goal and those of the 
city. We know that the words of mouth are efficient to incite other tourist to visit the 
city. The new way to the transmission of this mode of communication is electronic 
and named the web 2.0 

In fact, they want to relate their holidays to others, if they have spent a well mo-
ments, and if the city was in a positive role to help them during their holiday. The 
majors problems encountered during the holidays are well known as the place to visit, 
in some cities, they face to the cost of things since they don’t know the fair prices, the 
bus or train timetable, the location of taxi station and the rules of the city. One of the 
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advantage offered by the city 2.0 is that appears as an official website which can grow 
reliability of the site [1] in the eyes of tourists who will use the services offered by the 
city under the control of community manager. 

Nobody can deny that nowadays the use of Web 2.0 has become commonplace [2]. 
Citizens use more the collaboration fields and the interaction with others through new 
connected tools, that can be mobile phones, digital tablets, or other tools since the wifi 
signal is available everywhere, this will allows an easily use of these technologies and 
the participation process.  Social media have changed the way of many people how 
they get information about news on in their communities, and global events [3]. They 
provide new ways to share information and to interact with others. Social media tools 
are designed to facilitate social interaction and diffusing information through society for 
the creation of new contents including blogs, wikis videos, music, pictures and podcasts 
with more and more louder weight and social networking sites such as facebook [4]. 

The social web is a phenomenon defined by connecting people to each other in  an 
area without border which has become the digital space or digital territories. Users 
work together to share information verified or unverified, under declared or avatar 
identity, not hesitating to rate any services including hotels [5] and sharing expe-
riences with other members. Generally, social networks are used to afford various 
types of activity whether commercial, social or some combination of the two. We 
analyses technological mediation through electronic word-of-mouth and involvement 
factors related to virtual dissemination of travel narratives on the behavior of other 
tourists. Moon [6] indicate the major role of interaction between people which could 
permit a higher expected outcomes.   

2 City 2.0 

The goal of e-government portals is to provide public information [7, 8]. This portals 
use classical design of website such menus,  different links to another interesting 
website, connecting to intra or extra search engine and some of them use multimedia 
tools such as video, audio, forums or maps named Mashup techniques [9], all these 
effort are made to provide valuable data and information to citizens through different 
tools as Tablet, mobile phone. 

The introduction of Web 2.0 tools and the use of new platforms such as mobile de-
vices and social media permit a new mode of communication and participation and 
more and this collaboration between the city and local actors, creating the potential 
for a new local e-governance model for the back-office side, which will permit to 
update the information offered to the visitors [10] 

The web has great potential for promoting regional tourism. An effective website 
can reach global audiences, being accessible every time and from any place. The ap-
parition of collaborative tools such as wikis and blogs for the first category and a real-
time interface such instant messaging tools like a social web. In fact Web 2.0 is con-
sidered as second generation of Internet-based services, where the social networking 
websites take more and more places, wikis, communication tools, and folksonomies 
permits to share knowledge or to enhance online collaboration.  
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The city must be very careful when they design the folksonomies or a social  
tags [11] used by the visitors. Indeed the visitor coming from different country, the  
community manager has to be aware about the terms used by tourist since they don’t 
have the same cultural approach and they may confuse some terms. In this way, dur-
ing the collaborative creation, one must for evidence annotate and categorize content. 
Indeed, where the ontologies and metadata is generally created by expert using special 
vocabulary [12] , the novice use free words. To manage this controlled website, we 
can consider that the best issues are is to encourage visitors to develop terms selected 
from rigid terms. We must remember that this vision is a scientific approach web. 
Ontology is a representation of concepts with a domain and the relationships between 
those concepts [13]. It is a shared conceptualization of a domain, which is in our case 
a tourism domain where the concept is easily shared. It is certainly a complex and 
complicated task but it is necessary so that the city can offer a quality service espe-
cially for tourists who do not tend to leave their accommodation. 

Web 2.0 has revolutionized the way people communicate across the Internet. Web 
2.0 has transformed the Web into an environment enrich user experiences by allowing 
them to share a different formats of shared concept and information using a variety of 
data formats, as text, video, map, music and so on.  The web 2.0 facilitate the interac-
tion between multiple users whatever their location and their culture, leading to crea-
tion of a new shared concept through the collaboration and sharing of information.  

The websites that introduce online web 2.0 services is considered as successful, the 
huge use of twitter or facebook are now considered as evident by users to interact with 
the portals, and it will be very important to the city to promote different part of the city 
as a tools of web territorial marketing to enhance experience of the tourist and growing 
the activities of local industries. This design of the network, taking advantage from the 
new sociology of citizens in general, improving relationships, create new connections, 
and enable public officials to deliver more complete information [14]. 

Social web account can be a very interesting tool to deliver a hot news or to send 
messages with news, warnings, emergency response, from the community manager 
during a disaster during the typhoon at Taiwan [15] or in the case during the storm in 
New York city. The use of facebook could connect visitors with officials of tourism 
or other visitors to share information or a good plan to help others. 

In a final comment, we suggest that municipality can incorporate comment boxes 
or modern tools within the portals to gather opinions of visitors, in order to improve 
the quality of service provided. The main objective is to create new design of city 2.0 
through a website including all the modern tools with a clear web 2.0 strategy and a 
general perspective of interaction between visitors and the city and other official 
agency related to the domain. 

2.1 Collaborative Process with Local Players 

The cities, since they are visited by tourist, and whatever their situation versus econ-
omy of tourism must collaborate with local actors of tourism whatever they are, ho-
tels, cafes, restaurants, museums, …The role of the cities must be greater than  
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observed, they have to play a central role in the collaborative process of tourism de-
velopment like in marketing process through their presence in the web 2.0 sphere. 

In the tourism industry, the goal of actors is to enhance the tourist pleasure during 
their visit. These may push them to work together to reach this goal sharing expe-
riences on a common issue, as the official city website, exchanging ideas and exper-
tise [16] by combining knowledge [17]. The government agencies play a key role in 
this development, aggregating other actors in such activities devoted to visitor, 
through general politics of tourism of the cities. 

The official or government’s representations as municipalities websites is a central 
components of public information sharing networks, which include the cities and non-
official actors collaborating, and sharing information. This cooperation between dif-
ferent actors around this project could be a new model of territorial intelligence about 
creating value for a visitor. This new basis of work of actors on digital network is 
very important. 

The notion of centrality is a key concept in the question of collaborative process 
through the network. It refers to the position within the network that an individual 
organization has. The conclusion about this position is who to lead others across the 
information process. The central occupation permits a great role or power of influenc-
er on others and may coordinate the action of others or influence their opinion [18]. It 
will have in the network’s coordination functions. 

Gray and al. [19, 20, 21] indicates clearly the definition of theories about colla-
borative processes. He suggests that collaboration can be defined as a process that 
combines many actors who must share decision making process among key actors 
about the future of that domain  

Nevertheless it must observe the behavior of the anonymous participation during 
the web 2.0 cooperation or collaboration. Indeed, impunity of anonymity that the new 
technologies allow can lead to harmful behaviors result in immediate reaction due to 
unmet expectations. When free space is not regulated by law, it is the war of each 
against all, as Hobbes said [22]. The reason is considered as individual and never 
collective. People act by instinct and passion, the tourist will always thinks reasonably 
that his holiday could be better, and it is the role of official to lead them to the better 
and not to the worse. 

3 Mashup Exploration in Tourism Design 

A mashup, is a new approach of construction of a web page, or web application, that 
combines data, presentation or functionality from many  sources in order to afford to 
the web user a new services in the same web pages. A huge google services are of-
fered nowadays to the developers to integrate google map into the web pages. In the 
same way, many tools are offered from IBM technologies to enterprise development 
that will enhance the web 2.0 uses [23]. The simple use of these techniques allows 
developing this web site more easily. 

It is considered by Maness and al. [24] that the hybrid of two or more technologies 
or services will create a new enriched service. For example, a new mapping of crime 
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density is developing using this approach. It consist to present existing information in 
new ways. The Chicago Police Department publishes a situation of crimes in the city 
in their local bulletin using this model and shows the crimes that have taken place 
within the city, and their approximate location [25]. This is a clearly example a bene-
fit use of this mashup-approach by the city and the new “paradigm” of the web 2.0 to 
the citizen 2.0. The impact of the mashup design on the life of citizen is still under 
discussion specially the impact on social life and behavior of citizen in general [26]. 

These new uses of disparate elements in a website are very efficient and it corres-
ponds to the expectation of web user nowadays. You have to imagine the utility to the 
tourist of a website that contain both places to visit through a map of the location near 
tourist localization and each of these sites has been rated by other visitors, the site of 
transport as bus stops, the schedules, taxi stations, trains. We can add for every site to 
visit the rate obtained by the other visitors or the number of tourist who have visited 
this site. It will be very incentive from the front-office point of view and it help com-
munity to understand why the other site is bad rated or less visited, from the back-
office point of view. 

There is no doubt that we are in a new phase of consumption of tourism activities, 
it is still necessary that the tourist is encouraged to visit the city and barriers related to 
the danger perceived by visitors to be abolished. This will allow the possibility to 
create a new economic value into all the territories. 

The creation of economic value around territories will certainly add value for all 
stakeholders involved in the project in the city. We explained above that the collabor-
ative process is a great tool for creating values with the involvement of all local 
stakeholders. 

4 Sociology of Modern Tourist 

In general, the citizens over the world are increasingly relying on social media for 
communication with their family, friends, colleagues, businesses and unknown users 
who share some of their value, concern or interest. The utilization of electronic social 
media is growing also in a consumer practices and are very relevant to a tourism area, 
since it is the sector who are more faced to electronic commerce. The influence of 
electronic social media on holidaymaker's information sharing is a part of our normal 
practices today when we decide a trip.  The tourists are more and more involved in 
developing and sharing of virtual content. The information shared by tourist informa-
tion system in relation to interaction aspects of social media, in a context of holiday 
choices is very important in the life of tourist [27]. In conceptualization point of view, 
the social media spaces as a novel, unprecedented and revolutionary entity permits the 
emergence of a new entities in a modern sociology of tourism as the tourist 2.0, the 
virtually or electronic borders of exchange finally don’t constitute barriers, it was 
initially feared to see people do not sharing these spaces, as a chatroom, these digital 
domains along cultural lines to systematize and deepen understanding of future citi-
zen. Merely, we admit that there is dominant cultural dimension of Web 2.0 spaces 
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that constitute the new paradigm of informed and connected citizen utilitarian-driven, 
aesthetic-driven, context-driven and value-driven. 

The study of classical of tourist profiles is a recurring subject in the research on 
tourism socio-behavioral. Historically, two general groups are distinguished by Wah-
lers and Etzel [28]. They found that there is an adventurous group, looking for inno-
vative holiday who have an aversion for the so called structured holidays and another 
group who likes structured and enriched holidays and who prefers packaged and or-
ganized vacations. This adventured group of tourist is a high sensation seekers [29], 
moreover male adventure tourists tended to be higher sensation seekers than females. 
These groups of novelty seeking tourists perceived international tourism to be less 
risky than classical class of tourist seeking tourists. 

In general some perceived risks associated with tourism, such as food and cultural 
difference, places to visit, cultural heritage might actually attract the novelty seeker 
due to their information level and to the neuroeconomics approach which let us to 
understand more the notion of the risky part due the information level and the huge 
uses of amenities and services offered by the city as the transports. 

Cohen defines a new classes of tourists from a sociological perspective [30], where 
Plog works of classifying and explaining tourists from a psychological approach [31]. 
Plog distinguish  mainly two groups of traveler: psychocentrics and allocentrics, who 
travel extensively and tend to be adventurous in their tourism choices [32]. The psy-
chocentrics avoid uncertainty and risk, they prefer to travel as part of a group as they 
feel that being with others gives them a sense of safety and security and  prefer desti-
nations with well-developed amenities.  Allocentrics prefer travelling in general 
alone and visit places that are less visited. The results of Plog shows clearly the seg-
mentation of these different tourists profile with 20 % of the population classified as 
allocentrics or near allocentrics, and 80% from mid-centrics to psychocentrics. 

This above explanation about the social profile of tourist is very important in order 
to understand to whose this new design of the city 2.0  is dedicated and to whom 
effort must be made to convince them to visit the city and to explain through the web 
2.0 that the risk is low, considering that barrier of income is crossed. From apparition 
of the web and all related items as the web 2.0, the tourists are more informed and the 
latest classification can be discussed. The notion of information, as predicted by game 
theory can reduce or even disappear completely the feeling of risk due to the uncer-
tainty for the tourist. This may lead on the emergence of two novel groups of tourist, 
those who are informed and the not well informed or risk averse group who prefer 
gather their information generally from one channel as the travel agencies. 
The modern travelers are generally more cultivated due to their implication into their 
travel preparation and organization, by searching information among the web. What-
ever the social level of tourist profile, the use of web in general and social web in 
particular is now admitted as a source of information. This social observation corres-
ponds to the way of life of the majority of urban population in tourist-sending coun-
tries. There is actually a real demand from tourists for access to reliable information. 
The website of city devoted to the visitors have a real potential for responding to the 
needs in real time for more effective improved public safety and security or for criti-
cal events that can be identified.  
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5 Game Theory and Neuroscience View on Participative Web 

The game theory can assess the behavior of individual versus a decision-making un-
der a rational process [33]. The user having many perspectives, can decide the well-
ness, as a key factor of his choice process, other utility factors can drive this process 
as the financial aspect named a reward. The reward as well as the mental system is 
engaged in economic decision-making.  

Neuroeconomics is an interdisciplinary discipline dedicated to investigate in the 
field of economic-related behavior by using neuroscientific methods [34]. Thus, neu-
roeconomists examine nowadays in details in the neural correlates what motivate 
agent or player during his decision-making process. It is admitted that reward and 
social interaction or biases are central concepts in this discipline. The appearance of 
neuroimaging tools permits to correlate more easily the brain activities and the consi-
dered human behavior as the result of a process of decision-making, weighting costs 
and benefits of actions to maximize utility (formal or ordinal utility). The problem is 
that these unmeasured feelings and preferences influence decision-making. One as-
pect of the neuroeconomic approach is to understand how it can be relevant to this 
study since the decision of tourist to use or not the structure of the city implies a so-
cial behavior in addition to economic classical aspect of reward, so thus regarding to 
as social decision-making 

This let us conclude that the use of official website must be fair and shows the real-
ity of the city to the tourist. It must push the tourist in a social interaction, this implies 
to understand more deeply the role of neuroeconomy in a social decision-making. 
Neuroimaging studies have provided further evidence for emotion-based rejection of 
unfair offers [35]. 

A social decision-making context leads to examine the effect of expectations, with 
emotional aspects.  In the domain of social decision-making which is closer to the 
tourism domain, since the tourist are subject to social decision during his holidays in a 
unknown city, which growth the degree of uncertainty of partner behavior, Delgado 
and al. [36] using Game Theory and functional neuroimaging  explain how the in-
formation learned about a partner can greatly influence the decision behavior when 
paired with the partner, this second partner can be considered as the website of the 
city.  What that neuroscience can bring to neuroeconomics and what impact on the 
user behavior of web 2.0 in particular when visiting a city. In fact, we can understand 
that the human behavior is not rational in a first point of view. The situation becomes 
very complex to understand the reaction of visitors versus the information system in 
order to make it efficient. The goal is to encourage tourists to use it and allow them to 
visit several places in the city.  

We don’t miss that they are under the influence of affective mechanisms, which of-
ten play a decisive role in action. These processes have been shaped by evolution of 
our modern society, things evolve from a cultural point of view, but also through 
social or normative aspects. Thus, decision-making will be influenced by mechanisms 
dedicated to social interaction and not only by mathematical mechanisms. By this 
way, the modern tourist decides sometimes over his economic self-interest and use 
services that seems not a good investment for him. 
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6 Conclusion 

This work shows that the sociology of tourists has changed in the recent years, they 
are more connected and drowned in a flood of information continuity process?  con-
tinues. This information is also impacted by rumors including the use of web 2.0. This 
new space allows individuals to respond instantly to any event or situation, flooding 
the space by opinion justified or not. 

The appearance of the city in the world of tourists can disseminate information in a 
clear and credible perspective. However it is still necessary that this space is actually 
the expression of opinion under the control of a community manager who meet issues 
and concerns of visitors. This will also be promoted by policies marketing through 
wifi terminals dedicated to the dissemination of information along the city indicating 
the places to visit near the terminal, such as museums, cafés, restaurants, .... 
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