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Editorial

Shelagh Mooney and Tracy Harkison
Editorial - Vol 9 No 2: Building Inclusive Excellence
Kei tēnā, kei tēnā, kei tēnā anō tōna ake āhua, tōna ake mauri, tōna ake mana
Each and every one has their own uniqueness, life essence and presence

Kia ora tatou,
Our journal is for the hospitality industry and for our community. It provides peer reviewed research and opinion pieces to engage and continue conversations on issues facing our industry.
This issue offers insights into access, representation, and quality across different aspects of hospitality. We begin with research on website accessibility for guests with disabilities, followed by an examination of gender representation on hospitality professional boards. The issue then explores employment conditions for chefs in New Zealand, Airbnb's luxury badge system, and concludes with an analysis of Michelin-rated cuisine as portrayed in food films The Hundred-Foot Journey and Ratatouille.
These articles provide food for thought on who can access our services, who shapes our industry, workplace experiences, quality markers, and cultural representations of hospitality excellence. We hope these research summaries spark dialogue about what true hospitality excellence looks like when we center equity, accessibility, and authentic quality in our education, research, and practice - building an industry that is genuinely hospitable to all.
Heading into the holiday season, the editorial team wish you a renewing and relaxing break with your whānau. We hope you enjoy reading this issue and look forward to sharing new and fascinating research with you in 2026.
Ngā mihi o te tau hou
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Ensuring hospitality and tourism websites are accessible to all users
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	Research shows that hospitality and tourism organisations often overlook the importance of website accessibility, resulting in their information remaining inaccessible to a growing market of people with disabilities [1]. Website accessibility benefits people with physical, sensory, intellectual, and other disabilities by enabling effective pre-trip planning, helping visitors assess hospitality and tourism offerings, and facilitating independent and dignified travel experiences.  International standards, such as the Web Content Accessibility Guidelines (WCAG) 2.0, developed by the Web Accessibility Initiative (WAI) of the World Wide Web Consortium (W3C), offer a structured framework for identifying and addressing website accessibility issues. As New Zealand’s third largest inbound tourism market, China makes a substantial contribution to the national economy [2]. This study evaluated the accessibility of Chinese tour operators’ websites. As the Chinese visitor market continues to age and the prevalence of disabilities increases, enhancing website accessibility is becoming increasingly important for facilitating travel to and within New Zealand.
Website accessibility is based on four main principles outlined in the WCAG 2.0 Guidelines [3]: 
Perceivable - Ensuring the website presents content in multiple sensory formats, such as text alternatives for images, captions for videos, and the use of high-contrast colours and readable fonts to improve visual and auditory accessibility.
Operable - Ensuring the website supports navigation of content by keyboard without a mouse, such as providing keyboard shortcuts.
Understandable - Ensuring website content is easily comprehensible through consistent layouts, uniform visual designs, and structured navigation to facilitate user interaction and information access.
Robust - Ensuring the website is adaptable for various assistive technologies, such as screen readers and magnifiers. 
The study applied these four principles to evaluate the accessibility of the websites of seven Chinese tour operators identified as Tourism New Zealand’s preferred partners in China [4]. Issues related to the ‘perceivable’ principle included the absence of alternative text for images, videos, and audio, which can hinder access to content for users with sensory disabilities. Challenges related to the ‘operable’ principle included limited keyboard navigation and inconsistent layouts, which can impede access for users with limited hand mobility. Conversely, websites generally performed well in relation to both the ‘understandable’ and ‘robust’ principles, offering clear instructions, consistent design, and appropriate support for assistive technologies through the use of properly structured HTML elements (e.g., header, navigation, main).
Implementing the four accessibility principles ensures that websites can be accessed by all, including people with disabilities. These guidelines apply to hospitality and tourism organisations’ websites worldwide. Further enhancements may include using accessibility symbols and icons to denote accessibility features and setting up a dedicated accessibility information page on the website. Importantly, integrating reviews from people with disabilities who have used the organisation’s services can significantly improve the ease and efficiency of locating essential accessibility information. By adhering to internationally recognised website accessibility standards, and considering the accessibility of their websites, hospitality and tourism organisations can reach a wider audience and demonstrate social responsibility.
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“You can’t be what you can’t see”: gender representation on hospitality professional boards 
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	Despite being one of the UK’s largest and most diverse sectors, hospitality struggles with gender diversity at senior levels and on boards of professional membership associations (PMAs), which remain overwhelmingly homogenous [1]. Visible diversity on boards, as displayed on their websites, can signal that barriers to inclusion can be overcome, whereas a lack of representation may discourage professionals from joining such an association and raise doubts about its ability to meet the needs of its members, the very essence of PMAs. The opportunities arising from a more inclusive composition of PMA boards deserve greater consideration, particularly because the leadership skills gained through board membership can facilitate advancement both within the workplace and across the profession [2]. This article calls for greater gender representation on UK hospitality professional boards to foster an inclusive culture, maintain their relevance, and inspire the next generation of leaders. 
PMAs play a crucial role in the advancement and sustainability of their sectors by educating their members through professional training and advocating at the policy level [2, 3]. Hospitality PMAs, like those in other sectors, are typically dependent on membership fees and carry a significant responsibility to genuinely represent their members’ interests and needs. However, challenges remain, particularly with board composition, as persistent informal recruitment often limits diversity by favouring similar individuals [4]. While many PMAs aim to increase inclusivity, they are often hampered by long-standing institutional processes and systems which unfortunately reinforce exclusive structures. This creates a paradox when pursuing diversity [5]. Addressing discrimination and bias is essential to ensure equal opportunity and retain top talent. Ultimately, PMAs are vital in supporting members and driving industry development but must continually evolve to reflect their professions’ diversity and dynamism.
The authors collected data between June 2023 and December 2023 to gain insight into this problem. Details on the name, gender and race of each board member, including the Chair, were collected and analysed. The complete dataset included gender and race information for 749 board members, including the Chairs, from 63 PMAs.
Descriptive statistics, used to explain the composition and characteristics of PMAs [6], revealed significant gaps in board gender diversity and representation. Of the 63 PMAs, 18 represent hospitality and are the focus of the remaining part of this article. While women are represented across the analysed hospitality PMA boards, only a third include non‑White representation, highlighting a lack of racial diversity at the highest leadership level (Figure 1).

Figure 1. Hospitality PMAs by gender and race. 
It was also noted that the six hospitality PMAs with a female chair exhibited greater board diversity—67% of these PMAs had boards with a majority female membership, compared to 8% of PMAs led by a male Chair. This disparity underscores how current board compositions, both visually and practically, reinforce who holds power and influence in professional organisations. Despite PMAs’ stated commitments to inclusivity and equality, these ideals are not always reflected in their leadership structures. 
These findings show that the boards are largely homogenous in composition. Increasing board gender diversity is vital for fostering creativity, innovation, and effective leadership, helping hospitality PMAs remain relevant to their increasingly diverse membership. To achieve this, PMAs should adopt transparent, inclusive recruitment practices, including blind recruitment, expanded candidate outreach, and regular diversity tracking. Proactive sponsorship and mentoring of under‑represented members will help increase their visibility and access to leadership opportunities, ensuring that PMAs genuinely represent all members, embody the values they promote, and set a standard for the wider profession. The benefits of applying these strategies have not yet been clearly documented, but McKinsey & Company [7] argue that companies with diverse boards are more likely to achieve stronger financial performance, greater social impact, and higher workforce satisfaction.
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	Introduction
Considerable research has discussed the working conditions of chefs, covering topics such as wage theft [1], bullying and harassment [2, 3, 4], occupational commitment [5], gender and chef identity [6], and mental health and wellbeing [7, 8]. However, contemporary data that clearly shows the working conditions of chefs in the New Zealand hospitality sector is rare. This paper presents recent data from two surveys that highlight the problematic working conditions of chefs in a sector that is of significant economic importance to New Zealand. 
Research Design
The data for this extended abstract are drawn from two anonymous online surveys: the first, conducted in 2023, captured 2,203 respondents and represents the largest survey of its kind in New Zealand; the second, conducted in 2024, captured 1,032 respondents. The surveys contain a range of questions on issues including employment relations agreements, working conditions, decent work, psychological contracts, emotional labour, and wages, and were created and hosted on the Qualtrics XM platform. This paper presents data relating to chefs and kitchenhands (defined as kitchen workers who support chefs), comprising participants from 2023 and 58 from 2024.
Findings
Hours worked per week, 2023: Responses were received from fifteen job roles. Chefs reported the longest working hours: 26% indicated that they worked more than 40 hours per week, with senior managers the next highest group at 18%. Furthermore, 30% of chefs reported working more than 50 hours per week, a rate matched only by senior managers. In contrast, just 1% of food and beverage attendants and functions/events attendants reported working more than 40 hours per week.
Receiving legally required rest breaks, 2023: Chefs were the largest group reporting non‑compliance with rest breaks, with 24% stating they never received them. Waiters trailed well behind at 16%, and shift managers at 12%.
Working split shifts involving unpaid breaks over one hour, 2023: Analysis of workers who ‘always’ or ‘often’ worked split shifts showed that 25% of chefs fell into this category, the highest proportion among the fifteen roles. Waiters were the next most affected, with 14% commonly working split shifts.
Training, 2023: Regarding the receipt of formal and/or informal training in their roles, chefs reported the highest rates of strongly disagreed and disagreed responses among the fifteen roles titles (27% and 35%). In comparison, only 1% to 5% of junior managers and fast-food managers selected these options.
Bullying and harassment, 2023: Fifty-five percent of chefs indicated they had experienced or witnessed bullying and harassment. Interestingly the lowest response for this question came from kitchen hands at 43%. Shift managers, junior managers, and fast-food managers reported the highest rates of bullying and harassment (66%, 69% and 72%). On average, 56% of all hospitality workers surveyed reported experiencing this behaviour. 
Burnout and turnover intention, 2024: Based on a nine‑question MBI scale, chefs reported a burnout mean score of 21.5, second only to fast food workers (22.5). The lowest scores were observed among tour guides (12.5) and IT, finance, and marketing workers (14.4). The overall mean for the 478 respondents was 18.6. 
Turnover intention. When asked if they intended to leave their current job within the next twelve months, 48% of chefs answered yes—the highest rate for this question. The average across all respondents was 37%.
Discussion
The New Zealand media often reports on the shortage of chefs in the hospitality sector. With almost half of the chefs in the 2024 study reporting elevated burnout scores, 55% in the 2023 study experiencing bully and harassment, and just under half in the 2024 survey indicating they intend to leave their jobs within the next 12 months, some significant drivers of that shortage become evident. The above results reveal that chefs in these surveys consistently reported the worst conditions of all hospitality workers. They reported the highest rates of working split shifts, missing required breaks, and receiving insufficient training. Combined with working the longest hours of any hospitality role, this creates a clear recipe for chef burnout and high turnover.  
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	The global rise of peer-to-peer accommodation platforms such as Airbnb has reshaped the lodging landscape. The platforms offer everything from budget stays to luxury escapes relying on the ‘Superhost’ badge to indicate hosting excellence. However, in November 2023, Airbnb introduced a new recognition system -  ‘Guest Favourites’- and removed the ‘Superhost’ filter [1]. This shift has raised questions as to how effectively these designations reflect guest satisfaction, particularly in the luxury segment, where service quality and property features are critical. On the one hand, the ‘Superhost’ status is host-centric, based on consistent performance indicators such as high ratings, responsiveness (90%+), low cancellations, and minimum booking counts [2]. In contrast, ‘Guest Favourites’ highlights the appeal of the accommodation itself, emphasising high review scores, frequent bookings, and overall guest popularity [3]. This latter designation shifts the emphasis from the intangibility of host behaviour to the tangible attributes of the property (e.g., décor, cleanliness, amenities or location).
Evolution of Airbnb and Luxury Expansion
Launched in 2008, Airbnb evolved from a budget-friendly platform into a global force, which by 2024, offered over 7 million listings across 220+ countries. Airbnb now serves diverse traveller preferences—from treehouses to castles and everything in between [2, 4]. With the launch of Airbnb Luxe in 2019, the platform entered the luxury sector, targeting high‑end travellers seeking premium experiences [5]. Airbnb introduced the ‘Superhost’ programme three years earlier to bolster host reputation [6]. At that time, guests were primarily influenced by host‑related attributes such as responsiveness and profile ratings. The ‘Superhost’ status demanded ongoing effort to maintain, with hosts evaluated quarterly [1, 7]. While this built trust through consistent host performance, critics flagged limitations in verifying overall service quality [8]. To counteract this, Airbnb launched the ‘Guest Favourites’ badge; however, concerns were raised that its criteria may be biased by race, gender, or host background [9]. While guest-generated content can influence booking decisions, it may also skew perceptions, highlighting the need for more reliable and objective evaluation metrics [10]. 
Despite the luxury segment’s growth, few studies have explored the interplay between Airbnb’s quality indicators and guest satisfaction in this market [11].  Guest reviews of high‑end listings offer insights into loyalty and booking decisions. As Airbnb continues to refine its recognition systems, understanding how the indicators and satisfaction scores interact - especially in premium contexts—is essential [12]. This research investigated the correlation between ‘Superhost’ and ‘Guest Favourite’ statuses in luxury Airbnb listings. It also assessed whether these labels accurately reflect guest expectations in the high-end market.
Methodology
A mixed-method approach was adopted. From a purposive selection of reviews (3,820) of 42 global luxury Airbnb properties, a percentage sampling method was applied, resulting in 382 reviews for analysis [13]. Reviews were sourced from the Luxe category between June and November 2024.  Quantitative analysis focused on word frequency, while content analysis was conducted on the qualitative data (via NVivo 15 and manually) [14].
Key Findings
A significant insight emerged: 41 of the 42 luxury properties held ‘Superhost’ status, but none were labelled ‘Guest Favourites’. Despite consistent 4.9+ star ratings, these properties failed to meet the requirements of the Guest Favourite algorithm. This indicates that high guest satisfaction alone is insufficient for the newer designation, providing evidence of a mismatch between algorithmic recognition and premium hospitality performance. The findings suggest a disconnect between Airbnb’s recognition programmes. ‘Superhost’ status rewards consistent hosting standards—especially vital in the luxury segment where expectations are higher [1]. ‘Guest Favourites’, however, seem tailored to properties with high turnover and affordability, characteristics not typical of luxury listings.
Luxury properties often accommodate fewer guests for longer stays and at higher rates. As a result, they tend to generate fewer—but more detailed—reviews, making them less likely to meet the volume-based criteria required for ‘Guest Favourite’ status. Moreover, luxury listings often emphasise amenities such as private chefs or event hosting—elements the algorithm may not sufficiently value. The algorithm currently prioritises value for money and booking volume, inadvertently rewarding mid-tier properties while overlooking bespoke, premium experiences. This highlights how platform algorithms may unintentionally marginalise high-end offerings, despite high performance. For practitioners in the luxury hosting sector, these findings highlight a need to re-evaluate how success is measured and recognised on short-term rental platforms. It also calls attention for platform designers to consider more inclusive metrics that reflect different hosting models.
Recommendations
Based on these findings the following recommendations are proposed:
1. Refine the ‘Guest Favourite’ algorithm: Ensure that metrics reflect luxury-specific indicators such as length of stay, premium amenities, and average nightly rate. 
2. Introduce a luxury-specific badge: A ‘Luxury Guest Favourite’ designation may better capture quality within the premium segment. 
3. Enhance the visibility of luxury Superhosts: Consider personalised filters or targeted marketing strategies for high-end travellers. 
4. Address algorithmic bias: Revise the current model, which favours affordability and booking volume, to better align with the realities of the luxury market to ensure fair recognition.
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	Introduction
[bookmark: _Hlk194565514]Michelin-starred cuisine occupies a unique position in the global culinary landscape, symbolising both the pinnacle of gastronomic artistry and an institution steeped in exclusivity [1]. The representation of Michelin-level dining in film provides a rich foundation for examining the socio-cultural dimensions of fine dining [2, 3]. This article explains how The Hundred-Foot Journey [4] and Ratatouille [5] use food as a medium for storytelling, exploring themes of cultural integration, social mobility, and institutional hierarchy. The Hundred-Foot Journey critiques the Eurocentric nature of the Michelin system through the struggles of an Indian chef, Hassan, while in contrast, Ratatouille subverts traditional culinary hierarchies through its anthropomorphic protagonist. By analysing these narratives, this article engages with broader discussions on food, culture, and cinematic representation [6, 7].
Food as a medium of transformation
Both films portray food as a catalyst for social change, allowing characters to transcend boundaries of class, nationality, and institutional rigidity [8]. Hassan’s culinary journey reflects the broader experience of cultural assimilation [3] as he fuses Indian and French cuisines to gain recognition in the elite world of Michelin dining [6, 7]. He leverages food as the bridge between cultures, while also revealing the difficulties faced by outsiders seeking acceptance in a Eurocentric culinary framework [3].
Similarly, Remy, an unlikely hero due to his status as a rat, challenges rigid perceptions of who belongs in the fine-dining world. His talent ultimately wins over even the most sceptical figures, including food critic Anton Ego. This portrayal suggests that true culinary excellence should transcend established power structures, reinforcing the idea that innovation and passion should hold greater weight than rigid traditions [8].
Anthropomorphism and culinary legitimacy
Anthropomorphism, the attribution of human traits, emotions, or intentions to non‑human entities, serves as a central narrative device. A central irony lies in Remy’s dual struggle: while he possesses remarkable skill, he is judged solely based on his species. His success is only possible through deception, highlighting the barriers that prevent outsiders from breaking into elite culinary spaces [9]. In contrast, Hassan’s journey requires him to conform to French culinary expectations before his talents are fully acknowledged. These dynamics underscore the limitations of the Michelin system, where innovation is often celebrated only when it aligns with existing standards [10].
Food as a cultural bridge
Both films emphasise food’s ability to bridge societal divides. Hassan’s fusion cuisine symbolises cultural acceptance, demonstrating that culinary traditions are not static but evolve through exchange and adaptation [3]. Similarly, the climactic scene in which Anton Ego is transported back to his childhood by a simple dish illustrates how food transcends class and cultural barriers [11, 12, 3].
Ultimately, Ratatouille and The Hundred-Foot Journey offer more than cinematic escapism-they provide valuable reflections for hospitality professionals navigating an increasingly diverse and competitive dining landscape. Both films invite industry leaders to reconsider how talent, innovation, and cultural identity are recognised and valued within fine dining. Hassan’s journey demonstrates the creative and commercial potential of cross-cultural fusion, showing how culinary openness can enrich both menus and market reach. Meanwhile, Ratatouille disrupts conventional hierarchies, encouraging a rethinking of how creativity and skill are nurtured across all levels of the kitchen. Together, these narratives suggest that lasting excellence in hospitality depends not on rigid tradition but on adaptability, inclusion, and a willingness to see potential in unexpected places. For today’s practitioners, that may be the most transformative recipe of all.
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