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N PREFACE I

This text provides a holistic view of the tourism industry through the use of cases and real
world examples. We have taken a global perspective with numerous international exam-
ples and included current trends and industry developments in every industry segment.

We set out to write a book that would be as interesting and multifaceted as the
field itself. Like the five previous editions, the sixth edition of Tourism: The Busi-
ness of Hospitality and Travel features a conversational style, making it fun to read,
yet providing a thorough overview of the tourism industry, giving balanced coverage
to each component part. The role of travel intermediaries, technology, transportation
modes, accommodations, cruise lines, destinations, attractions, and food and beverage
operations are all covered in detail. As the importance of the industry has continued to
grow we have paid increasing attention to the economic, political, environmental, and
social/cultural impacts of tourism and the critical issues of sustainability.

As our title suggests, we look at the tourism industry through the lens of busi-
ness, specifically by considering the management, marketing, and finance issues most
important to industry members. In addition, the book starts with a comprehensive
model of tourism and unfolds by considering each piece of the model in succession. All
students should find the book enjoyable and educational, no matter which facet of the
industry they find most interesting.

New to the Sixth Edition

We have built on the success of the previous editions of Tourism: The Business of Hos-
pitality and Travel and created an even better learning tool in the sixth edition.

A new four-color format is intended to enhance engagement with a text students
have already said they enjoy learning from and reading. Additional key additions and
revisions include:

* We have addressed the ways that environmental and sustainability issues have
continued to grow in importance throughout the industry by highlighting key
issues and emerging trends. Chapters 12 and 13 include an expanded discussion
of the triple bottom line for evaluating the impacts of tourism and sustainability.

* We have added a significant number of academic references in all chapters for
readers who are seeking resources for more in-depth analyses and discussions.

e We increased coverage of the rapidly evolving impact of technology on the tour-
ism industry and expanded coverage of the dynamics of distribution. Chapter 4
discusses the growing importance of social media to tourism and Chapter 5
includes coverage of beacon technology, for example.

* We increased the presence of international practices and perspectives with mul-
tiple new examples.

e Chapter 3 includes an expanded discussion of human resources in the context
of the service-profit chain, especially as it relates to improving and maintaining
service delivery.

e Chapter 10 includes enhanced coverage of cruise line topics with the addition of
new material, especially the growth in fleets and river and Asian cruises.

10



Preface 11

Who Should Use This Book

We designed this sixth edition of Tourism: The Business of Hospitality and Travel so
that it can be tailored to suit a variety of needs. Its engaging writing style and hundreds
of updated industry examples make it the perfect textbook for students taking their
first hospitality or tourism class. The thoroughness of content also makes it suitable
for upper-level hospitality and tourism courses. To meet the advanced critical-thinking
needs of junior and senior students, we have augmented the text’s basic content with
integrative cases that they can use to apply their knowledge and refine their problem-
solving skills.

No matter how experienced the instructor or students, we believe this sixth edition
is one that professors can teach with, not simply from. The various text features and
teaching supplements allow each instructor to develop the course to fit his or her style
to successfully deliver the content in a way that engages and inspires students.

How the Text Is Organized

The sixth edition of Tourism: The Business of Hospitality and Travel introduces stu-
dents to an integrative model of tourism as a dynamic industry and then unfolds, con-
sidering each of the model’s components in turn. Part 1 focuses on the traveling public
and tourism promoters, explaining the importance of providing quality service, the
critical linking role of distribution channel members, and the importance of technol-
ogy to all industry participants. Part 2 familiarizes students with each of the tourism
service providers in turn, beginning with transportation and concluding with destina-
tions and resorts. Part 3 elevates students’ attention to macro-issues facing the indus-
try, such as the important impacts tourism can have on host communities and the
world. Each part of the book is followed by several integrative cases.

Special Features

Tourism: The Business of Hospitality and Travel includes a variety of features to sup-
port student engagement and understanding and to allow instructors the greatest flex-
ibility in teaching their courses.

e Every chapter opens with learning objectives and a detailed outline.

e Every chapter features an engaging opening vignette that illustrates a major
component of the chapter and then is mentioned again within the chapter pages.

o All chapters include ethical/critical-thinking dilemmas (termed “You Decide”)
that are useful in generating class discussion and encouraging students to prac-
tice critical-thinking skills. Each “You Decide” is written to be especially rele-
vant to the chapter in which it appears.

e Every chapter includes tables and figures that will help students understand the
more abstract concepts and theories presented.

e For Your Information (FYI) boxed items are sprinkled throughout the chapters.
These items serve as examples of chapter concepts and provide helpful travel
tips or useful business information.

e Every chapter includes “Tourism in Action” topics that provide students with
in-depth industry examples.
* Discussion questions at the end of every chapter are based on the learning objec-

tives and are intended to help students retain and deepen their understanding of
text material.
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e The “Applying the Concepts” section within each chapter offers professors and
students a variety of thought-provoking topics to explore or to use as a blue-
print for applying newly acquired knowledge.

* Key terms are listed at the end of each chapter and a full glossary is placed at the
end of the book.

e Integrative cases follow each major section of the textbook, offering the instruc-
tor supplemental material and examples for student discussion.

Instructor Resources

To fulfill our goal of making this sixth edition of Tourism: The Business of Hospitality
and Travel customizable for individual instructor needs, we have developed a
comprehensive instructor’s toolkit of resources. The instructor’s manual includes
the usual elements—detailed chapter outlines and a test bank—but also includes
supplemental lecture material and discussion guides to support the cases provided
in the text. In addition, discussion suggestions are offered throughout the chapter
outlines to generate student debate on several of the textbook features, such as the
“You Decide” chapter dilemmas. The power of the written word in our text is also
supported with PowerPoint slides.

To access supplementary materials online, instructors need to request an instruc-
tor access code. Go to www.pearsonglobaleditions.com/cook, where you can register
for an instructor access code. You will receive a confirmation email, including your
instructor access code. Once you have received your code, go to the site and log on for
full instructions on downloading the materials you wish to use.


http://www.pearsonglobaleditions.com/cook
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I CHAPTER |

Introducing the World’s Largest
Industry, Tourism

Travel is fatal to prejudice, bigotry, and narrow-mindedness.
—MARK TwAIN

N LEARNING OBJECTIVES

After you have read this chapter, you should be able to:

1. Understand and explain the basic definition of 5. Explain why tourism should be studied from mar-
tourism. keting, management, and financial perspectives.

2. Identify the major participants and forces shaping 6. Identify future challenges and opportunities fac-
the tourism industry. ing the tourism industry.

3. Explain historical factors that encouraged the 7. Discuss career prospects in the tourism industry.

development of tourism activities.

4. Explain the impact of physical, human, and
regional geography on tourism activities.

N CHAPTER OUTLIN E

Could a Career inTourism Be inYour Future? Maps
Reading Maps

Introduction
Indexes and Locators

Services and Tourism Scales

What IsTourism? Legends

ATourism Model Physical Geography

The History of Travel and Tourism \I;\a/:t(lf?rms and Vegetation
The Empire Era , Climate and Seasons
The Middle Ages and the Renaissance Era Human Geography
The Gran_dTour Era Regional Geography
The Mobility Era . . . .
The Modern Era Studying Tourism from Business Perspectives
. . . Marketing

Bringing Tourism into Focus Management

Geography Describes the Traveler’'s World Finance

16



Chapter 1 » Introducing the World's Largest Industry, Tourism 17

Tourism’s Challenges and Opportunities NetTour

Where DoYou Fit In? Discussion Questions
Topics Covered in Each Chapter Applying the Concepts
Summary Glossary

You Decide References

Tourism is a Worldwide and Growing Phenomenon. Prasit Rodphan/Shutterstock

Could a Career in Tourism Be in Your Future?

From the day Richard Wolf started a summer job at a local hotel in the Black Forest in
Germany, Richard knew he wanted to be in the business of serving people. After finishing
school, Richard decided to move to Munich and enroll in a three-year vocational training
program in one of the city’s leading hotels. It was certainly hard work but a great learning
experience. Richard was not only back in the classroom but was also able to take advantage
of intensive, hands-on training in all departments of the hotel. After passing his final exams,
he gained the professional qualification Hotelkaufmann, which certified the completion of
his apprenticeship in hotel management.

The twists and turns of his career have been as varied and exciting as the industry
that became a part of his life—tourism. Richard started to work as a hotel concierge
in a spa hotel outside of Munich. He soon established a reputation as being extremely
professional and was promoted to work at the front desk. Richard was given greater
responsibilities in his new role and he proved to be a team player with leadership
potential. He was appointed as assistant manager and many of his initiatives ensured
an improvement in guest satisfaction scores.

However, Richard recognized that he needed to further develop his skills and com-
petencies if he wanted to climb up the career ladder. He took the decision to enroll in
a tourism master’s degree course at a leading school in Switzerland. It proved to be a
valuable investment that enabled him to not only develop strategic, decision-making,
and project management skills, but also improve his foreign language skills. After grad-
uation, Richard was recruited as the hotel manager of a small health and wellness hotel
in Lugano, Switzerland. Based on his successful track record of profitable operations,
he was recruited to open a ski resort and hotel in St. Moritz. The promotions and
opportunities within the hotel and hospitality group just kept coming. Richard was
promoted to vice president of a larger ski resort and hotel in the region and his next
assignment found him moving from the Swiss mountains to the Spanish seashore as he
accepted a transfer to the resort’s sister property that was popular with golf enthusiasts.
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His decision to embark on an MBA with a tourism management specialization at a
French business school opened up even more opportunities. Armed with additional edu-
cation and a broad base of operational experience, he secured general manager positions
at a golf resort in Spain, and later in Portugal.

Richard’s most recent career move finds him as a business owner, serving all segments
of the tourism industry. He soon realized that technology was changing how people were
making reservations. He partnered with a former colleague to launch a booking application
that books lodging, destination activities, and vacation packages for individuals and groups
traveling to Spain and Portugal.

As you approach the study of tourism, let your imagination soar, learning all you can
to prepare yourself to grow as your career advances.

Welcome to the study of a dynamic group of industries that have developed to serve
the needs of travelers worldwide—tourism! Tourism is the business of hospitality and
travel. Whether we are travelers or we are serving travelers’ needs, this exciting and
demanding group of visitor services industries touches all of our lives. In this book,
you will explore the many and varied segments of this multifaceted industry. As you
learn more about tourism, begin thinking about the future challenges and opportuni-
ties that lie ahead for all of these industries and how they may influence your life.

Services and Tourism

Services and tourism go hand in hand. You will learn more about services in Chapter 3.
However, as we begin our study of tourism, it is important to know that these activities
make a significant economic impact on almost every nation in the world! Services are
growing at a faster rate than all agricultural and manufacturing businesses combined.
In fact, tourism-related businesses are the leading producers of new jobs worldwide.

Tourism has developed into a truly worldwide activity that knows no political,
ideological, geographic, or cultural boundaries. For a long time, tourism was disparate
and fragmented, but as this industry has continued to grow and mature, a sense of pro-
fessional identity has emerged. It has formed lobbying groups such as the World Travel
and Tourism Council (WCTT), which includes executives of airlines, hotel chains, and
travel agents among its members and concentrates on making the case for tourism’s
global importance and economic value. The future prospects for tourism are brighter
than ever as people continue to travel for work or pleasure. “Given its historical per-
formance as a luxury good during expansions and a necessity during recessions, travel
and tourism’s future economic prospects look quite bright”(p. 51).! As we will see
later, the growth and popularity of tourism activities have not been accidental. Growth
projections indicate that tourism will support almost 350 million jobs worldwide by
2025. This will be an increase of over 70 million jobs when compared to 2015.2

Tourism has become more than just another industry; it has developed into an
important part of the economic fabric of many communities, regions, and countries.
Tourism activities have historically demonstrated a general upward trend in numbers
of participants and revenues. Tourism is one of the few industries that is sensitive
to economic ups and downs, and yet at the same time rebounds quickly from any
negative economic conditions or other environmental impacts. Even in the face of a
dramatic credit crunch, an economic slump, and political uncertainty, the impact on
international tourism was not as severe as the downturn experienced in foreign trade
and industrial production.? “Over the past six decades, tourism has experienced con-
tinued expansion and diversification, to become one of the largest and fastest-growing
economic sectors in the world” (p. 2).*
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What Is Tourism?

As tourism-related activities have grown and changed, many different definitions and
ways of classifying the industry have emerged. Use of the term tourism has evolved
as attempts have been made to place a title on a difficult-to-define group of naturally
related service activities and participants. As we embark on our study of tourism, it is
helpful to begin with a common definition that has been accepted for decades: “the
temporary movement of people to destinations outside their normal places of work
and residence, the activities undertaken during their stay in those destinations, and the
facilities created to cater to their needs.”’

As our definition shows, tourism includes a wide array of people, activities, and
facilities, and most people would agree that it is a unique grouping of industries that
are tied together by a common denominator—the traveling public.

Can you describe tourism in your own words? Take a moment to think about this
question. You might find it easy to answer this question in general terms, but more diffi-
cult to answer if you were asked to provide specific details. In fact, you might find yourself
facing a task similar to the one depicted in Figure 1.1. Tourism is much like the elephant:
diverse and sometimes hard to describe, but, just like the elephant, too big to be ignored.

Specific segments of tourism, such as air transportation, theme parks, eating
and drinking establishments, lodging and accommodations, and museums, have
their own industrial classification codes in every industrialized country. However,
the overall grouping of related activities and organizations that come together to
create the more comprehensive tourism industry does not have its own distinctive
industry code. To address this concern organizations such as the WTTC and the
United Nations World Tourism Organization (UNWTO) have spearheaded efforts
to highlight the breadth and economic impact of tourism. Even though tourism
may not be classified as a distinct industry, it is generally agreed that “ ‘[tJourism’
appears to be becoming an acceptable term to singularly describe the activity of
people taking trips away from home and the industry which has developed in
response to this activity.”®

FIGURE 1.1
The blind men and tourism.
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entertainment 9
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I Table 1.1 Components of the Tourism Industry

Accommodation Services Food and Beverage Services

Railway Passenger Transport Services Road Passenger Transport Services

Water Passenger Transport Services Air Passenger Transport Services

Transport Equipment Rental Services Travel Agencies and Other Reservation
Services

Cultural Services Sport and Recreational Services

Country-Specific Tourism Goods Country-Specific Tourism Services

Based on: International Recommendation for Tourism Statistics 2008, UNWTO, 42.

Both the WTTC and UNWTO track and report tourism statistics to highlight the
size, scope, and impact of tourism-related businesses. Comparable data from around the
world is made possible through the use of a common definition of tourists or visitors.
As defined by UNWTO, tourism is a social, cultural, and economic phenomenon, which
entails the movement of people to countries and places outside their usual environment
for personal or business/professional purposes. These people are called visitors . . . and
tourism has to do with their activities, some of which involve tourism expenditure.” The
U.S. Travel Association has taken the commonly agreed upon definition of tourism and
restricted its scope by defining these activities as trips away from home of 50 miles or
more, one way, or trips that include an overnight stay in paid accommodations.®

By using a common umbrella definition, data can be collected and analyzed for
each of the industry subgroupings shown in Table 1.1 in Tourism Satellite Accounts.

Even as the debate continues for a common definition, it has been suggested that
the definition be expanded to include the concept of displacement. This inclusion would
expand the definition to capture, “the decision of tourists to leave the familiar behind in
order to participate in something new” (p. 122).° Because definitions conjure up different
meanings and can be used for different purposes, some critics have suggested using a term
other than fourism to describe the industry. One of these suggestions has been to use a
more inclusive and descriptive term such as “visitor-service industry.”'° For convenience
and ease of understanding, however, we will refer to tourism as an industry in this book.

A Tourism Model

In an attempt to overcome some of the problems encountered in describing tourism,
the model presented in Figure 1.2 was developed to highlight important participants
and forces that shape the tourism industry. The model, like a photograph, provides a
picture that begins to capture the dynamic and interrelated nature of tourism activities.
This model can be used as a reference throughout the entire text. Although many of
the terms in our tourism model may not be familiar at this time, you will be learning
more about each one and its importance in later chapters.

As you study our tourism model, notice its open nature and how each of the seg-
ments is related to the others. Let’s begin our study of tourism by looking at travelers
(tourists), who serve as the focal point for all tourism activities and form the center
of our model. Radiating from this focal point are three large bands containing several
interdependent groups of tourism participants and organizations.

Individual tourists may deal directly with any of these tourism service suppliers,
but they often rely on the professional services provided by tourism promoters shown
in the first band of our model. Tourism promoters, such as travel agencies and tourist
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FIGURE 1.2
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boards, provide information and other marketing services. Moving to the next band
of our model, we see key tourism suppliers who provide transportation, accommoda-
tions, and other services required by travelers.

Tourism suppliers may provide these services independently; they may compete
with each other; and, at times, they may work together. For example, airline, bus, rail-
road, cruise ship, and car rental companies may compete individually for a traveler’s
business. However, they may also team up to provide cooperative packages such as
fly-ride, fly—cruise, and fly—drive alternatives. Or, as airlines have discovered, they
must establish strategic alliances with many other carriers to provide seamless travel
across states, nations, and continents. Hotels and resorts may also compete against
each other for the same traveler’s patronage yet cooperate with transportation provid-
ers to attract tourists to a specific location. Service providers representing all segments
of the tourism industry may often work together to develop promotional packages
designed to attract tourists to destinations.

How closely these individuals and organizations work together is ultimately influ-
enced by the forces shaping the face of tourism activities. As our model shows, the tour-
ism industry does not operate in a vacuum. All of the participants, either individually
or as a group, are constantly responding to a variety of social/cultural, political, envi-
ronmental, economic, and technological forces. These forces may range from subtle
changes, which are noticeable only after many years, to more dramatic changes, which
have immediate and visible impacts. Examples of these forces can be found all around us.

Gradual changes may be noticed in destinations that were once fashionable but
eventually faded in popularity, such as Niagara Falls on the Canadian/U.S. border and
Brighton in England. Similar shifts can also be seen in transportation. Steamship pas-
sage across the North Atlantic was eclipsed by the faster and more efficient airplane,
which opened new horizons for travelers. Immediate impacts can be seen in sudden
shifts brought about by currency devaluations, wars, fuel shortages, natural disasters,
and economic conditions.! Rapid adoption of new technologies such as the Internet
can have immediate and far-reaching impacts on tourism activities and service provid-
ers. A country that was once avoided may suddenly become a popular tourism destina-
tion because it is more affordable or accessible. Conversely, a once-popular destination
may be avoided because of a recent natural disaster or political upheaval.
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The number of travelers from and to nations also varies dramatically due to political
and economic changes. Through the year 2020, Europe will continue to see the largest
number of tourist arrivals followed by East Asia and the Pacific and then the Americas.
At the country level, China will be the largest tourist receiving country by 2020, surpass-
ing France, and the United States.'> Now that China has developed a sizable middle class
due to its economic growth, it has become the biggest Asian nation in terms of outbound
travelers and a domestic market that is growing 15% to 20% a year.>!?

Let’s look at how our model might work. Suppose you (a tourist) want to visit a
sunny beach or a snow-covered mountain. You might begin planning your trip by brows-
ing the websites of different airlines, condominiums, hotels, and/or resorts (tourism
service suppliers) searching for possible flight schedules and accommodation options.
You could simply call a travel agent (tourism promoter) who would search out the best
alternatives to meet your needs, rather than spending time and money contacting each
supplier. Another option would be taking a “virtual trip” to your desired destination by
browsing offerings on the Internet. Finally, you could contact your preferred destinations’
local chambers of commerce or visitors’ bureaus to learn more about their offerings.

As you progress through this book, we will focus our attention on specific features
of our model, learning more about each component and how it interacts with other
components of the tourism industry. We will begin our journey into the study of tour-
ism by looking back in time to discover the origins of these activities and the founda-
tions they laid for tourism as we know it today.

The History of Travel and Tourism

Table 1.2 lists some of the milestones in the development of tourism. Long before the
invention of the wheel, travel occurred for a variety of reasons. In the beginning, it was
simple. As seasons changed and animals migrated, people traveled to survive. Because
these early travelers moved on foot, they were confined to fairly small geographic areas.
Travel may have remained a localized experience, but people by nature are curious. It is
easy to imagine these early travelers climbing a mountain or crossing a river to satisfy
their own sense of adventure and curiosity as they sought a glimpse of the unknown.

We can only guess at the wonder and amazement of early travelers as they made
each new discovery. However, there is a rich history of people and cultures that forms
the foundation of tourism. History provides important insights into the reasons for
travel and the eventual development of tourism. Based on early records, we know that
many cultures and nations moved great armies and navies to conquer and control
resources and trade routes. Although military forces often traveled great distances,
it was probably not until the emergence of the Egyptian, Eastern Mediterranean, and
Roman Empires that travel began to evolve into tourism as we know it today.

Early recorded history provides a glimpse into ancient tourism activities. The Phoe-
nicians, like many travelers, were interested in travel because of a sense of curiosity and
discovery as well as a means of establishing trade routes. Although written records are
scarce, other peoples such as the Mayans on the Gulf Coast of what is now Mexico and
the Shang Dynasty in what is now present-day China probably traveled for many of the
same reasons as the Phoenicians. Evidence of their travels can be found in the artifacts
they collected during their journeys to faraway places. One thing we know for sure is that
as civilizations became established and spread geographically, travel became a necessity.

The Empire Era

The point at which simple travel evolved into the more complex activities of tourism is
hard to identify. However, tourism as an industry probably began to develop during the
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I Table 1.2 Milestones in the Development of Tourism

Prerecorded history
4850 B.c.—715 B.C.
1760 B.c.—1027 B.C.
1100 8.¢.—800 B.C.
900 B.c.—200 B.C.

500 B.c.—A.D. 300

A.D. 300-A.D. 900
A.D. 1096-A.p. 1295

A.D. 1275-A.D. 1295
14th-16th centuries
A.D. 1613-A.D. 1785

18th—19th centuries

1841
1903
1913
1914
1919
1945

1950
1952
1950s
1978
1978
1984

1996
2000
2001

2001

2002

2004
2007

20M

Travel begins to occur out of a sense of adventure and curiosity.

Egyptians travel to centralized government locations.

Shang Dynasty establishes trade routes to distant locations throughout the Far East.
Phoenicians develop large sailing fleets for trade and travel throughout their empire.

Greeks develop common language and currency, and traveler services emerge as city-
states become destinations.

Romans improve roads, the legal system, and inns to further travel for commerce,
adventure, and pleasure.

Mayans establish trade and travel routes in parts of Central and North America.

European travel on failed religious crusades to retake the Holy Lands from Muslim control
introduces these military forces to new places and cultures.

Marco Polo's travels throughout the Far East begin to heighten interest in travel and trade.
Trade routes develop as commercial activities grow and merchants venture into new territories.

Grand Tour Era makes travel a status symbol for wealthy individuals seeking to experience
cultures of the civilized world.

Industrial Revolution gives rise to technological advances, making travel and trade more
efficient and expanding markets; increasing personal incomes make travel both a
business necessity and a leisure activity.

Thomas Cook organizes first group tour in England.

Wright Brothers usher in era of flight with the first successful aircraft flight.
Westinghouse Corporation institutes paid vacations for its workers.

Henry Ford begins mass production of the Model T.

First scheduled airline passenger flight debuts between London and Paris.

World War Il ends and ushers in new era of prosperity, giving rise to millions of people with
the time, money, and interest to travel for pleasure and business.

Diners Club introduces the first credit card.

Jet passenger service is inaugurated between London and Johannesburg, South Africa.
Rapid expansion of hotel and motel chains in the United States via franchise agreements.
Competition on routes and fares begins with signing of Airline Deregulation Act.
American Airlines expands access to electronic reservation system, SABRE, to travel agencies.

The State Council of China approves the organization of tours to Hong Kong and Macao
for mainland residents visiting relatives, which was the prelude to the outbound tourism
of Chinese citizens.

Expedia is founded as a division of Microsoft.
TripAdvisor is founded.

Dennis Tito launches the advent of space tourism as he pays $20 million for an eight-day
vacation aboard the International Space Station.

Transportation Security Administration (TSA) in the United States is created to ensure
airline passenger safety in the wake of the September 11th terrorist attacks on the World
Trade Center in New York City and the Pentagon in \Washington, D.C.

The euro currency is introduced, signaling liberalization of travel among member nations of
the European Union.

Mark Zuckerberg, a Harvard student, launches a social networking service Facebook.com.

Air Bed and Breakfast (AirBnB) launched, signaling a wave of new services such as Uber
and an expanding sharing economy in tourism services.

Google provides an online flight-booking service, Google Flights, to public.
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Empire Era, which stretched from the time of the Egyptians to the Greeks and finally
came to an end with the fall of the Roman Empire. During this time, people began
traveling in large numbers for governmental, commercial, educational, and religious
purposes out of both necessity and pleasure. The Egyptian Kingdoms (4850-715 B.C.)
were the first known civilization to have consolidated governmental functions at cen-
tralized locations. Travel to these locations by boat was particularly easy because trav-
elers could use the Nile River, which flowed northward but was constantly brushed by
southward breezes. Because oars were not needed, travel in either direction was rela-
tively effortless. Boats could go north with the current or south with sails.

As travel became commonplace, basic necessities such as food and lodging had
to be provided. Several factors combined to encourage travel during the height of the
Egyptian, Greek, and Roman Empires. Large numbers of travelers began to seek out
enjoyable experiences in new locations. The most notable group of these travelers,
because of their numbers, was the Greeks.

The Greek Empire (900-200 B.Cc.) promoted the use of a common language
throughout much of the Mediterranean region, and the money of some Greek city-
states became accepted as a common currency of exchange. As centers of governmen-
tal activities, these city-states became attractions in themselves. They offered visitors a
wide variety of opportunities to enjoy themselves while away from home. Shopping,
eating, drinking, gaming, and watching spectator sports and theatrical performances
are just a few of the many activities that grew out of travel and evolved into the more
encompassing aspects of tourism.

The growth of the Roman Empire (500 B.c.—A.D. 300) fostered expanded tourism
opportunities for both middle-class and wealthy citizens. Good roads (many of which
were built to connect the city of Rome to outlying areas in case of revolt) and water
routes made travel easy. As these roads were developed, so were inns, which were
located approximately 30 miles apart, making for a day’s journey. Fresh horses could
be hired at the inns and at more frequent relay stations. With effort, people could
travel 125 miles a day on horseback, knowing they would have a place to eat and sleep
at the end of the day. These roads, which connected Rome with such places as Gaul,
Britain, Spain, and Greece, eventually extended into a 50,000-mile system. The most
famous road was the Appian Way, joining Rome with the “heel” of Italy.

Many of the hassles of travel to distant places were removed because Roman cur-
rency was universally accepted and Greek and Latin were common languages. In addi-
tion, a common legal system provided protection and peace of mind, allowing people
to travel farther away from home for commerce, adventure, and pleasure. Just like the
Greek city-states, cities in the Roman Empire became destination attractions or way-
side stops along the way to a traveler’s final destination.

Has this brief glimpse into ancient history taught us anything of use today? The
answer is yes. Even today, tourism activities continue to flourish where individuals have
free time; travel is easy and safe; there are easily exchangeable currencies; common lan-
guages are spoken; and established legal systems create a perception of personal safety.
The absence of any of these factors can dampen people’s desire to travel and enjoy
tourism-related activities, as can be seen in the demise of travel during the Middle Ages.

The Middle Ages and the Renaissance Era

Travel almost disappeared during the Middle Ages (5th-14th centuries A.D.). As the
dominance of the Roman Empire crumbled, travel became dangerous and sporadic.
The feudal system that eventually replaced Roman rule resulted in many different
autonomous domains. This breakdown in a previously organized and controlled soci-
ety resulted in the fragmentation of transportation systems, currencies, and languages,
making travel a difficult and sometimes dangerous experience.
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Marco Polo’s travel route
from his home in Venice,
Italy, to China during the
13th century.
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As the Roman Catholic Church gained power and influence, people began to talk
of Crusades to retake the Holy Land. There were nine of these Crusades (A.D. 1096—
1291), but each failed. In 1291, Acre, the last Christian stronghold, was retaken by the
Muslims, bringing the Crusades to an end. Although conquest and war were the driv-
ing forces behind the Crusades, the eventual result was the desire of people to venture
away from their homes to see new places and experience different civilizations.

After the Crusades, merchants such as Marco Polo traveled to places well beyond the
territories visited by the Crusaders (see Figure 1.3). Reports of Polo’s travels and adven-
tures (1275-12935) across the Middle East and into China continued to heighten interest in
travel and trade. The rebirth in travel emerged slowly during the Renaissance (14th—16th
centuries). Merchants began to venture farther from their villages as the Church and kings
and queens brought larger geographic areas under their control. Trade routes slowly began
to reopen as commercial activities grew and merchants ventured into new territories.

The idea of traveling for the sake of experiences and learning can probably be attributed
to the first recorded “tourist,” Cyriacus of Ancona. His journeys took him around the
Mediterranean Sea in a quest to learn more about and experience Greek and Roman His-
tory." The desire to learn from and experience other cultures heightened awareness of the
educational benefits to be gained from travel and led to the Grand Tour Era.

The Grand Tour Era

The Grand Tour Era (1613-1785), which marked the height of luxurious travel and
tourism activities, originated with the wealthy English and soon spread and became
fashionable among other individuals who had time and money. Travel, and the
knowledge provided by these travels, became a status symbol representing the ultimate
in social and educational experiences. Grand Tour participants traveled throughout
Europe, seeking to experience the cultures of the “civilized world” and acquire knowl-
edge through the arts and sciences of the countries they visited. Their travels took
them to a variety of locations in France, Switzerland, Italy, and Germany for extended
periods of time, often stretching over many years.
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Although the desire to participate in the Grand Tour continued, the Industrial Rev-
olution, which began ¢. 1750, forever changed economic and social structures. Whole
nations moved from an agricultural and commercial focus to modern industrialism.
People became tied to the regimented structures and demands of factory life and the
management of business enterprises. Economic growth and technological advances led
to more efficient forms of transportation, the integration of markets across geographic
and international boundaries, and higher personal incomes for larger numbers of peo-
ple. Travel became a business necessity as well as a leisure activity, and tourism sup-
pliers rapidly developed to serve the growing needs of travelers. The days of leisurely
travel over extended periods of time to gain cultural experiences faded away as fewer
and fewer people were able to take advantage of these time-consuming opportunities.

The Mobility Era

Growing economic prosperity and the advent of leisure time as well as the availability
of affordable travel ushered in a new era in the history of tourism. People who were no
longer tied to the daily chores of farm life began to search for new ways to spend their
precious leisure time away from their jobs in offices, stores, and factories.

The Mobility Era (1800-1944) was characterized by increased travel to new and
familiar locations, both near and far. Tourism industry activities began to increase as
new roads, stagecoaches, passenger trains, and sailing ships became common sights
in the early 1800s. Great Britain and France developed extensive road and railroad
systems well before Canada and the United States. The growth and development of
roads and railroads helped to increase the availability of transportation alternatives
and reduced their costs, attracting more and more people to the idea of travel.

Thomas Cook (1808-1892) can be credited with finally bringing travel to the gen-
eral public by introducing the tour package. In 1841, he organized the first tour for a
group of 570 people to attend a temperance rally in Leicester, England. For the price of
a shilling (12 pence), his customers boarded a chartered train for the trip from Lough-
borough, complete with a picnic lunch and brass band. The immediate success of his
first venture and the demand for more assistance in making travel arrangements led
Cook into the full-time business of providing travel services.

The next major steps in the Mobility Era were the introduction of automobiles
and air travel. Although automobile technology was pioneered in Britain, France, and
Germany, it was Henry Ford’s mass production of the Model T in 1914 that brought
individual freedom to travel, opening new horizons for millions of people. Winged
travel was not far behind, and the time required to reach faraway places began to
shrink. Orville and Wilbur Wright ushered in the era of flight with their successful test
of the airplane in Kitty Hawk, North Carolina, in 1903.

The Modern Era

But the means of mobility and an interest in seeing new places were not enough. The
seeds of mass tourism were planted during the first half of the 20th century when
industrialists such as George Westinghouse created the paid vacation, believing that
annual breaks from work for employees would increase productivity. The working
and middle classes in industrialized countries thus were given the financial means and
the time to satisfy their newfound wanderlust. Indeed, at the dawn of the 21st century,
most workers in virtually all industrialized nations have several weeks of vacation time
that they may choose to spend traveling.

Mass tourism received an additional boost after World War II (which ended in
1945). During this war, millions of people throughout the world, including over 17
million Canadian and U.S. citizens, were exposed to many new, different, and even
exotic locations as they served in a variety of military assignments. Military service



Forgo vacation time? You would have
to be crazy, right? Well, many Amer-
icans and Brits work insane hours
and frequently skip their allotted paid
vacation periods. Nearly one-quarter
of self-confessed workaholics in Great
Britain take not a single day’s “holiday”
of the 24 days they earn during the year.
Ten percent of workers who work over
48 hours per week also forgo vacation
breaks, whereas another 22% of these
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"long hours workers"” take ten days
or less. In the United States, a Harris
poll revealed that 51% of Americans
did not plan to take an annual vacation
even though they had earned an aver
age of 14 days. In contrast, workers in
France on average forgo only 3 of the
36 days they earn each year. Human
resource experts believe that vacation
time is necessary for workers to be
productive, and they believe that the

ALL WORK AND NO PLAY

U.S. federal government should man-
date paid vacation days just as many
European countries do. Believe it or
not, President William Taft (1909-1913)
proposed that all workers should be
given two or three months off each
year! Yet, the United States is still the
only advanced economy that does not
require any mandatory vacation time.

Sources: Based on All work and no holidays (2002). Management Services, 46(2), 5; Bellows, K. (2003). Too little play time. National
Geographic Traveler, 20(8), 18; Allegretto, S., and Bivens J. (2006, July—August). Foreign Policy, 26-27. Dickey, J. Save our vacation,
(June 1, 2015) Time 180(20). Save our vacation, 44-49.

forced many people who had never traveled before to do so, and they were eager to
share their positive experiences with family and friends when they returned home.

Following the end of World War II, several additional factors helped encourage the
growth of tourism. Cars were again being produced in large numbers; gas was no lon-
ger rationed; and prosperity began to return to industrialized countries. As American
families travelled around the country in cars, the motel business began to boom. Also
in the 1950s, hotels and motels expanded quickly through the newly adopted franchis-
ing development model. The introduction of jet travel in the 1950s and its growing
popularity in the 1960s further accelerated growth in both domestic and international
travel. To grease the gears of the tourism industry even further, in 1950, the credit
card was born in the form of the Diners Club card. Credit cards provided travelers
with purchasing power anywhere in the world without the risk of carrying cash and
the hassle of currency exchange. In fact, credit cards are now the preferred form of
international buying power because travelers can charge their purchases in the local
currency. Time, money, safety, and the desire to travel combined to usher in an unpar-
alleled period of tourism growth that continues today.

The 20th-century phenomenon that came to be known as mass tourism now
includes two different groups of travelers.'> These groups are classified as organization
mass tourists who buy packaged tours and follow an itinerary prepared and organized
by tour operators. The second group is classified as individual mass tourists. These
travelers visit popular attractions independently but use tourism services that are pro-
moted through the mass media. In addition, many travelers are now seeking more than
just going to a destination to be able to say “been there, done that.” They have a desire
to become truly immersed in all the destination has to offer and when able to, give
back through educational and volunteer programs.

Well into the 21st century, the tourism industry has proven to be full of opportunities
and challenges. Widespread Internet access, opening of previously closed international bor-
ders, and increased wealth and mobility of citizens in increasingly industrialized countries
such as China and India are opening new venues for travelers and providing millions more
potential tourists. Even countries such as Vietnam and Cuba that were once off limits to
U.S. travelers are experiencing explosive tourism growth. However, the future is not com-
pletely rosy for tourism. Terrorism, political and economic instability, and health scares
have discouraged travel. Increased security efforts have also meant increased hassles and
time constraints for travelers at airports, borders, and attractions. Only time will tell what
the future holds for us, as tourism industry members and as consumers of tourism services.
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This has been just a brief journey through some of the changes that have led to the
growth of tourism. In later chapters, we will explore more of the historical details and
importance of each of these changes as well as some of the more recent factors that
have shaped the tourism industry.

Bringing Tourism into Focus

FIGURE 1.4

Typical reasons for travel. The percentages of
trips in each category may vary from year-to-
year, but they are relatively constant over time.
Business or professional: 20%; Visit friends or
relatives: 40%; Vacation or leisure: 37%; Others:
3%. Source: Travel Facts and Statistics. U.S. Travel

Association (2010).

The continued growth in tourism and, more specifically, international travel may well
make tourism the world’s peace industry. “As we travel and communicate in ever-
increasing numbers, we are discovering that most people, regardless of their political
or religious orientation, race, or socioeconomic status, want a peaceful world in which
all are fed, sheltered, productive, and fulfilled.”*®

Our methods of transportation have definitely improved, and the distances we can
cover in relatively short periods have greatly expanded, but the sense of curiosity and
adventure found in those early travelers is still with us today. However, travel today is
more than just adventure, and it has spawned an entire group of service industries to
meet the needs of tourists all over the world.

Where people travel, why they choose a particular location, and what they do once
they arrive are of interest to everyone in the tourism industry. These data are now collected
and recorded based on the reasons given for taking trips. The primary reasons for travel
can be broken into three broad categories: vacation and leisure travel, visits to friends
and relatives (called VFR in the tourism industry), and business or professional travel (see
Figure 1.4). Travel in all of these categories creates demands for other tourism activities.

Travel and tourism have now become so commonplace in industrialized countries
that we may fail to think about what has made these activities possible. If you think
about it, tourism affects all of our lives and is intertwined throughout the entire fabric
of a host community, region, or country. Tourism can be viewed and studied from a
variety of perspectives. In addition to geography and the commonly studied business
disciplines of marketing, management, and finance, other disciplines often included in
the study of tourism are:

Anthropology

Sociology

* Economics

Psychology

Visit friends Vacati lei
latives acation or leisure,
or re . 37%

40%

Others,
3%

Business or

professional,
20%
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Each of these perspectives provides important insights into tourism activities and
raises a variety of questions. Some of the more commonly asked questions that could
help us understand travel, tourism, and tourists include:

® Who are these visitors?

* Why do they travel?

® Where do they travel?

® What are their concerns when they travel?

® What are their needs when they travel?

* What forms of transportation do they use?

® Where do they stay?

* What do they do when they travel?

e Who provides the services they need?

® What impact do they have on the locations they visit?

e What types of career opportunities are available in this industry?

These and many other questions point to the need to study tourism.

Casual or commonsense approaches to answering these questions will not prepare
us to meet the needs of tomorrow’s visitors. Rather than studying tourism from only
one perspective, throughout this book you will have the opportunity to learn from
multiple perspectives. You will learn more about tourism in general, the segments of
the tourism industry, and the key issues facing tourism.

Technology continues to have an unprecedented effect on the tourism industry.
For example, the Internet has inexorably changed the way tourism services are sold
and automation is being adapted for new uses. Throughout the chapters of this text,
we will highlight how technology is affecting the service landscape. Technology plays
such an important role in the tourism industry that we will take a more in-depth look
at these impacts in Chapter 5.

Geography Describes the Traveler's World

Travel is a key component in all tourism activities; therefore, a basic understanding
of geography can enrich our understanding of the tourism industry. As a future tour-
ism professional, you may find yourself working in a position requiring more than
just a basic understanding of geography. Careers in travel agencies, tour operations,
airlines, car rental companies, rail and bus companies, cruise lines, travel publishing,
and cartography are just a few examples of where geographic knowledge may be con-
sidered important. If you see yourself in any of these careers or just want to be a more
informed traveler, join us as we journey through this section and learn how geography
provides a window to the world.

Take a look at what National Geographic Traveler calls the world’s greatest des-
tinations (see Table 1.3). How does geography play a role in defining these special
places? Are they the same or different? Are they near or far? Are they rural or urban?
Let your imagination roam, and take a moment to locate each of these distinct destina-
tions on a map. What makes these destinations special?

Now that you have located these destinations, see whether you can answer these
basic questions. How do you get to these locations? Based on climatic conditions,
when would be the best time to visit? What would you see and experience once you
arrive? A thorough understanding of geography gives you the confidence to answer
these questions and meet travelers’ needs.
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Maps

I Table 1.3 Fifty Places of a Lifetime

African Continent

Antarctica

Asian Continent

Pyramids of Giza
Sahara

Serengeti
Seychelles
European Continent
English Lake District
Coastal Norway
London

Paris

Loire Valley
Barcelona

Amalfi Coast
Vatican City
Tuscany

Venice

Alps

Greek Islands
South American Continent
Tepuis

Amazon Forest
Machu Picchu

Rio de Janeiro
Torres del Paine

The entire continent
North American Continent
Canadian Rockies
Boundary Waters
Canadian Maritimes

San Francisco, CA

Big Sur, CA

Mesa Verde, CO

Grand Canyon, AZ
Vermont

New York

British Virgin Islands
Oceania

Papua New Guinea Reefs
Outback

North Island, New Zealand
Hawaiian Islands
Galdpagos Islands

Istanbul

Acropolis
Jerusalem

Petra

Great Wall of China
Japanese Ryokan
Taj Mahal

Hong Kong
Danang to Hue
Angkor

Kerala

Outer Space

An infinite frontier

What better place to start studying geography than with maps? For centuries, maps
have played a role in traveler’s plans and adventures. But, what are maps?

“Since classical Greek times, curiosity about the geographical landscape has
steadily grown, and ways to represent it have become more and more specialized.
Today there are many kinds of mapmaking, ....”"” Globes, photo maps, trail maps,
topographical maps, satellite image maps, and street guides should come to mind
when you think of maps and how to read them understanding basic cartography nota-
tions. However, these are only a few examples; other types of maps are also commonly
encountered. Mall diagrams, airport layouts, and even stadium and concert seating
diagrams are all forms of maps. “Like a model automobile or ship, a map is a scale
model of the real world, made small enough to work with on a desk or computer.”'®

No matter how large or small, maps show you where you are and how to get to
where you want to be. Today, maps serve a variety of tourism purposes, as they are
created to depict scale models of reality and convey important information to users.
For smaller locations such as airports, theme parks, and historic districts, mapmaking
(technically plans) is fairly simple. However, for expansive areas such as continents or
countries, mapmaking is not quite as simple.

The Earth is a sphere, so the most accurate map of the world is a globe; but car-
rying around a sphere that is big enough to provide any level of detail is a physical
impossibility. So, although these spheres make attractive conversation pieces and let
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FIGURE 1.5

Mercator projection.  Source: Semer-Purzycki, Jeanne, Travel Vision: A Practical Guide for the Travel, Tour-
ism and Hospitality Industry, 1st Ed., © 2009, p. 47. Reprinted and Electronically reproduced by permission of
Pearson Education, Inc., Upper Saddle River, NJ.

us visualize the complexity of our world, they are not very practical travel compan-
ions. For practical purposes, maps must be flat, which results in distortion, meaning
features don’t appear exactly as they are when large areas are involved no matter how
they are drawn. The most common of these representations is the Mercator projection
(see Figure 1.5), and like most early maps, it was developed for navigation purposes.

In addition to the Mercator projection, two other representations of the world are
used. One is the Robinson projection (see Figure 1.6) and the other is Goode’s homolosine
projection (see Figure 1.7). No matter what approach is taken to represent the Earth in a
two-dimensional format, some distortion will occur. The Mercator projection distorts the
Arctic and Antarctic regions, making them appear larger than they really are. For example,
Greenland appears to dwarf Australia, when in fact Greenland is only about one-fourth
the size of Australia, having a landmass of 2,175,600 square kilometers compared with
Australia’s landmass of 7,617,931 square kilometers. The Robinson projection provides
a more accurate view of the world, but it, too, results in some distortion, especially at
the poles, which appear to be larger than they really are. Goode’s homolosine projection,
which resembles a flattened orange peel, creates the most accurate view of the Earth and
creates the least amount of distortion. Because the world is round, whichever projection is
used, the shortest distance between two points is not a straight line, but a curved one.

Current information technologies allow travelers access to maps in a num-
ber of different formats, including the traditional two-dimensional drawings,
three-dimensional drawings, satellite images, and actual video images of the locations
shot from the street. These can be accessed from computers or a number of mobile
devices. The three-dimensional drawings simulate real view of the locations and reduce
the two-dimensional challenge of distortion.

Reading Maps

As the previous representations of the world show, not all maps are created alike.
However, once you master the basic language of mapmaking, cartography, you can
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Robinson projection.  Source: Semer-Purzycki, Jeanne, Travel Vision: A Practical Guide

for the Travel, Tour-

ism and Hospitality Industry, 1st Ed., © 2009, p. 47. Reprinted and Electronically reproduced by permission of

Pearson Education, Inc., Upper Saddle River, NJ.
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interpret any map. Unlocking this information requires understanding of basic carto-
graphic notations, that is, geographic grids (longitude and latitude), legends (symbols
and colors), and indexes (location guides).

“Twenty-first-century maps are more than just maps—they are analytical tools
referred to as geographic information systems (GIS) and are part of a larger field of
study called geographic information science (GIScience).”! Every map has several
things in common. They all will serve as a means of location. The most common
means of determining location is via latitude and longitude. Every place on Earth can
be located by knowing these two pieces of information.

Finding a location’s latitude and longitude relies on two imaginary lines that divide
the Earth. One is the equator located halfway between the North and South Poles.
Distances moving north or south from this line are measured in degrees of latitude.
The other imaginary line is the prime meridian, running north and south through
Greenwich, England, and connecting the two poles. Distances moving east and west
from this line are measured in degrees of longitude. These lines intersect at right angles,
forming a grid (see Figures 1.5-1.7). So, you could locate Christchurch, New Zealand,
on a map by knowing the coordinates, 43°32'S and 172°38’E; or if you were given the
coordinates 44°57'N and 93°16'W, you would find Minneapolis, USA.
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On the opposite side of the Earth from the prime meridian is the International
Date Line separating east from west. This line is not a straight longitudinal line, but
it corresponds fairly closely to 180° longitude, and just like the prime meridian, it
extends from the North to the South Pole. This line has been set by international agree-
ment and separates one calendar day from the next. Areas to the west of the Interna-
tional Date Line are always one day ahead of areas to the east. Therefore, Pacific Rim
and Asian countries are one day ahead of the United States and Canada, and several
hours ahead of European countries.

Indexes and Locators

Some maps, such as diagrams of specific locations like road atlases, may not be so
sophisticated as to have latitude and longitude. These maps may simply have indexes
of locations listed alphabetically with map-specific grids or location indicators. Spe-
cific map locations are identified through the use of two index points such as A and
12. You would find A by looking down the left- or right-hand side of the map and 12
by looking across the top or bottom of the map. If the location is small, specific points
of interest may be identified only by letters or numbers that correspond to locators
on the outside border of the map. An airport layout is an example of a small-place
diagram providing all the information travelers need to find their way around as they
check in, change flights, or locate available services.

Second, maps will have locator information. These locators may be cardinal direc-
tions or compass points such as north, south, east, and west. If you are directionally
impaired, it may help you to remember that up is north and down is south when using
the North Pole as a reference point. The same holds true for left and right. Left is west
and right is east. However, anytime you look at a map, always remember to orient
(place) the map facing north so that you will have a common sense of direction.

Scales

Maps are replicas of reality, so they must be smaller than the area depicted. Therefore,
everything shown on a map must be proportional, which requires a map scale. The
scale will be indicated on the map. Examples of scales may include notations such as
1" equals one mile or 1” equals ten miles. Scales may also be shown as graphic or bar
scales. Figure 1.8 provides several examples of how scales may be used on maps.

Legends

Symbols or icons are often used on maps to indicate points of interest, services, and
attractions. These legends save space, locating and drawing attention to everything
from capital cities, roads, airports, marinas, and waterways to restaurants, museums,
roadside parks, points of interest, and campgrounds. When searching for the legend,
also take a look at the date the map was produced. The more recent the date, the more
accurate the map should be. Finally, you may find several maps using similar notations
grouped together in atlases.

Maps are important tools in geography, but there is more to geography than spin-
ning a globe and placing your finger on Tibet or locating the home of the Taj Mahal.
For tourism professionals, geography includes knowledge of the physical and human
characteristics that influence travel activities.

Information provided through three broad categories of geography—physical,
human (cultural), and regional—will enable you to learn more about locations around
the world and to provide others with that information without ever having to visit
those locations. Let’s look at how you might use some of these basic geographical con-
cepts in a variety of settings.
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Map scale. The four maps show Florida (upper left), south Florida (lower left), Miami (lower right), and
downtown Miami (upper right). The map of Florida (upper left) has a fractional scale of 1:10,000,000.
Expressed as a written statement, 1 inch on the map represents 10 million inches (about 158 miles)
on the ground. The bar line below the map displays the scale in a graphic form. Look what happens to
the scale on the other three maps. As the area covered gets smaller, the maps get more detailed, and
1 inch on the map represents smaller distances. Source: Rubenstein, James M. Cultural Landscapes:
An Introduction to Human Geography, 8th Ed., © 2005. Electronically reproduced by permission of Pearson
Education, Inc., Upper Saddle River, NJ.

Physical Geography

Knowledge of physical geography provides the means to identify and describe natural
features of the Earth, including landforms, water, vegetation, and climate. When these
natural features are combined, they create an environment that can either encourage
or discourage tourism activities. For example, during winter months in the Northern
Hemisphere, visitors might be attracted to snow-covered mountains for skiing or to
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warm sun and sandy beaches for a break from the harsh realities of winter. As the
seasons change, these same physical attributes could deter tourism. As the snow melts
and mud appears, the mountains may lose their appeal. The same can be said for the
once-sunny beaches as the rainy season arrives.

Landforms and Vegetation

Landforms refer to the surface features of the Earth. Relief maps showing elevation
changes provide quick clues to the many different types of landforms that may be
encountered. Everything from continents and islands to mountains and valleys make
up our physical world. Mountain ranges, the most significant landforms, not only cre-
ate impediments to travel but also affect weather. As mountains stop moisture-bearing
winds, one side will be wet and the other dry.

Vegetation or the lack of it (based on rainfall) creates the mantle that covers land-
forms. Whether it is a barren desert landscape, deep-dark forest, verdant grassland, or
the stark reality of arctic tundra, the variations capture imaginations and attract visitors.

Water

Most of the world (over 70%) is covered by water, and most of this water is saltwater;
so it should come as no surprise that tourism professionals should know something
about oceans, seas, gulfs, lakes, and rivers. These bodies of water are the playgrounds
for today’s cruise lines and river barges, but they were once the primary corridors
of transportation. Because water transportation was the first means of moving large
numbers of people and cargoes, it is easy to see how cities formed as people congre-
gated around and along major bodies of water.

Even today, water, and especially water currents, can have dramatic impacts on
land temperatures and the amount of moisture that falls. Ocean currents rotate clock-
wise in the Northern Hemisphere but counterclockwise in the Southern Hemisphere.
Thus, the warm Atlantic currents of the Gulf Stream and the North Atlantic Drift keep
Ireland and England green almost year-round even though both are located far north of
the equator. Likewise, the cold waters of the Indian Ocean are still cool as they move
north up the west coast of Australia (the West Australia Current). Even large inland
bodies of water can significantly affect weather patterns. For example, the warmer tem-
peratures of the Great Lakes produce large amounts of snow in the winter as warmer
moisture from the lakes collides with the cold landmass. In addition to bodies of water,
levels of precipitation (see Figure 1.9) affect population densities and tourism activities.

Climate and Seasons

Meteorologists can fairly accurately predict short-term weather patterns. However,
travel and tourism professionals should be able to describe general weather patterns
for any location at any time of the year. Will it be rainy or snowy, sunny or cloudy,
humid or dry, hot or cold? Geography provides the answers to these important and
specific climatic questions.

Location, combined with season, will dictate long-term weather patterns. For
example, a Caribbean cruise would make sense in December but would be question-
able in September, the height of hurricane season. Likewise, an Alaskan cruise would
be enticing in August, but would be frosty if not an impossible nightmare in December.
Or, a trip to Southern China during the cool-dry season in November would be a plea-
sure rather than in July or August, the hot and humid season.

Seasons may change, but climates remain relatively constant. The world is divided into
five basic climatic zones, which are based on distance from the equator, 0° latitude. This
imaginary line splits the world into the Northern and Southern Hemispheres. The tropical
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The geography of the Greek Island, Santorini—caldera, calm Mediterranean water, and
mild weather—makes it a popular vacation destination. Photo by Cathy Hsu

regions extend to the Tropic of Cancer to the north and the Tropic of Capricorn to the
south. The north temperate climate extends from the Tropic of Cancer to the Arctic Cir-
cle, and the south temperate climate extends from the Tropic of Capricorn to the Antarc-
tic Circle. Above and below these lines are the North and South Polar zones.

In tropical zones, temperatures are mild, with little variation throughout the year.
In contrast, the temperate zones are noted for their four-season temperatures. Polar
zones are the exact opposite of the tropical zones, staying below 0°F most of the year.

In addition to the natural features, location and accessibility are key factors that
will influence the level of tourism activity. But geography is more than just landforms,
water, vegetation, and climate. It also includes people.

Human Geography

The exhilaration of experiencing other cultures is enjoyed by many through languages,
foods, beverages, products, arts, and crafts that are typical to particular locations.
Simply being in a different location and participating in daily activities can be an
adventure in itself. An understanding of human (cultural) geography provides specific
types of information that can enhance any tourism experience.

Human geography, which includes people and economic activities, creates the rest
of the picture that can be captured and explained through maps. Culture, as expressed
through language, religion, dress, foods and beverages, and other customs, plays a
critical role in the popularity of many tourism destinations. Other factors such as pol-
itics and economic conditions can also play an important role in the ease of travel,
especially across international boundaries. Governments can encourage or discourage
tourism through passport and visa requirements as well as through policies relating to
taxation or the ease of currency exchange.

For example, English is the most commonly spoken language in the industrialized
world, but it may not be spoken in some locations. In other locations, Chinese, French,
Spanish, Russian, Japanese, or a host of other languages may be common. Although
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this might create a language barrier for some, it can create opportunities for others
who provide interpretation or tour services.

Human geography allows travelers to become aware of cultural norms and reli-
gious expectations so they do not commit social blunders. In some countries, it is com-
mon practice for businesses to close on certain days and times because of accepted
cultural norms or for religious reasons. For example, all commercial activity ceases in
many Middle Eastern countries during designated prayer times.

Regional Geography

The level of tourism interest and activity in a specific area often depends on a combination
of both physical and human geography that comes together, making certain locations more
attractive than others. It may be curiosity or a combination of natural as well as developed
features and attractions that meet visitor wants, needs, and expectations. Regional geog-
raphy is a useful framework for studying the physical and human geography of a specific
area or location, providing a convenient way to organize a wide variety of facts.

For example, locations near large population centers combined with access to
well-developed transportation systems generally create high levels of tourism activity.
Climate also influences the level and type of tourism activity. Factors such as time of year,
geographic location, and proximity to major bodies of water all contribute to demand.
This may explain why the most popular tourist destinations in Europe can be found
along the Mediterranean Sea and in Asia around the South China Sea. We can see a sim-
ilar pattern in the United States, as six of the top ten locations for domestic travelers are
located near major bodies of water: Arizona, Arkansas, California, Colorado, Florida,
Hawaii, Nevada, New York, Texas, and Washington, D.C. Similar patterns can be seen
all along the shores of Costa Del Sol in Spain and the Sunshine Coast in Australia.

Regions also play an important role in the development and promotion of tour-
ism activities. The Gold Coast in Australia, the Pearl River Delta in China, the Alps in
Europe, and the Rocky Mountains in North America form natural regions of tourism
activities that cross political boundaries. Smaller regions such as the wine-growing regions
of California, Washington, New York, France, Germany, Italy, and Spain also attract
a great deal of tourism activity and have become popular destinations. Other regions

TOURISM IN ACTION
GEOGRAPHIC INFORMATION SYSTEMS (GIS)

An enormous challenge to any business in the tourism industry is managing information. Who are the many
different guests of the business? \Where do they come from? \What do they have in common and how do their
needs differ? What time of year do they come and how long do they stay? \What qualities and services do we have
or need to develop to fit visitor lifestyles? The questions are endless and so is the amount of data generated by
the answers. As introduced in this chapter, the ability to segment markets and serve them profitably is a critical
component to competing successfully in the global tourism industry. So how do you put all the data into clear,
easy-to-use information and put it into the hands of people to use it? One answer is to use a GIS for presentation
and spatial data analysis (information linked to geographic location).

A GIS is a set of computerized tools, including both hardware and software. GISs are used for collecting, stor
ing, retrieving, transforming, and displaying spatial data. An easier way to think of GIS is as a marriage between
computerized mapping and database management systems. In other words, anything that can appear on a map
can be fed into a computer and then compared to anything on any other map, and everything on any map can have
layers of data and information attached. GIS is a powerful technology and its potential uses are endless. GISs are
now being used to locate park and recreational facilities, to generate site specific economic and environmental
impact information on tourism activities, and to track tourist movement so as to evaluate and optimize tourist flow
and refine tourism product offerings.
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may be defined by specific boundaries such as the Valley of the Kings in Egypt, the Lake
District in England, Canada’s Capital Region, Chicagoland, and the French Riviera.

Geography provides a foundation to help us understand why people visit or fail
to visit certain areas, but we also need to learn how to meet their needs efficiently
and effectively as they travel. The three primary interrelated business functions—
marketing, management, and finance—add the structure to our foundation, providing
many of the tools necessary to plan and meet current and future needs of travelers.
Let’s look at how these business functions work together in the tourism industry.

Studying Tourism from Business Perspectives

First, marketing concepts provide insights into why people travel as well as possible
approaches to meeting their needs as they travel. Second, management concepts pro-
vide insights into the processes needed to meet societies’ and visitors’ current and future
demands. Third, financial concepts provide the tools needed to understand, design,
and supply profitable levels of visitor services. By combining knowledge from each of
these perspectives, a basic understanding of tourism fundamentals can be developed.

Marketing

Studying tourism from the marketing approach provides valuable insight into the
process by which tourism organizations create and individual visitors obtain desired
goods and services. Everyone who has either worked in or used tourism-related ser-
vices knows that customers (visitors and guests) can be very demanding. The more
you know about these travelers and how to meet their needs, the more successful you
will be as a hospitality and tourism professional. In fact, individuals and organiza-
tions who attempt to understand and meet the needs of these visitors successfully are
practicing what is called the marketing concept, an organizational philosophy centered
around understanding and meeting the needs of customers.

Marketing theorists have coined a variety of phrases to describe the philosophy of
an organization.?’ The “production orientation” organization views its mission to pro-
duce its product most efficiently and customers will simply arrive to purchase whatever
is produced. In a noncompetitive, high-demand environment, this orientation works.
Consider the gasoline industry. A second philosophy is the “sales orientation.” Under
this philosophy, an enterprise produces its product but it needs an effective (even pushy)
sales force to encourage customers to buy all of the organization’s production. This phi-
losophy is frequently exhibited at large city hotels. The hotels have an inventory they
need to “move,” and it is the role of their sales staff to fill those beds each night and
bring in those conventions and wedding receptions to fill those ballrooms!

Notice that neither of these orientations focuses on the needs or wants of the cus-
tomer: The focus is on the “need” of the organization to produce and sell. A third
philosophy, the heart of marketing, places the customer at the core of a firm’s pro-
duction or service delivery purchase. This newer philosophy is called the “consumer
orientation” and requires that organizations determine what customers really want
and need in a product or service so that a firm’s offerings closely fit what is wanted by
consumers, and therefore selling the firm’s offerings becomes much easier.

Meeting visitor needs relies on a complex set of tools and techniques that is
referred to as the marketing mix. The marketing mix consists of four variables that
are often called the four Ps of marketing: product, price, place, and promotion. Prod-
uct refers to the good or service that is being offered. Price is the value of the good or
service. This value is the amount of money that will be paid as well as the time “given
up” to obtain the good or service. Place includes the location and the activities that are
required to make the good or service available to the visitor. Finally, promotion refers
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Communications with tourists can take various creative means. Photo by Cathy Hsu

to all of the activities that are undertaken to communicate the availability and benefits
of a particular good or service. Just think about yourself or someone else who is travel-
ing to another city to attend a concert. How can each of the variables in the marketing
mix come together to make that trip a memorable experience?

Although tourists, as a whole, are a very diverse group, they can be divided
into subgroups or market segments. Market segmentation allows an organization to
develop the most appropriate marketing mix to meet the needs of specifically targeted
visitor segments effectively and efficiently. For example, would a young college student
want the same types of experiences at Disney World as a family would want?

Each market segment contains individuals who share many of the same characteristics
and common needs. For example, businesspeople may need to get to their destinations as
quickly as possible, whereas the summer vacationers may want to take the most leisurely
and scenic route. Young college students may need to locate inexpensive accommodations
at their destinations, whereas conventioneers may need to stay at the hotel that is hosting
the convention, regardless of price. Some visitors may be seeking a variety of entertaining
outdoor activities, whereas other visitors are interested in shows and shopping. This list of
examples could go on, but the point should be clear: As organizations plan to meet these
differing needs, they can no longer afford to try to serve the needs of all visitors. They sim-
ply do not have the resources to reach everyone and meet their diverse needs successfully.

You will learn more about the importance of marketing and its role in meeting tour-
ists” needs in the following chapters. As we explore the many facets of the tourism indus-
try, think about yourself as well as other specific groups of visitors who are being served
and how these targeted individuals shape marketing as well as management decisions.

Management

Management furnishes additional tools and techniques to serve visitor needs suc-
cessfully. Management, just like marketing, is essential to the continued success of
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all organizations, both public and private. The study of management provides a uni-
fied approach to planning, organizing, directing, and controlling present and future
actions to accomplish organizational goals. As our model depicts, economic, political,
environmental, sociocultural, and technological forces affect all tourism organizations
and play a key role in the development of strategic plans.?! Managers need to under-
stand each of these forces and how they will impact decisions as they plan for the future.

Basically, management is the common thread that holds any organization or activ-
ity together and keeps everyone moving in the same direction. For example, managers
working for the Forest Service must decide how many people can comfortably use a
campsite and when and where new campsites should be built. Government planners
and administrators must make decisions about the desirability and necessity of new
or expanded highways, airports, and shopping facilities. Restaurant managers must
decide how many employees are needed to provide high-quality service and, at the
same time, make a fair profit. Resort managers must decide whether or not to expand
and what level of service to offer. Think back to that trip you were asked to plan ear-
lier in the chapter, and you will begin to see how all of the management functions must
fit together to have a successful experience.

The process might go something like this. After you mentioned the possibility of
renting a cottage at the beach to enjoy some sun, surf, and sand, several of your friends
asked if they could go with you. The first management function used in putting this
trip together is planning: where to go, how to get there, and how many will go. Once
these decisions are made, the next function used is organizing. You are using the orga-
nizing function when you assign someone to search the Web for more information and
decide who will make reservations, who will buy food and refreshments, and who will
call everyone to make sure each person shows up on time on the day of departure.

The next logical step you would use in putting together your trip would be the
directing function. You are directing as you answer questions and coordinate all of
your planned activities. Finally, you will use the controlling function. You are con-
trolling as you check maps, directions, itineraries, and reservations to ensure the
success of your trip. Although the activities may be more complex, managers in all
tourism-related activities are constantly going through the same types of processes.

Finance

Studying tourism from a financial approach provides a basic understanding of how
organizations manage revenues and expenses. To continue operating and providing
services, tourism organizations must strive to generate revenues in excess of expenses
or effectively and efficiently use the financial resources they have been allocated. Even
nonprofit and government organizations are being called on to generate more of their
own funding and to gain better control of their expenses.

By definition, a business is an organization operated with the objective of making
a profit from the sale of goods and services. Profits are revenues in excess of expenses.
They are used as a common yardstick to represent financial performance and are the
ultimate measure of financial success. However, some tourism organizations such as
governmental agencies, museums, visitors and convention bureaus, and hotels asso-
ciations may be classified as nonprofit. Even though they may not technically operate
with a profit motive, most still strive to generate revenues in excess of expenses. For
simplicity, we will use the generic term business in our discussion of financial concepts.

To use and communicate financial information, a common language must be spo-
ken. That language is known as accounting, which is often called the “language of
business.” Accounting is an activity designed to accumulate, measure, and commu-
nicate financial information to various decision makers, such as investors, creditors,
managers, and front-line employees. One of the purposes of accounting information
is to provide data needed to make informed decisions. There are two main categories
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of financial reports: internal and external. Internal financial reports are used by those
who direct the day-to-day operations of a business. External financial reports are used
by individuals and organizations that have an economic interest in the business but are
not part of its management.

Three basic building blocks are used to measure financial success:

1. Margin (the amount of each sales dollar remaining after operating expenses
have been deducted)

2. Turnover (the number of times each dollar of operating assets has been used
to produce a dollar of sales)

3. Leverage (the extent to which borrowed funds are being used)

When these three components are multiplied together, they equal return on invest-
ment (ROI), which measures profit. The ability to operate profitably is critical to tour-
ism organizations because they are typically faced with low margins, high turnover, and
the need to use leverage (other people’s money). As can be seen in Figure 1.10, man-
aging these three components is a delicate balancing act, and tourism is an industry in
which every nickel counts and profits depend on recognizing the importance of pennies.

Since margins are so low for most tourism service providers, many segments of
the industry are adding convenience charges on to their service offerings to improve
profitability—for example, airlines charge for food, entertainment, and specific seat
reservations; hotels charge for early check-outs on reservations, spa and gym access;
cruise lines charge for specialty restaurants on-board; car rental companies charge for
GPS navigation systems; and restaurants charge for premium seating locations. As
tourism service providers search for profitability, these lists will only continue to grow.

Let’s look at some practical examples of how these building blocks for financial success
might work in specific segments of the tourism industry. In its simplest form, margin (50¢
or 5¢ for each dollar in revenue) for a food-service operator serving a hamburger and fries
would be the sales price ($10.00) minus the cost of preparation, ingredients, and service
($9.50). Keep in mind that out of that 50¢ margin, businesses must still pay taxes to local
and national governments. Airlines would measure turnover by the number of times a seat

Turnover

The art of finance. Finance is a matter of

balancing margin, turnover, and leverage.
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FYl  HOSPITALITY

The Japanese word omotenashi, which  Japanese culture. For example, white hot It is all part of providing an outstanding
translates as the spirit of selfless hospi-  or cold towels are offered to customers,  service, where tipping in Japan is consid-
tality, is considered as a cornerstone of  depending on the season, in restaurants.  ered rude and may even cause offense.

was sold during a 24-hour period. Leverage is an indication of how much money has been
borrowed or invested in a business. For example, a ski resort wanting to add a new gondola
might go to a bank or investor to get the money needed for this expansion. We will explore
the importance of finance in later chapters as we examine specific industry segments.

Remember the analogy of the elephant? Financial information is much like the
elephant’s nervous system. Just as the elephant’s nervous system allows it to respond
to its environment, an organization’s financial information system allows it to read its
environment and move in the direction of profitable operations.

Basic knowledge of geography, marketing, management, and finance concepts
will provide many of the tools needed for your future success in the tourism industry.
However, the importance and practice of hospitality must be added to these basic con-
cepts. To make a profit, managers must use their marketing and management skills to
extend hospitality and high-quality service that meet guests’ needs. We will explore the
importance of providing hospitality and delivering service quality in Chapter 3.

Tourism’s Challenges and Opportunities

Meeting the needs of travelers by providing tourism-related goods and services has
proven to be an attractive form of economic development. Attempts to encourage the
development and growth of tourism activities are often desirable because tourism cre-
ates jobs and brings money into a community or country. However, unplanned tour-
ism growth can lead to problems.

Although tourism can create greater cultural understanding and enhance economic
opportunities, it may also change social structures; may place increasing demands on
transportation systems, public services, and utilities; and may lead to environmental deg-
radation. Whether we are participants in or beneficiaries of (both positive and negative)
tourism activities, we are all in one way or another affected by tourism. However, there
is still a lack of understanding by the public of the impact of tourism on environment.?

Pause for a moment and consider the following examples of how tourism might
affect our lives and communities. For example, tourism could create needed jobs for
residents and increase business for local merchants in a small coastal town seeking eco-
nomic security. However, as that town grows into a more popular destination, it can
become overcrowded, and the original residents who sought increased tourism expendi-
tures may be driven out because of increased housing costs, higher taxes, and/or chang-
ing business demands. Tourism can generate needed funds to improve the lives of an
isolated native tribe in the rain forests of South America. Yet, it can also forever change
the lives of these peoples as they are exposed to the cultures and habits of the tourists
who come seeking what they consider to be the ultimate travel experience.

The future of tourism provides many challenges and opportunities as well as many
unanswered questions:

® Can tourism growth and development continue without creating environmental
problems?

* How will advances in technology change tourism experiences and how tourists
and service providers deal with each other?
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e Will the expansion of the use of technology by tourism suppliers lead to a “low-
touch” service that is less appealing to guests?

* As tourism service activities continue to grow, will an adequate workforce with
the necessary skills be available?

e Will tourism change the social structure of countries and communities when they
experience increased tourism activities?

e Will the threat of terrorism continue and spread around the globe, decreasing
potential travelers’ sense of security and thus decreasing the level of international
travel?

These are only a few of the questions that may arise as plans are made to respond
to the demands of tourism growth. Information presented throughout this book will
provide you with the fundamental knowledge necessary to begin forming your own
opinions and possible answers to many of the questions and issues that you will face as
decision makers of tomorrow.

As you search for answers to the future of tourism, let your thoughts and actions
be guided by ethical principles. Although most people can easily distinguish between
right and wrong based on their own personal experiences, they are often faced with
decisions where it is difficult to make these clear distinctions. In an effort to promote
ethical behavior, organizations often publish codes of ethics to help guide individuals
in their daily activities and decisions.

Even without the help of a code of ethics, there are some very simple questions
you can ask yourself about any situation or problem to identify ethical and unethical
behavior:

Will someone be hurt in this situation?

Is anyone being coerced, manipulated, or deceived?

Is there anything illegal about the situation?

Does the situation feel wrong to you?

TOURISM IN ACTION
WORLD TOURISM ORGANIZATION

The World Tourism Organization (UNWTO), an agency of the United Nations, serves the world as a global source
of tourism information and skill development. Headquartered in Madrid, Spain, the UNWTO boasts 144 member
countries and over 300 affiliate members from the private sector and other tourism organizations. Begun in 1925,
the UNWTO, through its various programs and committees, aids countries in developing tourism and its benefits.
For example, the UNWTO was instrumental in the Silk Road Project aimed at revitalizing the ancient highway
through Asia. The UNWTO's Business Council works hand-in-hand with private-sector members to strengthen
public—private sustainable tourism efforts. The UNWTO also is a major publisher of important tourism resources,
offering more than 250 titles in four official languages.

A critically important role of the UNWTO is its collection of global tourism statistics. Its international standards
for tourism measurement and reporting provide a common language that allows destinations to compare tourism
revenues and other data with those of competitors. The UNWTO is recognized as the world’s most comprehensive
source of tourism statistics and forecasts. In 2000, the United Nations approved the UNWTQO'’s Tourism Satellite
Account methodology. This method helps ensure the measurement of the tourism industry’s true economic con-
tribution in terms of gross domestic product, employment, and capital investment.

To learn more about the UNWTO and its structure and activities, visit its website at http://www.unwto.org.
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