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PREFACE

ourism can be defined as the science, art,

and business of attracting visitors, trans-

porting them, accommodating them, and
graciously catering to their needs and wants (see
additional definitions in Chapter 1).

In recent years, virtually every country
throughout the world has taken steps to increase
its number of visitors. The decrease in the cost of
air travel and the continued development of tech-
nological resources such as the Internet have
provided new opportunities for countries and
individual tourism firms to promote tourism, both
within and outside their borders. Political and
industrial leaders have almost universally recog-
nized the economic advantages that tourism can
bring. However, what these countries have done
to make tourism a viable, growing segment of
their economy varies widely—from virtually noth-
ing to the creating of superbly organized, highly
productive tourism facilities. While the economic
benefits of tourism have long been recognized,
today greater attention is being paid to its social
impact, which can be positive or negative, depend-
ing on how tourism is planned and managed.

This book is intended to be used primarily as
a textbook for college and university courses in
tourism. However, the book also provides valu-
able information and guidance for national,
state, provincial, and local tourism offices, con-
vention and visitors bureaus, chambers of com-
merce, tourism planning and development
organizations, tourism promoters, tourist accom-
modations, attractions and other businesses,
transportation carriers, oil and automotive com-

panies, and any other organization that is inter-
ested or involved in the movement of people
from their homes or business destinations.

NEwW 1O THIS EDITION

The tenth edition has been revised and updated
to explore new trends in travel and tourism and
discusses changes to the industry since the pub-
lication of the previous edition. New elements in
the tenth edition include the following:

* New interior design

 Updated full-color insert featuring top
tourist destinations

« Extensive treatment of the changing world
of travel distribution

« Discussion of crisis management
* A new look at the future of travel

« Discussion of the use of the Internet in
tourism research, marketing, and promotion

e Updated Internet Exercises at the end of
each chapter

» Updated Internet Sites at the end of each
chapter to provide an additional resource
for students

ORGANIZATION AND CONTENT

This book explores major concepts in tourism,
what makes tourism possible, and how tourism

XV



xvl Preface

can become an important factor in the wealth of
any nation. It is written in broad, global terms,
discussing the principles, practices, and philoso-
phies of tourism that have been found to bring
about success. In this tenth edition of Tourism,
even greater attention has been paid to the
global impact of tourism, both economically
and socially.

For tourism to be successful, a great variety
of components must work together seamlessly to
create a positive travel experience. This book is
divided into six parts, which examine the various
components of tourism, their function, and
their significance.

Part 1 provides a broad overview of tourism,
with chapters devoted specifically to the global
impact of tourism, a history of travel, and career
opportunities.

Part 2 looks at the governmental and private-
sector organizations that provide services, prod-
ucts, and destinations for travelers. Individual
chapters discuss tourist organizations, passenger
transportation, lodging and food service
providers, travel agents and wholesalers, and
tourism attractions.

In Part 3, students learn about travel moti-
vation, travel behavior, and the sociology of
tourism.

Part 4 is devoted to tourism planning and
a further examination of the components of
tourism. A chapter on formulating tourism
policy is included in this part. Other chapters
cover topics such as tourism supply, forecast-
ing demand, the economic impact of tour-
ism, tourism planning, and environmental
issues. In light of the growing importance of
the environment, a particular effort has been
made to explore fully the managerial issues
at the tourism/environment interface—a
point at which there is much potential for
conflict.

Part 5 examines the important fields of
tourism research and tourism marketing.

Part 6 looks at projections for tourism into
the twenty-first century and suggests how today’s

industry can prepare itself to accommodate fu-
ture growth and meet tomorrow’s challenges.

FEATURES

To help students better understand and process
the information presented, a number of peda-
gogical features have been integrated into this
textbook.

The Learning Objectives at the beginning
of each chapter alert students to the important
concepts that will be covered. The chapter
Introduction sets the scene and provides some
context for what students are about to read.
When appropriate, boxes, tables, illustrations,
photos, and Internet sites have been included to
help illustrate important topics and ideas. The
chapter discussion concludes with a written
Summary to help students reinforce what they
have read.

The authors have a number of Readings
that follow some chapters. Excerpted from jour-
nals, government reports, and industry publica-
tions, the readings provide concrete examples
of how the concepts discussed in the chapter are
being put into practice. The list of Key Concepts
serves as a valuable checkpoint for understand-
ing the chapter topics. An updated directory of
Internet Sites lists any Web sites referred to in
the chapter, as well as additional sites to which
students can turn for more information.

Three types of exercises have been provided
to gauge student understanding of the subject
matter. The Questions for Review and Discussion
test students’ recall of important chapter con-
cepts and include some critical thinking ques-
tions. The Case Problems present hypothetical
situations that require students to apply what they
have learned. They can be used for written assign-
ments or as the catalyst for class discussions. Also
included are a series of Internet Exercises,
designed to increase students’ familiarity with
technology by having them visit important travel
industry Web sites and answer questions based on
their investigation.



An Instructor’s Manual (ISBN 0-471-78132-0)
is available to professors who have adopted this
book. The Instructor’s Manual contains teach-
ing suggestions, sample syllabi, and test ques-
tions and answers. A companion Web site, at
http://www.wiley.com/college is also available
with this text. It includes the Instructor’s Manual
and PowerPoint slides.
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Florence, Italy, is a favorite destination in Europe for travelers around the world.
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TOURISM IN

PERSPECTIVE

Learning Objectives

¢ Understand what tourism is and
its many definitions.
¢ Learn the components of

tourism and tourism
management.

¢ Examine the various approaches
to studying tourism and deter-

mine which is of greatest interest
to you.

e Appreciate how important this
industry is to the economy of the
world and of many countries.

¢ Know the benefits and costs of
tourism.

CHAPTER 1

In Hong Kong, the eye moves
quickly from boats in the harbor
to the skyscrapers of the com-
mercial center. Copyright © Corbis
Digital Stock.




4 CHAPTER 1 | Tourism in Perspective

INTRODUCTION

Bon Voyage!

You are setting off on a voyage to learn about the subject of tourism. Assuming that
the forecasters and futurists are correct, you are studying the world’s largest indus-
try. Tourism is alive with dynamic growth, new activities, new destinations, new
technology, new markets, and rapid changes. Record numbers of tourists are trav-
eling the globe, attracted by an increased variety of tour packages, cruises, adven-
ture experiences, and independent itineraries. All of these visitors and the activities
they generate change local communities. They have an economic and social im-
pact that cannot be ignored. In today’s society, attention must be paid to environ-
mental issues, cultural issues, economic issues, the way landscapes are created to
appeal to tourists, and how tourists behave.

The tourism industry is global. It is big business and will continue to grow.
Meeting this growth with well-planned environmentally sound development is a
challenge for planning all over the world, whether it is Indonesia, Nepal, the
United States, Australia, Thailand, or France. The goal of this chapter and the
book is to raise issues, provide frameworks, and generate your thoughtful consid-
eration of the issues and changes facing this complex field as it operates in an in-
creasingly technological and global age.

WHAT IS TOURISM?

When we think of tourism, we think primarily of people who are visiting a particu-
lar place for sightseeing, visiting friends and relatives, taking a vacation, and hav-
ing a good time. They may spend their leisure time engaging in various sports,
sunbathing, talking, singing, taking rides, touring, reading, or simply enjoying the
environment. If we consider the subject further, we may include in our definition
of tourism people who are partici-
pating in a convention, a business
conference, or some other kind of
business or professional activity, as
well as those who are taking a study
tour under an expert guide or do-
ing some kind of scientific research
or study.

These visitors use all forms of
transportation, from hiking in a
wilderness park to flying in a jet
to an exciting city. Transportation
can include taking a chairlift up a
Colorado mountainside or standing Tf)l..lrism is sightseeir}g i‘n New York and other world-class

. . . . cities, along with enjoying the museums, theater, food,
at the rail of a cruise ship looking

. architecture, and other activities urban settings provide.
across the blue Caribbean. Whether Photo courtesy of NYC & Company.
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people travel by one of these means or by car, motorcoach, camper, train, taxi, mo-
torbike, or bicycle, they are taking a trip and thus are engaging in tourism. That is
what this book is all about—why people travel (and why some don’t) and the so-
cioeconomic effects that their presence and expenditures have on a society.

Any attempt to define tourism and to describe its scope fully must consider the
various groups that participate in and are affected by this industry. Their perspec-
tives are vital to the development of a comprehensive definition. Four different
perspectives of tourism can be identified:

1. The tourist. The tourist seeks various psychic and physical experiences and
satisfactions. The nature of these will largely determine the destinations cho-
sen and the activities enjoyed.

2. The businesses providing tourist goods and services. Businesspeople see
tourism as an opportunity to make a profit by supplying the goods and ser-
vices that the tourist market demands.

3. The government of the host community or area. Politicians view tourism as a
wealth factor in the economy of their jurisdictions. Their perspective is re-
lated to the incomes their citizens can earn from this business. Politicians
also consider the foreign exchange receipts from international tourism as
well as the tax receipts collected from tourist expenditures, either directly or
indirectly. The government can play an important role in tourism policy, de-
velopment, promotion, and implementation (see Chapter 15).

4. The host community. Local people usually see tourism as a cultural and em-
ployment factor. Of importance to this group, for example, is the effect of
the interaction between large numbers of international visitors and residents.
This effect may be beneficial or harmful, or both.

Thus, tourism may be defined as the processes, activities, and outcomes arising
from the relationships and the interactions among tourists, tourism suppliers, host
governments, host communities, and surrounding environments that are involved
in the attracting and hosting of visitors. (See the Glossary for definitions of tourist
and excursionist.)

Tourism is a composite of activities, services, and industries that deliver a travel
experience: transportation, accommodations, eating and drinking establishments,
shops, entertainment, activity facilities, and other hospitality services available for in-
dividuals or groups that are traveling away from home. It encompasses all providers
of visitor and visitor-related services. Tourism is the entire world industry of travel, ho-
tels, transportation, and all other components that, including promotion, serve the
needs and wants of travelers. Finally, tourism is the sum total of tourist expenditures
within the borders of a nation or a political subdivision or a transportation-centered
economic area of contiguous states or nations. This economic concept also consid-
ers the income multiplier of these tourist expenditures (discussed in Chapter 14).

One has only to consider the multidimensional aspects of tourism and its inter-
actions with other activities to understand why it is difficult to come up with a mean-
ingful definition that will be universally accepted. Each of the many definitions
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Tourism is relaxing and enjoying a beautiful beach. The tranquility of St. Martin offers a quiet escape from the
complexities of the modern world. Photo courtesy of the Le Meridian Le Domaine, St. Martin.

that have arisen is aimed at fitting a special situation and solving an immediate
problem, and the lack of uniform definitions has hampered the study of tourism
as a discipline. Development of a field depends on: (1) uniform definitions, (2) de-
scription, (3) analysis, (4) prediction, and (5) control.

Modern tourism is a discipline that has only recently attracted the attention of
scholars from many fields. The majority of studies have been conducted for special
purposes and have used narrow operational definitions to suit particular needs of
researchers or government officials; these studies have not encompassed a systems
approach. Consequently, many definitions of tourism and the tourist are based on
distance traveled, the length of time spent, and the purpose of the trip. This makes
it difficult to gather statistical information that scholars can use to develop a data-
base, describe the tourism phenomenon, and do analyses.

The problem is not trivial. It has been tackled by a number of august bodies
over the years, including the League of Nations, the United Nations, the World
Tourism Organization (WTO), the Organization for Economic Cooperation and
Development (OECD), the National Tourism Resources Review Commission, and
the U.S. Senate’s National Tourism Policy Study.

The following review of various definitions illustrates the problems of arriving
at a consensus. We examine the concept of the movement of people and the termi-
nology and definitions applied by the World Tourism Organization and those of the
United States, Canada, the United Kingdom, and Australia. Later, a comprehensive
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classification of travelers is provided that endeavors to reflect a consensus of cur-
rent thought and practice.

World Tourism Organization Definitions

The International Conference on Travel and Tourism Statistics convened by the
World Tourism Organization (WTO) in Ottawa, Canada, in 1991 reviewed, up-
dated, and expanded on the work of earlier international groups. The Ottawa
Conference made some fundamental recommendations on definitions of tourism,
travelers, and tourists. The United Nations Statistical Commission adopted the
WTO’s recommendations on tourism statistics on March 4, 1993.

Tourism

The WTO has taken the concept of tourism beyond a stereotypical image of “holi-
day making.” The officially accepted definition is: “Tourism comprises the activities
of persons traveling to and staying in places outside their usual environment for
not more than one consecutive year for leisure, business, and other purposes.” The
term usual environment is intended to exclude trips within the area of usual resi-
dence, frequent and regular trips between the domicile and the workplace, and
other community trips of a routine character.

1. International tourism
a. Inbound tourism: Visits to a country by nonresidents
b. Outbound tourism: Visits by residents of a country to another country
2. Internal tourism: Visits by residents and nonresidents of the country of
reference
3. Domestic tourism: Visits by residents of a country to their own country
4. National tourism: Internal tourism plus outbound tourism (the resident
tourism market for travel agents, airlines, and other suppliers)

Traveler Terminology for International Tourism

Underlying the foregoing conceptualization of tourism is the overall concept of
traveler, defined as “any person on a trip between two or more countries or be-
tween two or more localities within his/her country of usual residence.” All types
of travelers engaged in tourism are described as visitors, a term that constitutes the
basic concept of the entire system of tourism statistics. International visitors are
persons who travel for a period not exceeding twelve months to a country other
than the one in which they generally reside and whose main purpose is other than
the exercise of an activity remunerated from within the place visited. Internal visi-
tors are persons who travel to a destination within their own country, that is outside
their usual environment, for a period not exceeding twelve months.

All visitors are subdivided into two further categories:

1. Same-day visitors: Visitors who do not spend the night in a collective or pri-
vate accommodation in the country visited—for example, a cruise ship pas-
senger spending four hours in a port—or day-trippers visiting an attraction
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2. Tourists: Visitors who stay in the country visited for at least one night—for
example, a visitor on a two-week vacation

There are many purposes for a visit—notably pleasure, business, and other
purposes, such as family reasons, health, and transit.

United States

The Western Council for Travel Research in 1963 employed the term visitor and
defined a visit as occurring every time a visitor entered an area under study. The
definition of tourist used by the National Tourism Resources Review Commission
in 1973 was: “A tourist is one who travels away from home for a distance of at least
50 miles (one way) for business, pleasure, personal affairs, or any other purpose ex-
cept to commute to work, whether he stays overnight or returns the same day.”

The Travelscope survey of the Travel Industry Association of America (TIA) re-
search department defines a person trip as one person traveling 50 miles (one way)
or more away from home or staying overnight, regardless of distance. Trips are in-
cluded regardless of purpose, excluding only crews, students, military personnel
on active duty, and commuters.

Canada

In a series of quarterly household sample surveys known as the Canadian Travel
Survey that began in 1978, trips qualifying for inclusion are similar to those cov-
ered in Travelscope in the United States. The 50-mile figure was a compromise to
satisfy concerns regarding the accuracy of recall for shorter trips and the possibil-
ity of the inclusion of trips completed entirely within the boundaries of a large met-
ropolitan area such as Toronto.

The determination of which length of trip to include in surveys of domestic
travel has varied according to the purpose of the survey methodology employed.
Whereas there is general agreement that commuting journeys and one-way trips
should be excluded, qualifying distances vary. The province of Ontario favors
25 miles.

In Canada’s international travel surveys, the primary groups of travelers iden-
tified are nonresident travelers, resident travelers, and other travelers. Both non-
resident and resident travelers include both same-day and business travelers. Other
travelers consist of immigrants, former residents, military personnel, and crews.

United Kingdom

The National Tourist Boards of England, Scotland, and Northern Ireland sponsor
a continuous survey of internal tourism, the United Kingdom Tourism Survey
(UKTS). It measures all trips away from home lasting one night or more; these
include: (1) trips taken by residents for holidays, (2) visits to friends and rela-
tives (nonholiday), or (3) trips taken for business, conferences, and most other



Tourism is enjoying magical moments at Walt Disney World, where children of all ages delight in the parade
that rolls down Main Street each day and in fantasies that come true. Guests discover worlds of fun at the
47-square-mile central Florida resort. Photo courtesy of Walt Disney Parks and Resorts.
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purposes. In its findings, the UKTS distinguishes between holiday trips of short
(one to three nights) and long (four-plus nights) duration.

The International Passenger Survey collects information on both overseas visi-
tors to the United Kingdom and travel abroad by U.K. residents. It distinguishes
five different types of visits: holiday independent, holiday inclusive, business, visits
to friends and relatives, and miscellaneous.

Australia

The Australian Bureau of Industry Economics in 1979 placed length of stay and dis-
tance traveled constraints in its definition of fourist as follows: “A person visiting a
location at least 40 kilometers from his usual place of residence, for a period of at
least 24 hours and not exceeding 12 months.”

In supporting the use of the WI'O definitions, the Australian Bureau of
Statistics notes that the term “usual environment is somewhat vague.” It states that
“visits to tourist attractions by local residents should not be included” and that vis-
its to second homes should be included only “where they are clearly for temporary
recreational purposes.”

Comprehensive Classification of Travelers

The main types of travelers are indicated in Figure 1.1. Shown is the fundamental
distinction between residents and visitors and the interest of travel and tourism
practitioners in the characteristics of nontravelers as well as travelers. It also reflects
the apparent consensus that business and same-day travel both fall within the scope
of travel and tourism.

Placed to one side are some other types of travelers generally regarded as be-
ing outside the area of interest, although included in some travel surveys. Foremost
among these exclusions are commuters, who seem to fall outside the area of inter-
est to all in the travel and tourism community. Other travelers generally excluded
from studies on travel and tourism are those who undertake trips within the com-
munity, which for convenience are described arbitrarily as trips involving less than
a specific one-way distance, such as 50 miles. These “other travelers” have been fo-
cused on in the Nationwide Personal Transportation Surveys conducted by the U.S.
Department of Transportation. The broad class of travelers categorized as mi-
grants, both international and domestic, is also commonly excluded from tourism
or travel research, on the grounds that their movement is not temporary, although
they use the same facilities as other travelers, albeit in one direction, and fre-
quently require temporary accommodation on reaching their destination. The real
significance of migration to travel and tourism, however, is not in the one-way trip
in itself, but in the long-run implications of a transplanted demand for travel and
the creation of a new travel destination for separated friends and relatives.

Other groups of travelers are commonly excluded from travel and tourism
studies because their travel is not affected by travel promotion, although they tend
to compete for the same types of facilities and services. Students and temporary
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Travelers

Within scope of Other
travel and tourism travelers
| |
International .m
|
| Intercontinental | | Continental | [ Interregional | | Regional |

Staying one or
more nights (1)

Same-day (2)

Primary purposes of travel

I Commuters I

Other local
travelers (3)

Temporary
Workers

Business

Visiting friends or
relatives (VFR)

Primary activities:

Primary activities:

¢ Consultations
* Conventions
* Inspections

» Socializing
¢ Dining in
* Home entertainment

Secondary activities:

Secondary activities:

* Dining out

* Recreation
¢ Shopping

* Sight-seeing
* VFR

¢ Dining out

¢ Physical recreation
* Shopping

* Sight-seeing

e Urban entertainment

(1)  Tourists in international technical definitions.
(2)  Excursionists in international technical definitions.
(8) Travelers whose trips are shorter than those that qualify for travel and tourism: e.g., under 50 miles (80 km)

from home.

Other personal
business

Pleasure

Primary activities:

Primary activities:

¢ Shopping
e Visiting lawyer
¢ Medical appointment

* Recreation
* Sight-seeing
* Dining out

Secondary activities:

Secondary activities:

¢ Dining out
* VFR

* VFR

e Convention
¢ Business
* Shopping

(4) Students traveling between home and school only—other travel of students is within scope of travel and

tourism.

(5) All persons moving to a new place of residence, including all one-way travelers, such as emigrants, immigrants,
refugees, domestic migrants, and nomads.

Figure 1.1 Classification of travelers.
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workers traveling purely for rea-
sons of education or temporary
employment are two leading exam-
ples. Another frequently excluded
group consists of crews, although
they can be regarded as special sub-
sets of tourists.

Of those travelers directly
within the scope of travel and
tourism, basic distinctions are
made among those whose trips are
completed within one day. The
same-day visitors are also called
day-trippers and excursionists be-
cause they stay less than twenty-four
hours. While they are important
travelers, their economic signifi-
cance pales in comparison to trav-
elers who stay one or more nights.
An additional meaningful divi-
sion may also be made between
those international travelers whose
travel is between continents and
those whose international travel
is confined to countries within the

same continent. In the case of Tourism is engaging in unique experiences like riding ele-
the United States, the distinction phants in interesting destinations such as Thailand.
is between (1) trips to or from Photographs Copyright © 2003 IMS Communications Ltd.
. . . www.picture-gallery.com.
the neighboring countries of preregaten

Canada and Mexico or elsewhere
in the Americas and (2) trips made to or from countries in Europe or on other
continents.

The purposes of travel identified in Figure 1.1 go beyond those traditionally ac-
cepted because of the growing evidence that “visits to friends and relatives” (VFR)
is a basic travel motivation and a distinctive factor in marketing, accounting for a
major proportion of travel. In any event, “primary purpose” is an arbitrary concept
because many journeys are undertaken for a combination of reasons, such as “busi-
ness and vacation.”

COMPONENTS OF TOURISM AND TOURISM MAN

Tourism is a complex phenomenon, one that is extremely difficult to describe suc-
cinctly. Any “model” of tourism must “capture” the composition—or compo-
nents—of the tourism system, as well as the key processes and outcomes that occur
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The ability of Las Vegas to amaze and entertain seems unlimited. Its re-creation of many of the world’s best-
known destinations and icons offers visitors an exciting experience. Photo courtesy of the Las Vegas News Bureau.
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within tourism. These processes and outcomes include the very essence of tourism,
the travel experience, and the supporting means by which tourism is made possi-
ble. Figure 1.2 attempts to describe the complexity of the relationships among the

many components of the tourism phenomenon.

The Tourist

The very heart of the tourism phenomenon model is unequivocally the tourist, and
the travel experiences that he or she seeks when visiting a tourism destination. In
order for a destination to provide stimulating, high-quality experiences, it is critical
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Figure 1.2 The tourism phenomenon: Components of tourism and tourism management.
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that both policy makers and managers are able to understand tourists’ motivation
for pleasure travel, as well as the multiple factors that influence their selection of a
destination, their mode of travel, and their ultimate choice among the myriad ac-
tivities that may fulfill their travel needs. It is only when we understand the tourist
as fully as possible that we can proceed to develop the facilities, events, activities,
and programs that will distinguish a given destination, thus making it uniquely at-
tractive to the tourist.

Natural Resources and Environment

A fundamental dimension of the model—indeed, the very basis of much tourism—
is the Natural Resources and Environment component. Any given destination is
primarily and unchangeably characterized by its physiography (the nature and ap-
pearance of its landscape) and its climate (the kind of weather it has over a period
of years; i.e., the conditions of heat and cold, moisture and dryness, and wind).
Finally, the third component of the natural environment is people. In the case of
people, we must distinguish between two very important categories of individuals:
(1) those who “belong” to the destination (its residents), and (2) those who are
current or potential visitors to the destination (the tourism market).

Tourism is visiting the Indian Peaks Wilderness Area near Denver, Colorado, and marveling at all that nature has
to offer. Outdoor recreationists recognize their responsibility to maintain the environmental integrity of the ar-
eas they explore. Photo by Richard Grant, courtesy of Denver Metro Convention and Visitors Bureau.
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The Built Environment

Another dimension of the tourism phenomenon is the built environment that has
been created by humans. This built environment first includes the culture of the
residents of the host region. As discussed in Chapter 10, the culture of a people re-
flects many dimensions of its past development and its current way of life. Culture
is relatively a very permanent characteristic of a destination, and one that cannot
(and should not) be changed simply to enhance tourism development.

The infrastructure of a tourism destination is yet another dimension that has not
been put in place mainly to serve tourism. Such basic things as roads, sewage systems,
communication networks, and many commercial facilities (supermarkets and retail
stores) have been put in place to meet the needs of local residents. While these com-
ponents of the infrastructure can also be important to visitors, their primary functions
are related to the ongoing daily needs of residents. In contrast, a destination’s tourism
superstructure includes those facilities that have been developed especially to re-
spond to the demands of visitors. The most obvious examples include hotels, restau-
rants, conference centers, car rentals, and major attractions. Because of their special
tourism orientation, the characteristics of components of the superstructure are es-
sentially determined by visitor wishes rather than resident desires, even though resi-
dents often desire many benefits from certain elements of the tourism superstructure.

Technology is one of the most recent, and still increasingly influential, dimen-
sions of the built environment that is shaping the nature of both tourism products/
services and travel experiences. In many ways, technology can be viewed as one of
the most distinctive and most powerful characteristics of the built environment
since the dawn of modern tourism following World War II. The advent of jet air-
craft and the massive invasion of telecommunications technology, linked closely
with computer technology, have had a dramatic impact on the very essence of the
tourism phenomenon. Indeed, each of these aspects of technology has become so
pervasive and so important that they, in fact, represent very specialized elements of
both the tourism infrastructure and superstructure. However, because of their
unique identification with the modern era of the built environment, each merits
specific identification.

A recent addition to the built environment of a destination is that of informa-
tion. Increasingly, the success of a destination is determined by its ability to assem-
ble, interpret, and utilize information in an effective manner. Information is of
several types: information concerning the potential tourism market, which is es-
sential for destination design and development; information on the level of satis-
faction of current visitors regarding the quality, or enjoyment, of their visitation
experience; information regarding competitors and their activities; information
concerning the functioning or performance of the destination in its efforts to prof-
itably provide attractive experiences to visitors; and information concerning the ex-
tent to which residents of the host region understand and support tourism as a
long-term component of the socioeconomic system.

Finally, a dimension of tourism that often receives inadequate attention is the
overall system of governance within which the tourism system functions. This topic
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is discussed in greater detail in Chapter 15. For present purposes, it should be
noted that the system of governance surrounding tourism (the legal, political, and
fiscal systems regulating its functioning) has a profound impact on the ability of a
destination to compete in the international marketplace and subsequently plays a
major role in determining the profitability of individual firms. While the system of
governance of a country or region may be viewed as an evolutionary dimension of
overall culture, it is subject to influence and change within an observable time
frame. Sometimes these changes can be quite dramatic and can occur in a rela-
tively short period of time in cultural terms. Recent high-profile examples include
the worldwide phenomenon of deregulation and privatization and the more fo-
cused process of economic (and eventually social) integration brought about by
the formation of regional trade blocs such as the European Union (EU) and the
North American Free Trade Agreement (NAFTA). Parallel initiatives in Asia are
Asia Pacific Economic Cooperation (APEC) and the Association of SouthEast Asia
Nations (ASEAN). Even more recently, the events of September 11, 2001, have in-
cited many governments to introduce new regulations concerning airline travel
and entry to countries that impact on both domestic and international travel.

Operating Sectors of the Tourism Industry

The operating sectors of the tourism industry represent what many of the general
public perceive as “tourism.” First and foremost, the transportation sector (see
Figure 1.2), comprising of airlines, bus companies, and so on, tends to typify the
movement of people and travel (see Chapter 5). The accommodation sector, which
includes many well-known “brands” such as Hilton, Marriott, Howard Johnson,
Best Western, and so on, is highly visible to the public. Similarly, the food services
sector also contains a broad spectrum of brands and logos that have become part
of everyday life in many communities. Examples include the world-famous fast-
food chains (McDonald’s, Pizza Hut, Burger King, KFC) and internationally known
gourmet restaurants such as Maxim’s in Paris and Alfredo’s in Rome. The accom-
modations and food service sectors are covered in Chapter 6.

The attractions sector also contains many well-known icons in the tourism in-
dustry. The undisputed leader of the attraction world is Disneyland/Walt Disney
World. Other world-famous attractions include the upscale Louvre museum in
Paris, France; the Hermitage in St. Petersburg, Russia; Marineland and Knott’s
Berry Farm in the United States; the pyramids in Egypt; Stonehenge in the United
Kingdom; the Acropolis in Athens, Greece; and Niagara Falls, Canada. Attractions
are the primary focus of Chapter 8.

Closely related to attractions is the events sector. Its icons include the
Oktoberfest in Munich, Germany; the Calgary Stampede in Canada; the Mardi
Gras of New Orleans and Rio de Janeiro, Brazil; the Boston Marathon; and the
Super Bowl in the United States; as well as such transient events as World Cup
Soccer and the International Summer and Winter Olympic Games.

The adventure and outdoor recreation sector is one of the most rapidly
growing components of modern tourism. Changes in demographics, values, and
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lifestyles are creating increasing demand for activities such as golfing, skiing, snow-
boarding, white-water rafting, parasailing, hang gliding, mountain biking, and
mountaineering. Most of these activities are characterized by both an element of
thrill seeking and an element of being outdoors. A closely related desire for close-
ness to nature has given rise to the phenomenon of ecotourism, an ill-defined and
often abused term for any type of travel activity in a natural setting (see Chapters
8 and 17).

At the other end of the “natural-manufactured” spectrum is the equally fast-
growing component of entertainment. Certain destinations, most notably Las
Vegas, Nashville, and Branson, Missouri, have grown up on a heavy diet of world-
famous entertainers. More traditionally, New York/Broadway and Los Angeles/
Hollywood have used various aspects of the entertainment industry to consolidate
their worldwide reputations as “must see” destinations.

Less glamorous, but still essential to the success and well-being of the tourism
industry, are the travel trade sector and tourism services (see Chapter 7). The
travel trade is composed of the retail travel agent and the wholesale tour operator.
Both of these entities are critical to linking “experience suppliers” and the tourist.
The multifaceted travel industry services sector provides yet another type of critical
support for successful tourism. Computer support services, retail services, financial
services, specialized consulting services, and tourism educators all make an impor-
tant and usually unique contribution to the effective and efficient functioning of
the complex tourism system. While the public (and even many firms themselves)
do not identify themselves as part of the tourism juggernaut, the fact remains that,
as soon as any one of these services becomes deficient, tourism suffers.

Spirit of Hospitality

As discussed above, the operating sectors of tourism are responsible for delivering
high-quality, memorable experiences. Care must be taken, however, to wrap these
experiences in a warm spirit of hospitality. Quite simply, it is not enough to deliver
all the attributes of an experience in a cold or detached manner. Each individual
visitor must feel that he or she is more than a source of cold cash revenue for the
business or destination. Rather, visitors have a natural human desire for warm ac-
ceptance as they seek to enjoy the range of experiences the destination has to of-
fer. As such, the challenge facing destinations is to deliver their experiences in a
way that enables the visitors to believe they are welcome, that they truly are guests.

While tourists naturally recognize that they are transient visitors, destinations
must first train industry personnel to treat the tourist with fairness, respect, and a
level of politeness. Second, the destination must encourage its permanent resi-
dents to behave as friendly hosts to visitors who are in unfamiliar surroundings.
They should convey a friendly attitude and, when required, offer basic information
and a helpful hand. These small but important gestures will do much to foster a
destination spirit of hospitality that will, in turn, greatly enhance the perceived
value of all the other aspects of the visitation experience.
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The Anchorage Welcome Sign is but one means that communities use to convey to visitors the warm hospitality
that local residents wish to offer to all tourists as they arrive at the destination. Photo courtesy of Travel Alaska.

Planning, Development, Promotion, and Catalyst Organizations

It is widely acknowledged that the success of tourism ultimately depends on the
competence and ability of all of the operating sectors discussed above (i.e., the front
line of tourism) to deliver a quality experience to each tourist—one person at a
time. There is another hidden component of tourism that is equally important in
determining the success of a tourism destination. It is known by the unwieldy name
of planning, development, promotion, and catalyst organizations (PDPCO). It is the
visionaries, policy makers, strategic planners, and individuals and groups who “make
the right things happen” that are increasingly a determinant of successful tourism. In
effect, in tourism it is as critical that we “do the right things” as that we “do things
right.” This means simply that policy makers need to ensure that their destination of-
fers the kinds of travel experiences that are most appropriate to the visitor, always
keeping in mind any limitations imposed by the resources of the destination.

Once the appropriate experiences have been identified through effective plan-
ning, it is essential to ensure that plans are translated into the facilities, events, and
programs that are necessary to provide the visitor with the given experience “on
the ground.”

The organization responsible for providing the insight and leadership neces-
sary to envisage and bring policies and plans into reality is increasingly referred to
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as the destination management organization (DMO). The specific identity of this
organization depends on the “level” of the destination. In most countries, policy
and planning involve two very important categories of stakeholders, namely, the
public sector (governments) and the private sector (see Figure 1.2). At the national
level, governments are usually represented by a national government tourism of-
fice (such as a department of tourism or a national tourism corporation). A na-
tional travel/tourism industry association typically represents the private sector.

At the state/provincial level, the public/private sector organizations are
usually known respectively as the state/provincial government tourism office and
the state/provincial travel industry association. The parallel equivalent at the
city/municipal or regional level are local and city government tourism departments
and local and city tourism associations or, more commonly, a convention and visi-
tor bureau (CVB) (see Chapter 4).

The Importance of Integrated/Collaborative Planning and Development

One dimension of Figure 1.2 that is essential to note is the “wavy line” that forms
the interface between the public and private sectors at all levels. This line is in-
tended to convey the importance of integrated or collaborative planning and de-
velopment efforts. Because both the public and private sectors each control (and
often operate) an important percentage of tourism facilities, events, and programs,
it is critical that policy, planning, and development efforts be continuously carried
out within a joint, cooperative, collaborative organizational framework. Failure to
acknowledge the importance of this reality leads only to antagonism, strife, and dis-
jointed strategic planning and development. As such, each destination must strive
to create DMOs where collaboration is built into the design. The actual name of the
organization (be it a tourism authority, a tourism council, or a tourism partnership)
matters little. What is important is the quality of the collaboration that occurs.

The Processes, Activities, and Outcomes of Tourism

Another dimension of Figure 1.2 that needs to be understood is the nature of the
processes and activities that both surround and occur within the tourism system
and that in the end create the outcomes that are the essence of the phenomenon
we call tourism.

We have previously addressed the issue of organizing the components of
tourism so that they work together effectively. As indicated, a common result of
these organizational efforts is the creation of a DMO. For successful tourism, the
DMO, in collaboration with all stakeholders, must define the tourism philosophy
of the destination and formulate a supportive policy, vision, and strategy (see
Chapter 15). These, in turn, provide direction and guidance for the detailed plan-
ning and development initiatives that will ultimately determine the nature and
quality of the experiences the destination is capable of offering (see Chapter 16).

The availability of these “experience offerings” must be made known to po-
tential visitors through effective marketing, defined in the broadest sense (see
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Chapter 19). Such marketing includes highly visible promotional efforts as well as
the less glamorous dimensions of pricing and distribution of the travel products/
experiences.

Successful marketing will attract a broad range of visitors whose behaviors pro-
vide them with enjoyment and the memorable experiences associated with these
behaviors. These behaviors can give rise to both positive and negative impacts. The
positive impacts pertain largely to the economic benefits (income and employ-
ment) that tourism provides. The negative impacts largely concern the ecological,
social, cultural, and commemorative integrity of the destination.

The success of marketing efforts requires two subsequent activities. The first is
a systematic monitoring of the levels and quality of visitation as well as visitor satis-
faction regarding experiences and the destination (see Chapter 18). The second is
a comprehensive program of stewardship to ensure that the success of tourism
does not destroy the natural resources on which tourism depends so heavily (see
Chapter 17).

The final activity that is essential to long-term success of tourism is an ongoing
process of evaluation. Evaluation is simply an attempt to carefully assess the ap-
propriateness, the effectiveness, the efficiency, and the overall performance of all
components and processes in the tourism system. The results of the evaluation pro-
vide a critical source of information for the next ongoing stages of policy formula-
tion, visioning, and strategic planning and development.

Careers in Tourism

All of the foregoing segments, sectors, and organizations require people to make
the various processes work and to make the broad range of activities and experi-
ences available to travelers. It is these “experiences” that are the tourism product,
the intended outcome of the tourism phenomenon. The people in the tourism in-
dustry who provide these experiences, as in any industry, must perform a vast
number of organizational functions. These functions range from relatively simple
jobs to highly sophisticated and demanding tasks (see Chapter 3). All are impor-
tant in providing a truly memorable vacation experience or efficient business
travel.

The tourism industry is often characterized by the large number of frontline
service jobs that must be performed for tourism to function effectively. For exam-
ple, the accommodation sector requires bell staff, front desk staff, and room main-
tenance staff. The food services sector requires cooks, waitstaff, bartenders, and
kitchen maintenance staff. The attractions sector requires facilitation and equip-
ment operators, as do the entertainment, event, and transportation sectors. The
adventure and outdoor recreation sector needs guides and group leaders. The
travel trade and tourism services sectors must have the personnel to assist travelers
as they plan their trips, and then to meet their many needs for information and as-
sistance throughout their travel experiences. As can be surmised, the performance
of the many tasks identified above requires many thousands of individuals who are
trained to perform each specialized task in an effective and friendly manner.
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But this is only the “face of tourism” that encompasses the many service jobs
for which tourism is sometimes criticized, and even ridiculed. Behind this face
(that incidentally provides many essential part-time and first-time jobs for students
and less-skilled members of our society) are an extremely large number of highly
attractive career positions that require sophisticated technical skills and/or mana-
gerial training. These career positions are attractive in two very different ways. First,
they provide challenges equal to those in virtually any other industry. Second, the
nature of tourism means that many of these careers are pursued in very attractive
physical settings and among people who generally like to see others enjoy life. The
career path of the manager of a large vacation resort, while just as challenging as
those in many other sectors, offers both an attractive income and a lifestyle that is
simply not available in many other sectors or professions.

BASIC APPROACHES TO THE STUDY OF TOURISM

Tourism commonly is approached through a variety of methods. However, there is
little or no agreement on how the study of tourism should be undertaken. The fol-
lowing are several methods that have been used.

Institutional Approach

The institutional approach to the study of tourism considers the various interme-
diaries and institutions that perform tourism activities. It emphasizes institutions
such as the travel agency. This approach requires an investigation of the organiza-
tion, operating methods, problems, costs, and economic place of travel agents who
act on behalf of the customer, purchasing services from airlines, rental car compa-
nies, hotels, and so on. An advantage of this approach is that the U.S. Census
Bureau conducts a survey every five years on selected services that includes travel
agents and lodging places, thus providing a database for further study.

Product Approach

The product approach involves the study of various tourism products and how they
are produced, marketed, and consumed. For example, one might study an airline
seat—how it is created, the people who are engaged in buying and selling it, how
it is financed, how it is advertised, and so on. Repeating this procedure for rental
cars, hotel rooms, meals, and other tourist services gives a full picture of the field.
Unfortunately, the product approach tends to be too time-consuming; it does not
allow the student to grasp the fundamentals of tourism quickly.

Historical Approach

The historical approach is not widely used. It involves an analysis of tourism activities
and institutions from an evolutionary angle. It searches for the cause of innovations,
their growth or decline, and shifts in interest. Because mass tourism is a fairly re-
cent phenomenon, this approach has limited usefulness.
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Managerial Approach

The managerial approach is firm-oriented (microeconomic), focusing on the
management activities necessary to operate a tourist enterprise, such as planning,
research, pricing, advertising, control, and the like. It is a popular approach,
using insights gleaned from other approaches and disciplines. Although a major
focus of this book is managerial, readers will recognize that other perspectives are
also being used. Regardless of which approach is used to study tourism, it is im-
portant to know the managerial approach. Products change, institutions change,
and society changes; this means that managerial objectives and procedures must
be geared to change to meet shifts in the tourism environment. The jJournal of
Travel Research and Tourism Management, leading journals in the field, both feature
this approach.

Economic Approach

Because of its importance to both domestic and world economies, tourism has
been examined closely by economists, who focus on supply, demand, balance of
payments, foreign exchange, employment, expenditures, development, multipli-
ers, and other economic factors. This approach is useful in providing a framework
for analyzing tourism and its contributions to a country’s economy and economic
development. The disadvantage of the economic approach is that whereas tourism
is an important economic phenomenon, it has noneconomic impacts as well. The
economic approach does not usually pay adequate attention to the environmental,
cultural, psychological, sociological, and anthropological approaches. Tourism
Economics is a journal utilizing the economic approach.

Sociological Approach

Tourism tends to be a social activity. Consequently, it has attracted the attention of
sociologists, who have studied the tourism behavior of individuals and groups of
people and the impact of tourism on society. This approach examines social
classes, habits, and customs of both hosts and guests. The sociology of leisure is a
relatively undeveloped field, but it shows promise of progressing rapidly and be-
coming more widely used. As tourism continues to make a massive impact on soci-
ety, it will be studied more and more from a social point of view.

A prime reference in this area is The Tourist: A New Theory of the Leisure Class, by
Dean MacCannell (Schocken Books, New York, 1976). Erik Cohen, of the Hebrew
University of Jerusalem, has made many contributions in this area. Graham M. S.
Dann, of the University of Luton, United Kingdom, has been a major contributor
to the tourism sociology literature as well.

Geographical Approach

Geography is a wide-ranging discipline, so it is natural that geographers should be
interested in tourism and its spatial aspects. The geographer specializes in the
study of location, environment, climate, landscape, and economic aspects. The



24

CHAPTER 1 | Tourism in Perspective

geographer’s approach to tourism sheds light on the location of tourist areas,
the movements of people created by tourism locales, the changes that tourism
brings to the landscape in the form of tourism facilities, dispersion of tourism de-
velopment, physical planning, and economic, social, and cultural problems.
Because tourism touches geography at so many points, geographers have inves-
tigated the area more thoroughly than have scholars in many other disci-
plines. Because the geographers’ approach is so encompassing—dealing with
land use, economic aspects, demographic impacts, and cultural problems—a
study of their contributions is highly recommended. Recreational geography is a
common course title used by geographers studying this specialty. Because
tourism, leisure, and recreation are so closely related, it is necessary to search for
literature under all these titles to discover the contributions of various fields.
Geographers were instrumental in starting both the Journal of Leisure Research and
Leisure Sciences. Another journal, Tourism Geographies, was launched in February
1999 with the aim of providing a forum for the presentation and discussion of ge-
ographic perspectives on tourism and tourism-related areas of recreation and
leisure studies.

Interdisciplinary Approaches

Tourism embraces virtually all aspects of our society. We have cultural and heritage
tourism, which calls for an anthropological approach. Because people behave in
different ways and travel for different reasons, it is necessary to use a psychological
approach to determine the best way to promote and market tourism products.
Because tourists cross borders and require passports and visas from government of-
fices, and because most countries have government-operated tourism development
departments, we find that political institutions are involved and are calling for a po-
litical science approach. Any industry that becomes an economic giant affecting
the lives of many people attracts the attention of legislative bodies (along with that
of the sociologists, geographers, economists, and anthropologists), which create
the laws, regulations, and legal environment in which the tourist industry must op-
erate; so we also have a legal approach. The great importance of transportation
suggests passenger transportation as another approach. The fact simply is that
tourism is so vast, so complex, and so multifaceted that it is necessary to have a
number of approaches to studying the field, each geared to a somewhat different
task or objective. Figure 1.3 illustrates the interdisciplinary nature of tourism stud-
ies and their reciprocity and mutuality. The Annals of Tourism Research, an interdis-
ciplinary social sciences journal, is another publication that should be on the
serious tourism student’s reading list.

The Systems Approach

What is really needed to study tourism is a systems approach. A system is a set of in-
terrelated groups coordinated to form a unified whole and organized to accom-
plish a set of goals. It integrates the other approaches into a comprehensive
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Figure 1.3  Disciplinary inputs to the tourism field. Adapted from Jafar jafari, University of Wisconsin-Stout, Study of

Tourism: Choices of Discipline and Approach.

method dealing with both micro and macro issues. It can examine the tourist firm’s
competitive environment, its market, its results, its linkages with other institutions,
the consumer, and the interaction of the firm with the consumer. In addition, a sys-
tem can take a macro viewpoint and examine the entire tourism system of a coun-
try, state, or area and how it operates within and relates to other systems, such as

legal, political, economic, and social systems.
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EcoNoMIC IMPORTANCE

The World Travel and Tourism Council (WTTC) has been measuring the eco-
nomic impact of travel and tourism for the world, regions, and OECD countries
since 1991. In 1992 they released their first estimates indicating that travel and
tourism is one of the world’s largest industries and a generator of quality jobs.
They continue their measurement efforts, and Table 1.1 shows their most recent
world estimates for 2005 and forecasts for 2015. In 2005 the global travel and
tourism industry was expected to generate $4.7 trillion of economic activity and
over 221 million jobs (direct and indirect). Travel and tourism is projected to grow
to $7.8 trillion of economic activity and over 269 million jobs by 2015.

Globally in 2005, the travel and tourism economy (direct and indirect) em-
ployment is estimated at 221,568,000 jobs, 8.3 percent of total employment, or 1 in
every 12.0 jobs. By 2015, this should total 269,556,000 jobs, 8.9 percent of total em-
ployment or 1 in every 11.2 jobs. The world travel and tourism economy’s contri-
bution to gross domestic product is expected to total 10.6 percent ($4.7 trillion) in
2005 and rise to 11.3 percent ($7.8 trillion) in 2015.

The economic figures cited show that tourism has grown to be an activity of
worldwide importance and significance. For a number of countries, tourism is the
largest commodity in international trade. In many others, it ranks among the top
three industries. Tourism has grown rapidly to become a major social and eco-
nomic force in the world.

The 2005 WTTC estimates for the world is the fifth set of Tourism Satellite
Accounting (TSA) that Oxford Economic Forecasting has prepared for WI'TC. The
first, commissioned in 2001, reengineered the models previously developed during
the 1990s. The second, prepared in 2002, served an important role in helping to
quantify the tragic events of September 11, 2001, on tourism. The third in 2003, sig-
nificantly upgraded and enhanced the quality, sophistication, and precision of the

TABLE 1.1 WoRrLD EcoNoMIC IMPACT: ESTIMATES AND FORECASTS
2005 2015
WORLD US$ BiLLioN % or ToT US$ BiLLioN % or ToT

Personal Travel & Tourism 2,833.1 10.4 4,602.0 11.0
Business Travel 652.9 — 962.7 —
Government Expenditures 285.3 — 4174 —
Capital Investment 918.0 9.4 1,673.0 10.0
Visitor Exports and Other Exports 1,512.5 12.0 3,023.5 11.0
Travel & Tourism Demand 6,201.5 — 10,678.5 —
T&T Industry GDP 1,712.4 3.8 2,660.6 3.9
T&T Economy GDP 4,745.7 10.6 7,798.7 11.3
T&T Industry Employment (000) 74,223.0 2.8 85,621 2.8
T&T Economy Employment (000) 221,568.0 8.3 269,556 8.9

Source: World Travel and Tourism Council.
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STATISTICAL DATA AVAILABILITY

One of the problems in collecting and report- spective on the size and importance of the in-
ing statistical data for a book is the data lag. As dustry and its sectors. Users are encouraged to
this book was being revised, 2003 data were just  access the sources provided to update the infor-
becoming available. Unfortunately, data lags are ~ mation and determine if trends are continuing

increasing rather than decreasing. This disturb-  or changing. One of the best ways to do that is
ing reality is especially upsetting when one con-  to get on the Internet. Web site addresses are
siders that travel is a dynamic and changing provided in many cases to enable you to locate
industry. The data in this book provide a per- the latest information available.

TSA research and presented a second (worst-case) scenario for the Iraq war. The
2004 research increased the world coverage by adding thirteen countries not previ-
ously included in the TSA research, bringing the total number of countries included
to 174. The 2005 research is now firmly anchored in the international standard for
tourism satellite accounting that was developed by WT'O, OECD, and Eurostat, and
approved by the United Nations Statistical Commission in 2000 (see Chapter 14 for
further discussion of tourism satellite accounting). Visit the WITC Web site
(http:/ /www.wttc.org) for the latest estimates and forecasts for 174 countries.

As tourism has grown, it has moved from being the province of the rich to being
accessible to the masses, involving millions of people. The WTO attempts to docu-
ment tourism’s growth in their annual publications entitled Tourism Highlights and
Compendium of Tourism Statistics. Table 1.2 shows WTO international tourist arrival
data up to 2004 and the strong rates of growth for the last several decades marred

TABLE 1.2 INTERNATIONAL TOURIST ARRIVALS: 1950, 1960, 1970, AND 1980—2004
ARRIVALS PERCENT OF ARRIVALS PERCENT OF

YEAR (MILLIONS) GROWTH YEAR (MILLIONS) GROWTH
1950 25 — 1991 461 1
1960 69 176 1992 503 9
1970 166 141 1993 516 3
1980 288 73 1994 538 4
1981 290 1 1995 550 2
1982 290 0 1996 581 6
1983 293 1 1997 603 4
1984 320 9 1998 623 3
1985 330 3 1999 645 4
1986 341 3 2000 688 7
1987 367 8 2001 684 —0.6
1988 394 7 2002 704 3
1989 425 8 2003 695 -1
1990 456 8 2004 760 10

Source: World Tourism Organization (WTO).
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by slight downturns in 2001 and 2003. WTO states that tourism is the world’s
largest growth industry with long-term signs being very positive. Their study,
Tourism 2020 Vision, forecasts that international arrivals will exceed 1 billion by
2010, and 1.6 billion by 2020. Whether it is WTO or WI'TC, dramatic growth ap-
pears to be in the future forecasts.

WTO’s 2003 estimate of 695 million tourist arrivals was a result of an excep-
tionally difficult year in which negative factors came together (the Iraq war, terror-
ism fears, the Severe Acute Respiratory Syndrome [SARS], and a persistently weak
world economy), causing a 1.2 percent decline in arrivals compared to 2002.

Preliminary arrival data from WTO for 2004 shows that after three years of stag-
nant growth, international arrivals rebounded sharply to a new record of 760 mil-
lion for an increase of 10 percent. All regions recorded growth and produced the
best results in twenty years.

While 2004 was a record tourism year, the entire world tourism community was
shocked and saddened by the tsunami that struck the Indian Ocean on December
26, causing unprecedented loss of life and damage. In spite of the huge number of
victims and destruction, the tsunami will have only a limited impact on world
tourism in 2005. Reasons for this are that the six most affected Asian countries are
estimated to possess less than 1 percent of the global market share. Also, most of
the damage occurred along limited parts of coastal areas. The vast majority of
tourist destinations in the affected countries remain untouched and fully opera-
tional, such as Bangkok and Chiangmai in Thailand, Goa and most of India, and
the Indonesian island of Bali. The present expansion of tourism in Asia and the
Pacific is at a record pace. In 2004 the region enjoyed the greatest expansion of
both its economy and its tourism, and this growth is continuing. Finally, it should
be remembered that the tourism industry is resilient. Experience with past disas-
ters indicated that tourism has a remarkable capacity for recovery.

Top Ten

The world’s top ten tourism destinations are shown in Table 1.3. France ranks num-
ber one in tourism arrivals, with 75.0 million, followed by Spain, the United States,
Italy, and China. These five leading destinations account for 34.7 percent of the world
volume of tourism flows. The top ten countries account for about 50 percent of the
flows. While this is a heavy geographical concentration, the trend is toward a gradual
diversification with the emergence of new destinations in the Asia-Pacific regions. In
the ranking by international tourist arrivals the most significant modification is expe-
rienced by Canada, moving from the seventh to the tenth position as a result of the
13 percent decrease suffered in 2003 due to SARS. The benefiting destinations were
Austria, climbing two positions to seventh, and Germany, climbing one to ninth.

A similar concentration pattern emerges if countries are classified according to
their tourism receipts. Table 1.4 shows the rank of countries by international
tourism receipts, with the United States leading, followed by Spain, France, Italy,
Germany, United Kingdom, China, Austria, Turkey, and Greece. The order of
tourism earners reflects the impact of SARS and the exchange rate fluctuations ex-
perienced in 2003, with European destinations moving up and Asian destinations
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TABLE 1.3 WORLD’s Top TEN TOURISM DESTINATIONS, 2003
International Tourist
Arrivals (million) % Change
RANK COUNTRY 2002 2003%* 02/01 03%/02
1 France 77.0 75.0 2.4 —2.6
2 Spain 52.3 52.5 45 0.3
3 United States 41.9 40.4 —6.7 —3.6
4 Italy 39.8 39.6 0.6 —0.5
5 China 36.8 33.0 11.0 —10.3
6 United Kingdom 24.2 24.8 5.9 2.6
7 Austria 18.6 19.1 2.4 2.6
8 Mexico 19.7 18.7 4.6 -4.9
9 Germany 18.0 18.4 0.6 2.4
10 Canada 20.1 17.5 1.9 —12.7

*Data as collected in WTO database June 2004.

Source: World Tourism Organization (WTO).

moving down. Germany and the United Kingdom each gained one position, while
Greece entered the list. China lost two ranks and Hong Kong (China) disappeared
from the first ten. For world tourism statistics, a visit to the World Tourism Organi-
zation’s Web site is a must: http://www.world-tourism.org.

Canada

Canada was the world’s tenth most popular tourism destination in 2003, with 17.5
million international visitors, dropping from seventh in 2002, according to the WTO.
Provisional estimates show that Canada had a 2.5 percent share of the world total.

TABLE 1.4 WoRLD’s Tor TEN TOURISM EARNERS, 2003
International Tourist Receipts
(USS$ billion) % Change
RANK COUNTRY 2002 2008 * 02/01 0g3%/02
1 United States 66.5 65.1 -74 —2.2
2 Spain 33.6 41.7 2.2 24.1
3 France 32.3 36.6 7.8 13.2
4 Italy 26.9 31.3 4.3 16.2
5 Germany 19.2 23.0 4.0 20.0
6 United Kingdom 17.6 19.4 8.1 10.5
7 China 20.4 17.4 14.6 —14.6
8 Austria 11.2 13.6 11.1 21.0
9 Turkey 11.9 13.2 18.2 10.9
10 Greece 9.7 10.7 3.1 9.9

*Data as collected in WTO database June 2004.

Source: World Tourism Organization (WTO).
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Results from Canada National Tourism Indicators (NTI) show that tourism
spending in Canada for 2003 reached $50.0 billion, a 1.8 percent decrease from
2002. Foreign visitors spent an estimated $15.8 billion in Canada, while domestic
travelers spent the remainder, $35.1 billion. The foreign tourism spending had a
sharp decline at 11.5 percent from 2002. The NTI numbers also show that em-
ployment generated by tourism totaled 572,800 full- and part-time jobs in 2003,
down 1.2 percent from 2002.

Canadians love to travel, and they recorded the highest level travel deficitin 10
years, increasing from $1.9 billion in 2002 to an estimated $4.3 billion in 2003 (up
132 percent). This was caused by a sharp decline in spending by nonresident trav-
elers in Canada and a slight increase in travel spending by residents. While the Iraq
war and the SARS crisis were the main reasons for foreign travelers to travel less
and spend less in Canada, the stronger Canadian dollar may have contributed to
an increase in travel and spending by Canadians abroad.

United States

In the United States, tourism is ranked as the third largest retail industry behind
automobile and food sales. In employment, it is second to health services.
Although tourism is often thought of as leisure travel, it also encompasses business
and convention travel, meetings, seminars, recreation, student travel (if less than a
year), transportation services, and accommodations. According to the Travel
Industry Association of America (TIA) research department, travel and tourism
generated $601.5 billion in spending in 2000, a record that has not yet been
equaled. This total includes expenditures by foreign travelers, domestic travelers,
and international passenger fares. The U.S. travel industry, already a leading em-
ployer, will continue its role as a job creator for Americans as it recovers from the
impacts of September 11 and the Iraq war.

In 2003, the U.S. travel industry received more than $570.2 billion from do-
mestic and international travelers (including international passenger fares). These
travel expenditures, in turn, generated nearly 7.2 million jobs for Americans, with
$158.4 billion in payroll income. Approximately one out of every eighteen U.S. res-
idents in the civilian labor force was employed due to direct travel spending in the
U.S. during 2003.

Traveler spending in the United States is projected to total $624.1 billion in
2005 and $652.9 billion in 2006, according to TIA’s forecasts. Readers are encour-
aged to examine the TIA Travel Forecast, which is based on TIA’s Travel Forecast
Model. It also includes inbound travel data from the U.S. Commerce Department’s
International Trade Administration. It is the opinion of the authors that TIA is the
most authoritative source of information on the U.S. travel industry, and you
should visit their extensive Web site (http://www.tia.org).

Directly or indirectly, tourism is part of the fabric of most of the world’s indus-
tries, including transportation, retailing, advertising, sports, sporting goods and
equipment, clothing, the food industry, and health care. Tourism also plays a part
in most communication media, particularly in the travel sections of newspapers.
There are many print and visual media of direct interest to tourism. Media is also
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important to those engaged in marketing tourism, such as airlines, cruise lines, mo-
torcoach and rail lines, tour companies, travel agencies, auto rental companies, ac-
commodations, attractions, and tourism educational organizations.

Politicians at all levels are typically very concerned with tourism. They look in-
creasingly at tourism as a tool for economic development. In development, they
have enacted laws requiring land-use plans with subsequent zoning and building
codes to control location, number, and manner of construction of tourist facilities.
Parks and recreation programs are enjoyed by tourists as well as local residents.
Many governments impose taxes, all or part of which are paid directly or indirectly
by tourists and their suppliers. The power of tourism politically is sometimes man-
ifested in unusual ways. An example was the threat of a travel boycott of Alaska by
environmental groups protesting the state’s planned aerial shooting of three hun-
dred wolves. The plan was canceled.

Many industry analysts project a doubling of tourism by the year 2020, with
constructive government policies. We believe that such policies will indeed be
forthcoming if tourism leaders will convey their message effectively. It is in all our
interests to achieve this growth, provided that it is accomplished in an intelligent,
planned, and thoughtful manner by developers and the public alike. There is an
unequivocal responsibility to review the social and environmental factors vigilantly
in order to preserve and enhance those qualities that give any destination its spe-
cial appeal and character. These comprise its culture, natural resources, host pop-
ulation, and the spirit of the place. We hope that you will strive to assist in the
achievement of these ultimate worthy goals.

BENEFITS AND COSTS OF TOURISM

Tourism brings both economic and noneconomic benefits and costs to host com-
munities. Some of the considerable economic impact and benefits were described
in the preceding section. There are additional areas of benefit that have not re-
ceived much research attention. These relate to the benefits occurring to the trav-
eler, such as the contribution of pleasure travel to rest and relaxation, the
educational benefit, the understanding of other people and cultures, and the phys-
ical and mental well-being of the traveler.

There is no question that tourism delivers benefits, but tourism is not perfect.
Even advocates for tourism such as your authors (we have been accused of being
cheerleaders for tourism) acknowledge that tourism is not an unqualified blessing.
There are costs and benefits, and they do not accrue equally. Many of the social
costs incurred are difficult or impossible to measure. Books such as The Golden
Hordes, Tourism: Blessing or Blight, and The Holiday Makers (see the Selected
References) point out some of the unpleasant aspects of tourism. Improperly
planned and developed tourism can create problems. The demands of tourism
may come into conflict with the needs and wishes of local residents. Thoughtless
development, inappropriate development, overdevelopment, or unfinished devel-
opment can easily damage the environment.
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Tourism has been blamed for polluting beaches; raising the price of labor,
land, goods, and so on; spoiling the countryside; contaminating the values of na-
tive people; crowding; congestion; noise; litter; crime; loss of privacy; creating so-
cial tensions; environmental deterioration; lack of control over a destination’s
future; and low-paid seasonal employment. These problems are common to many
forms of development and in many cases represent dissatisfaction with the status
quo or overdevelopment. They emphasize the need for a coordinated overall eco-
nomic development plan, of which tourism will be one part.

We must accept that tourism is neither a blessing nor a blight, neither poi-
son nor panacea. Tourism can bring great benefits, but it can also bring social
problems. The world has experience in how to increase the benefits of tourism,
and at least some experience in how to lessen social problems. What has to be
done is to balance the benefits and costs to come up with the best cost/benefit
result.

Tourism students and executives must have a clear understanding of both
the positive and negative impacts of tourism on the quality of life of a nation,
a province or state, or a community. What are the positive aspects? The negative
aspects? We need a balance sheet. First we look at the plus side of the ledger;
tourism:

e Provides employment opportunities, both skilled and unskilled, because it is a
labor-intensive industry

* Generates a supply of needed foreign exchange
¢ Increases incomes

* Creates increased gross national product

 Can be built on existing infrastructure

¢ Develops an infrastructure that will also help stimulate local commerce and
industry

 Can be developed with local products and resources
 Helps to diversify the economy

* Tends to be one of the most compatible economic development activities avail-
able to an area, complementing other economic activities

* Spreads development
e Has a high multiplier impact
* Increases governmental revenues

* Broadens educational and cultural horizons and improves feelings of self-
worth

» Improves the quality of life related to a higher level of income and improved
standards of living
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* Reinforces preservation of heritage and tradition
» Justifies environmental protection and improvement

* Provides employment for artists, musicians, and other performing artists be-
cause of visitor interest in local culture, thereby enhancing the cultural
heritage

* Provides tourist and recreational facilities that may be used by a local
population

* Breaks down language barriers, sociocultural barriers, class barriers, racial
barriers, political barriers, and religious barriers

* Creates a favorable worldwide image for a destination
e Promotes a global community
e Promotes international understanding and peace

On the minus side of the ledger we find a number of problems that can be created
by tourism, especially by its overdevelopment:

* Develops excess demand for resources

* Creates the difficulties of seasonality

 Causes inflation

e Can result in unbalanced economic development

* Creates social problems

 Degrades the natural physical environment and creates pollution
 Degrades the cultural environment

e Increases the incidence of crime, prostitution, and gambling
e Increases vulnerability to economic and political changes

e Threatens family structure

o Commercializes culture, religion, and the arts

e Creates misunderstanding

* Creates conflicts in the host society

* Contributes to disease, economic fluctuation, and transportation
problems

Like all change, tourism exacts a price. However, it is here, it is huge, and it needs
to be planned and managed. The challenge is to get the right balance, which is to
have the benefits outweigh the costs and take steps to lessen the unfavorable im-
pacts that are a part of change. Tourism development must be a part of overall eco-
nomic development and must be done in a manner that is sustainable.
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SUMMARY

In this chapter we have examined the subject of tourism. The rapid growth in the
movement of people, both domestically and internationally, has brought about an
industry of vast proportions and diversity. Also, it is universal—found in all coun-
tries of the world, but in greatly varied qualities and proportions.

The economic importance and future prospects are also worthy of careful
study. These considerations lead to the ways in which the study of tourism can be
undertaken. There are a number of basic approaches to the study of tourism, and
in this book we include all of them in the various chapters. By the time you com-
plete the book you will know a great deal about the social and economic implica-
tions of tourism, and you will have developed a keen interest in our world and the
fascinating panorama of places, peoples, cultures, beauty, and learning that travel
provides in such abundance.

KEY CONCEPTS

accommodation
adventure and outdoor recreation
attractions

benefits of tourism
built environment
catalyst organizations
costs of tourism
culture

domestic tourism
economic impact
entertainment
events

excursionist

*Internet Sites

expenditures

food services

host community

host community government
importance of tourism
inbound tourism
internal tourism
international tourism
marketing

national resources
national tourism
operating sectors
outbound tourism

same-day visitors
study approaches to tourism
tourism

tourist

tourist industry
transportation
travel

travel trade
traveler

trip

usual environment
visit

visitor

The Internet sites mentioned in this chapter are repeated here for convenience,
plus some selected additional sites. For more information, visit these sites. Be aware
that Internet addresses change frequently, so if a site cannot be accessed, use a
search engine. Also use a search engine to locate many additional relevant sites.

American Society of Travel Agents
http://www.astanet.com

Annals of Tourism Research
http:/ /www.elsevier.com/wps/find/

journaldescription.cws_home /689 /
description#description

Tourism Australia
http:/ /www.atc.net.au

CAB International
http://www.cabi.org



Canadian Tourism Commission
http:/ /www.canadatourism.com

International Air Transport Association
http://www.iata.org

International Association of
Amusement Parks and Attractions
http://www.iaapa.org

International Association of
Convention and Visitor Bureaus
http:/ /www.iacvb.org

International Council of Tourism
Partners
http:/ /www.tourismpartners.org

International Council on Hotel,
Restaurant and Institutional
Education

http://www.chrie.org

International Festival and Events
Association
http:/ /www.ifea.com

International Hotel and Restaurant
Association
http://www.ih-ra.com

International Society of Travel and
Tourism Educators (ISTTE)
http:/ /www.istte.org

Journal of Travel Research
http:/ /jtr.sagepub.com

Office of Travel and Tourism
Industries
http://tinet.ita.doc.gov

National Tourism Foundation
http:/ /www.ntfonline.com
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René Waksberg Tourism Research
Links
http:/ /www.waksberg.com

Tourism Education Web Site
http://www.tourismeducation.org

Tourism Cares for Tomorrow
http:/ /www.tourismcaresfortomor-
row.com

Tourism Management

http:/ /www.elsevier.com/wps/find/
journaldescription.cws_home/30472/
description#description

Travel and Tourism Research
Association
http:/ /www.ttra.com

Travel Industry Association of America
http://www.tia.org

Travel Trade
http://www.traveltrade.com

Travel Weekly
http://www.travelweekly.com

University of Waterloo Recreation and
Leisure Studies Electronic Library

http:/ /www.lib.uwaterloo.ca/
discipline /recreation/index.html

World Tourism Organization
http:/ /www.world-tourism.org

World Travel and Tourism Council
http:/ /www.wttc.org

Yahoo! Directory for Recreation &
Travel

http:/ /www.yahoo.com/recreation/
travel



36 cHAPTER 1 | Tourism in Perspective

#Internet Exercise

Site Name: World Travel and Tourism Council

URL: http://www.wttc.org

Background Information: The World Travel and
Tourism Council (WTTC) is the global business lead-
ers’ forum for travel and tourism. Its members are
chief executives from all sectors of the travel and
tourism industry, including accommodations, cater-
ing, cruises, entertainment, recreation, transporta-

tion, and travel-related services. Its central goal is to
work with governments to realize the full economic
impact of the world’s largest generator of wealth and
jobs, namely, travel and tourism.

Exercise
1. Visit the WT'TC site and identify the organization’s
strategic priorities.

QUESTIONS FOR REVIEW AND DISCUSSION

1. Identify and describe the four perspectives con-
tained in the definition of tourism, in terms of
your home community.

2. Why do bodies such as the United States need
specific tourism definitions? Why does a state or
country need them? A county? A city?

3. What approach to tourism study does this course
take? Which approach interests you most?

4. What are the components of tourism?

CASE PROBLEMS

1. Suppose that you are a high school economics
teacher. You plan to visit your principal’s office and
convince her that tourism should be included as
part of one of your courses. What arguments
would you use?

SELECTED REFERENCES

Boniface, Brian G., and Chris Cooper. Worldwide
Destinations: The Geography of Travel and Tourism,
3d ed. Oxford, UK: Butterworth-Heinemann,
2001.

Brown, F. Tourism Reassessed: Blight or Blessing?
Oxford, UK: Butterworth-Heinemann, 1998.

Cook, Roy, Laura Yale, and Joseph Marqua. Tourism:
The Business of Travel. Upper Saddle River, NJ:
Prentice Hall, 2002.

Cooper, C., J. Fletcher, D. Gilbert, R. Shepherd, and
S. Wanhill (eds). Tourism: Principles and Practice.
Essex, UK: Longman, 1998.

5. How important are tourist attractions?

6. Why are geographers, sociologists, anthropolo-
gists, and economists interested in tourism?

7. What will the tourism industry be like in the year
20207

8. What are the benefits of tourism?

9. What are some negative aspects of tourism?

10. Why is tourism so popular?
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TOURISM THROUGH

THE AGES

Learning Objectives

* Recognize the antiquity of hu-
man travel over vast distances on
both sea and land.

e Understand how these journeys
have evolved from trips that
were difficult and often danger-
ous, to mass travel for millions
today.

e Learn about some of the great

travelers in history who wrote as-
tonishing accounts of exotic
places they had visited.

Discover the many similarities in
travel motivations, economic
conditions, political situations,
attractions, and tourist facilities
during the period of the Roman
Empire and today.

CHAPTER 2

For generations, travelers have
flocked to the Great Wall of
China. At least 2600 years old and
some 3946 miles long, it is the
only man-made structure on
earth visible to the naked eye
from the moon. Photo courtesy of the
China National Tourist Office.
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INTRODUCTION

We travel long roads and cross the water to see what we disregard when it
is under our eyes. This is either because nature has so arranged things
that we go after what is far off and remain indifferent to what is nearby,
or because any desire loses its intensity by being easily satisfied, or be-
cause we postpone whatever we can see whenever we want, feeling sure
we will often get around to it. Whatever the reason, there are numbers of
things in this city of ours and its environs which we have not even heard
of, much less seen; yet, if they were in Greece or Egypt or Asia . . . we
would have heard all about them, read all about them, looked over all
there was to see.

The Younger Pliny, second century c.t."

Twenty-first-century travelers, tiredly pulling their carry-on bags from the overhead
bin and waiting to walk down the jetway to a foreign destination, may think their
experience is uniquely modern. But they are the latest in a long line of travelers
reaching back to antiquity. From earliest times, “all modes of carriage (from ani-
mal to the sonic jet) and accommodations (from the meanest hovel to the five-star
luxury hotel) have given a livelihood to countless legions.” Like today’s travelers,
these travelers did not do it alone. “Guiding, counseling, and harboring the trav-
eler is among the world’s earliest vocations.”

Typically, modern travelers enlist a travel agent to make plane reservations,
book some hotels, and make recommendations for special tours upon arrival in
Athens or Madrid. Despite specialized help, they frequently arrive feeling dirty and
tired, complain about the crowded flight, and hope to clear customs without wait-
ing in a long line. A middle-aged couple ruefully recall that the travel agent was not
able to book a hotel that she could recommend. (An automobile festival or a visit
by the pope had filled major hotels, and there was little choice.) Also, the local
bank was out of pesetas or zlotys or won, or whatever the name of the destination
country’s currency. So the couple has to exchange money before getting a cab
to that unpromising hotel and are sure that the driver won’t speak English, will
spot them as greenhorns, and will drive them all over—with the meter running on
and on.

"Lionel Casson, Travel in the Ancient World, (London: Allen and Unwin, 1974), p- 253. A note on style:
B.C.E. (Before the Common Era) and c.E. (Common Era), used by some authors and often used in schol-
arly literature, are the alternative designations corresponding to B.C. and A.D.

®Fric Friedheim, Travel Agents: From Caravans and Clippers to the Concorde, New York: Travel Agent
Magazine Books, 1992, pp. 27-28.

*Ibid., p. 5.
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EARLY BEGINNINGS

The invention of money by the Sumerians (Babylonians) and the development of
trade beginning about 4000 B.c.E. mark the beginning of the modern era of tra-
vel. Not only were the Sumerians the first to grasp the idea of money and use it in
business transactions, but they were also the first to invent cuneiform writing and
the wheel, so they should be credited as the founders of the travel business.
People could now pay for transportation and accommodations with money or by
barter.

Five thousand years ago, cruises were organized and conducted from Egypt.
Probably the first journey ever made for purposes of peace and tourism was made
by Queen Hatshepsut to the land of Punt (believed to be on the east coast of
Africa) in 1480 B.c.E. Descriptions of this tour have been recorded on the walls of
the temple of Deir el-Bahri at Luxor. These texts and bas-reliefs are among the
world’s rarest artworks and are universally admired for their wondrous beauty and
artistic qualities. The Colossi of Memnon at Thebes have on their pedestals the
names of Greek tourists of the fifth century B.C.E.

Beginning in 2700 B.c.E. the pharaohs began to take advantage of the abun-
dance of good building stone in the Nile valley to build their elaborate burial
tombs. They included the Step Pyramid of Djoser, the Sphinx, the three great pyr-
amids at Giza, and the pyramid complex at Abusir. These great outdoor wonders
began attracting large numbers as early as the New Kingdom from 1600 to 1200
B.C.E. “Each monument was a hallowed spot, so the visitors always spent some mo-
ments in prayer, yet their prime motivation was curiosity or disinterested enjoy-
ment, not religion.”

They left evidence of their visits in inscriptions such as the following:
“Hadnakhte, scribe of the treasury, came to make an excursion and amuse himself
on the west of Memphis together with his brother, Panakhti, scribe of the Vizier.”
Like tourists through the ages, they felt the need to leave evidence of their visits.
Some hastily painted their names; others scratched their names in the soft stone
with a sharp point. The latter method was so common that the technical term we
give to such scribblings is graffiti, Italian for “scratching.”

A second recognizable tourist trait was the urge to acquire souvenirs. Harkhuf,
an envoy of the pharaoh to the Sudan, brought home a pygmy trained in native
dances to present to his ruler! Early Egyptians also purchased bargains or special-
ties abroad for their friends and relatives. In 1800 B.c.E. young Uzalum received
this request: “I have never before written to you for something precious I wanted.
But if you want to be like a father to me, get me a fine string full of beads, to be
worn around the head.”

*Casson, Travel in the Ancient World, p- 32.
®Ibid., p. 32.
SIbid., p. 34.
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Ancient Egyptian pyramids and the Sphinx were some of the world’s first tourist attractions.
Photo courtesy of Air France.

Herodotus reported:

The Egyptians meet to celebrate festivals not once a year but a number

of times. The biggest and most popular is at Bubastis . . . the next at
Busiris . . . the third at Sais ... the fourth at Heliopolis . . . the fifth at
Buto . . . the sixth at Papremis. . . . They go there on the river, men and

women together, a big crowd of each in each boat. As they sail, some of

the women keep clicking castanets and some of the men playing on the

pipes, and the rest, both men and women, sing and beat time with their
hands. . .. And when they arrive at Bubastis, they celebrate the occasion

with great sacrifices, and more wine is consumed at this one festival than
during the whole rest of the year.”

When this holiday throng arrived at its sites, there were no commercial facilities of-
fering food and lodging. Like modern attendees at a Grateful Dead concert, they

"Ibid., p. 31.
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had to sleep in the open and feed themselves as best they could.® In contrast, gov-
ernment officials such as Harkhuf, the provider of the dancing pygmy, enjoyed the
comforts of temples and government depots in their travels.

Early Roads

The wheel led to the development of a heavy wagon that could be drawn by teams
of oxen or onagers, a type of wild ass. “A walker or animal needs only a track,” but
a vehicle needs a road. There were not many early roads that could take wheeled
traffic. A king of Ur bragged that he went from Nippur to Ur, a distance of some
100 miles, and back in a day. This boast, sometime around 2050 B.c.E., implies the
existence of a carriage road.'” Even the best of the highways, however, were mini-
mal. Paving was almost nonexistent until the time of the Hittites, who paved a mile
and a third of road between their capital and a nearby sanctuary to carry heavily
loaded wagons on festal days. Even then their war chariots, light horse-drawn carts
invented for war, rolled over the countryside on dirt roads. Also, bridges were rare
in a land that experienced frequent flooding. A hymn tells of King Shulgi exulting,
“I enlarged the footpaths, straightened the highways of the land’ . . . but not every
Mesopotamian monarch was a Shulgi, and there must have been long periods with
nobody to ‘straighten’ the roads.””"!

Roads were better on the island of Crete, where the Minoans flourished from
2000 to 1500 B.C.E., and on the Greek peninsula of the Mycenaeans, who flourished
from 1600 to 1200 B.c.E.'? A two-lane road, 13% feet wide, ran from the coast of
Crete to the capital at Knossos. In Greece, roads were usually one lane, although
some were as much as 11% feet wide, making two-way traffic possible. Bridges and
culverts kept them passable.

Who traveled? Mainly three groups: the military, government officials, and car-
avans. The warlike Assyrians, like the Romans after them, realized that roads were
basic to moving their war chariots efficiently. As their empire expanded from the
Mediterranean in the west to the Persian Gulf in the east, the Assyrians improved
roads, largely for military use.

The Epic of Gilgamesh (c. 2000 B.c.E.) recounts the travels of a Sumerian king
who is given directions by a deity. By only a slight stretch of the imagination,
Gilgamesh’s deity might be regarded as the first travel guide! This adds a fourth
reason to credit the Sumerians with the beginnings of the travel industry.

The history of roads is thus related to the centralizing of populations in power-
ful cities. Alexander the Great found well-developed roads in India in 326 B.C.E. In
Persia (now Iran) all the cities and provinces were connected to the capital, Susa, by
roads built between 500 and 400 B.c.E. One of these roads was 1,500 miles long.

81bid., p. 35.
“Ibid., p. 25.
°Ibid., p. 25.
"Ibid., p. 27.
Ibid., p. 27.
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The Romans started building roads in about 150 B.c.E. These were quite elab-
orate in construction. The roadway was surveyed using a cross staff hung with
plumb bobs. Soldiers and laborers dug the roadbed, and then stones and concrete
were evenly placed. Paving stones were then laid on top, and the highway was
edged with curbstones and contoured to a sloping crown to shed the rain. Some of
these roads are still in use.

By the time of Emperor Trajan (ruled from 98 to 117 c.k.), the Roman roads
comprised a network of some 50,000 miles. They girdled the Roman Empire, ex-
tending from near Scotland and Germany in the north to the south well within
Egypt and along the southern shores of the Mediterranean Sea. To the east, roads
extended to the Persian Gulf in what is now Iraq and Kuwait.

The Romans could travel as much as 100 miles a day using relays of horses fur-
nished from rest posts 5 to 6 miles apart. Romans also journeyed to see famous tem-
ples in the Mediterranean area, particularly the pyramids and monuments of
Egypt. Greece and Asia Minor were popular destinations, offering the Olympic
Games, medicinal baths and seaside resorts, theatrical productions, festivals, ath-
letic competitions, and other forms of amusement and entertainment. The Roman
combination of empire, roads, the need for overseeing the empire, wealth, leisure,
tourist attractions, and the desire for travel created a demand for accommodations
and other tourist services that came into being as an early form of tourism.

Roman tourists went about sightseeing much as we do today. They used guide-
books, employed guides, left graffiti everywhere, and bought souvenirs. The exam-
ples are diverse and often amusing. The only guidebook to survive from ancient
times is a guidebook of Greece, written by a Greek named Pausanias between 160
and 180 c.E. (during the reigns of emperors Hadrian, Antoninus Pius, and Marcus
Aurelius). This guide “marks a milestone in the history of tourism. He [Pausanias]
is the direct ancestor of the equally sober and unimaginative, painstakingly com-
prehensive and scrupulously accurate Karl Baedeker.”"?

The Silk Road

In 1889, Rudyard Kipling penned the oft-quoted line “East is East and West is West
and never the twain shall meet.” Actually, East and West had already met more than
2000 years earlier on the now-fabled Silk Road.

Indeed, it is a misnomer even to call it a road. From the beginning, some Silk
Route sections were mere directions across trackless steppe or desert rather than
visible paths: “the majority of states on the Silk Routes traded with their nearer
neighbors, and travelers were like participants in a relay race stretching a third of
the way around the world.”"*

Marco Polo, who traveled to China from Italy in the thirteenth century, be-
came the first Western explorer to compose a popular and lasting account. Though
his chronicle is probably more fiction than history, since it draws from the tales of

Ibid., p. 299.
“peter Neville-Hadley, China: The Silk Routes, Old Saybrook, CT: Globe Pequot Press, 1997.
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many traders, his observations often ring true. In spite of omissions and exaggera-
tions, his book has remained an international best seller.'®

Just as the Silk Road was not a road, so silk was but a part of the trade.
Westbound caravans carried furs, ceramics, spices, the day lily for its medicinal
uses, peach, apricot, and even rhubarb.'® Eastbound ones carried precious metals
and gems, ivory, glass, perfumes, dyes, textiles, as well as the grapevine, alfalfa,
chives, coriander, sesame, cucumber, fig, and safflower.'”

For protection against marauders, merchants formed caravans of up to 1000
camels, protected by armed escorts. Each two-humped Bactrian camel could carry
400 to 500 pounds of merchandise. The long route was divided into areas of polit-
ical and economic influence. “The Chinese traders escorted their merchandise as
far as Dunhuang or beyond the Great Wall to Loulan where it was sold or bartered
to Central Asian middlemen—Parthians, Sogdians, Indians, and Kushans—who
carried the trade on to the cities of the Persian, Syrian, and Greek merchants. Each
transaction increased the cost of the end product, which reached the Roman
Empire in the hands of Greek and Jewish entrepreneurs.”"®

The Classical World

The lands of the Mediterranean Sea (2000 B.c.E. to 500 c.E.) produced a remarkable
evolution in travel. In the cradle of Western civilization, travel for trade, commerce,
religious purposes, festivals, medical treatment, or education developed at an early
date. There are numerous references to caravans and traders in the Old Testament.

Beginning in 776 B.C.E., citizens of the city-states came together every four years
to honor Zeus through athletic competition. Eventually, four of these national fes-
tivals emerged: the Olympic Games, Pythian Games, Isthmian Games, and Nemean
Games. Each festival included sacrifice and prayer to a single god. They honored
the deity by offering up a superlative athletic or artistic performance. Thus:

the festivals furnished in one unique package the spectrum of attractions
that have drawn tourists in all times and places: the feeling of being part
of a great event and of enjoying a special experience; a gay festive mood
punctuated by exalted religious moments; elaborate pageantry; the ex-
citement of contests between performers of the highest calibre—and, on
top of all this, a chance to wander among famous buildings and works of
art. Imagine the modern Olympics taking place at Easter in Rome, with
the religious services held at St. Peter’s."?

15]. D. Brown, Frommer’s China: The 50 Most Memorable Trips, New York: Simon & Schuster, 1998, p. 371.
'“Neville-Hadley, China, p. 61.

17Stephen G. Haw, A Traveller’s History of China, 2d ed., New York: N.W. Publishing Group, 1998, pp.
84-85.

"®Judy Bonavia, The Silk Road from Xi‘an to Kashgar;, revised by William Lindesay and Wa Qi, 2d ed, New
York: W.W. Norton & Co., 1999.

YCasson, Travel in the Ancient World, pp. 76-717.
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The ruins of the Colosseum in Rome hold visitors spellbound; they see the pomp of emperors, the spectacle of
gladiators and lions, as well as the shards of a great empire. Copyright © Corbis Digital Stock.

Greek inns provided little more than a night’s shelter. A guest who wanted to
wash had to carry his own towel down the street to the nearest public bath. Once
there, he took off his clothes in a dressing room and put his clothes in someone’s
care, lest they be stolen while he bathed. “The bath itself . . . was a big basin over
which he leaned while an attendant sloshed water over him.”*’

Everyday folk could also be found wending their way to the sanctuaries of the
healing gods, especially Aesculapius. Such places were usually located in a beauti-
ful setting that included pure air and water (often with mineral springs). The sanc-
tuary at Epidaurus also included facilities for rest and diversion, including the
temple with admired sculptures, colonnades for shaded walks, a stadium for ath-
letic events, and the second-largest theater in Greece. The Greeks recognized rest
and diversion as important elements in treatment of the sick.

People also traveled to seek advice of the oracles, especially those at Dodona
and Delphi. Statesmen, generals, and other powerful figures sought advice before
taking an important action. Socrates’ disciple inquired about his master’s wisdom
at the temple of Delphi.*!

2'Ibid., p. 89.
2!Ibid., pp. 84-85.
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While festival visitors, businessmen, the sick, and advice seekers comprised the
bulk of travelers in the fifth and fourth centuries B.C.E., there was also another
small category, the tourist. Greece’s “Father of History,” Herodotus, would un-
doubtedly have qualified for the top category of frequent-traveler miles if such
awards had been given. In addition to traveling all over Greece and the Aegean
Islands, he sailed to Cyrene in North Africa, explored southern Italy and Sicily, and
sailed from Ephesus on the west coast of Asia Minor to Sardis. He got as far east as
Babylon by sailing to Syria, then striking east to the Euphrates and following a car-
avan track for weeks. There he looked upon the ancient city of Babylon:

square in shape, with each side 14 miles long, a total of 56 miles. Babylon
is not only of enormous size; it has a splendour such as no other city of
all we have seen. . . . The city wall is 85 feet wide and 342 high. . . . Its
circuit is pierced by one hundred entrances, with gates, jambs, and lintels
of bronze. . . . The town is full of three- and fourstorey houses and is cut
through with streets that are absolutely straight, not only the main ones
but also the side streets going down to the river.

His figures are inflated, probably because he got them from his guides. He loved
doing the sights and, like most modern tourists, was dependent on guides for in-
formation. A Greek entering Asia Minor would encounter strange tongues and
Oriental ways. Not until Alexander conquered the Persian Empire would the
Greek ways spread into the ancient East.

Possibly, Herodotus’s travel combined business and pleasure, as did that of
Solon, who led Athens through a crisis, then took a trip abroad. Athens developed
into a tourist attraction from the second half of the fifth century on, as people went
to see the Parthenon and other new buildings atop the Acropolis.

Today’s traveler who gets into trouble in a foreign city usually turns to his coun-
try’s consul. The ancient Greek turned to his proxenos (from the Greek pro, before
or for, and xenos, foreigner). The primary duty of the proxenos was to aid and as-
sist in all ways possible any of his compatriots who turned up in the place of his res-
idence, particularly those who had come in some official capacity.”*” His more
mundane duties might include extending hospitality, obtaining theater tickets, or
extending a loan for someone who had run short of funds while visiting. More
complex duties included negotiating ransom for relatives of someone taken as a
prisoner of war. The heirs of someone who died in the city might ask the proxenos
to wind up essential financial matters there.**

As the fourth century B.C.E. came to a close in Greece, people traveled despite
the discomfort and dangers. Traveling by sea, they worried about storms and pi-
rates; by land, about bad roads, dismal inns, and highwaymen. Only the wealthy de-
scribed by Homer could escape the worst pitfalls.

#Ibid., p. 99.
1bid., p. 93.
*bid., pp. 240-241.
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Those who traveled for business, healing, or entertainment at festivals repre-
sented the majority. A small minority traveled for the sheer love of it—like
Herodotus, the world’s first great travel writer.

The museum, born in the ancient Near East, came of age with the Greeks.
Sanctuaries such as Apollo’s at Delphi and that of Zeus at Olympia gradually accu-
mulated valuable objects donated either as thank-you offerings for services ren-
dered or as bribes for acts the supplicant hoped would be rendered. Herodotus
describes six gold mixing bowls dedicated by Gyges of Lydia and weighing some
1,730 pounds and a gold lion from Croesus weighing 375 pounds. While
Herodotus singled these out because of their cost, others were notable for their
aesthetic qualities. The Greeks had few precious metals, but hewed the plentiful
marble with consummate skill. The temple of Hera exemplifies the scope and qual-
ity of sculpture acquired from the seventh through the third centuries B.C.E.:

All over the Greek world through generous gifts of statues and paintings
from the hopeful or the satisfied, temples became art galleries as well as
houses of worship—exactly as Europe’s cathedrals and churches were

destined to become. . .. And they drew visitors the same way that art-
laden churches do today to see the treasures and only incidentally, to say
a prayer.*”

In Asia Minor, beginning with the installation of a democratic government in
Ephesus by Alexander the Great in 334 B.C.E., some 700,000 tourists would crowd
in Ephesus (in what is now Turkey) in a single season to be entertained by the ac-
robats, animal acts, jugglers, magicians, and prostitutes who filled the streets.
Ephesus also became an important trading center and, under Alexander, was one
of the most important cities in the ancient world.

Early Ships

The Phoenicians were master shipwrights, building tubby wooden craft with a sin-
gle square sail. By 800 B.C.E. they had built a network of trading posts around the
Mediterranean emanating from their own thriving cities along the coast in what is
now Lebanon. Acting as middlemen for their neighbors, they purveyed raw mate-
rials and also finished goods, such as linen and papyrus from Egypt, ivory and gold
from Nubia, grain and copper from Sardinia, olive oil and wine from Sicily, cedar
timbers from their homeland, and perfume and spices from the East. Presumably,
they also occasionally carried a few passengers. They were the first creators of a
maritime empire.

The Greeks followed the Phoenicians in becoming great sea traders. Improved
ships accelerated a flourishing Mediterranean trade. Merchant ships also carried
paying passengers (although Noah with his ark probably deserves credit for being

Ibid., pp. 240-241.
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the first cruise operator, even though his passengers were primarily animals).
Unlike Noah'’s passengers, those sailing on Greek ships had to bring their own ser-
vants, food, and wine. Widely varying accommodations aboard, stormy seas, and pi-
rate attacks were worrisome realities.

Chinese

Several tourism history scholars decry the eurocentricity of writings about the his-
tory of tourism. Most notable of these is Trevor Sofield, of the University of
Tasmania, who states:

The emperors of China had ministers for travel 4,000 years ago—well be-
fore imperial Rome and Herodotus. So, this is a plea to move beyond
Chaucer’s pilgrimage to Canterbury and Marco Polo’s ventures from
Venice, and go further back in time to explore other civilizations and
their histories of travel besides (mainly western) Europe and North
America. The history of pilgrimage travel in countries such as India,
China, Nepal, Thailand, Iran, Vietnam, Sri Lanka, Myanmar and others
pre-dates much European travel history. Inns and hospitality industries in
these countries pre-date European examples.*®

Sofield and Li in their article “Tourism Development and Cultural Policies in
China” report that one of the main features of China’s domestic tourism lies in the
traditions about travel and heritage sites established over a 4,000 year period when
ancestral gods and animistic spirits resided in mountains, rivers, lakes, and other
natural features. They point out:

Stretching in an unbroken chain from the beginnings of the Shang dy-
nasty (ca 1350-1050 BC) to the final demise of the emperors in the fall of
the Quing dynasty and the declaration of a Republic in 1912, each suc-
cessive emperor and his court paid homage to a wide range of gods and
goddesses. The sites multiplied over the centuries and as Buddhism be-
came established, even more sacred sites were added. Much ancient
travel was thus for pilgrimage, embedded in the beliefs of the god-
kings.?’

Polynesians

Among early voyages, those in Oceania were amazing. Small dugout canoes not
over 40 feet in length were used for voyages from Southeast Asia southward and
eastward through what is now called Micronesia across the Pacific to the Marquesas

*Internet correspondence.
#Trevor Sofield and Sarah Li, “Tourism Development and Cultural Policies in China,” Annals of Tourism
Research, Vol. 25, No. 2, pp. 362-392, 1998.
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Islands, the Tuamotu Archipelago, and the Society Islands. About 500 c.E.,
Polynesians from the Society Islands traveled to Hawaii, a distance of over 2,000
miles. Navigation was accomplished by observing the position of the sun and stars,
ocean swells, clouds, and bird flights. Considering the problems of fresh water and
food supplies, such sea travel was astonishing. Later, navigation by the early ex-
plorers was facilitated by using a sandglass to measure time, a “log” line trailed be-
hind the ship to measure distance, and a compass to gauge direction.

Europeans

The collapse of the Roman Empire in the fourth and fifth centuries spelled disas-
ter for pleasure travel and tourism in Europe. During the Dark Ages (from the fall
of the Western Roman Empire, 476 c.E., to the beginning of the modern era, 1450
C.E.), only the most adventurous persons would travel. A trip during this period in
history was dangerous; no one associated travel with pleasure. The most notable ex-
ception to this in Europe during the period was the Crusades.

By the end of the Dark Ages, large numbers of pilgrims were traveling to such
popular shrines as Canterbury in England (immortalized in Chaucer’s Canterbury
Tales) and St. James of Compostela. Fewer made the long, expensive, and often
dangerous journey to the Holy Land. Beginning in 1388, King Richard II required
pilgrims to carry permits, the forerunner of the modern passport. Despite hardship
and dangers, they went by the thousands to pay reverence to hallowed sites, to
atone for sins, or to fulfill promises they had made while ill.

A fourteenth-century travelers’ guide gave pilgrims detailed directions about
the regions through which they would pass and the types of inns they would en-
counter along the often inhospitable routes. Innkeeping had nearly disappeared
except for local taverns, and a few inns were scattered throughout Europe. They
typically were filthy, vermin-infested warrens. Inns in Spain and Italy provided a
bed for each guest, but in Germany and other areas, guests commonly had to share
beds. At the other end of the spectrum lay an inn of quality, such as the one de-
scribed in Mandeville’s guide. He quotes the mistress of the inn: “Jenette lyghte the
candell, and lede them ther above in the solere [upper room], and bere them hoot
watre for to wasshe their feet, and covere them with uysshons.”

Travelers of any social distinction, however, were generally entertained in cas-
tles or private houses. Church monasteries or hospices offered accommodations
for the majority. They offered services well beyond bed and board. They could pro-
vide a doctor and furnish medicines, replace worn garments, provide guides to
show a visitor around the sights, or even grant a loan of money. They also offered
opportunities for meditation and prayer.

The most famous stopover was the French Alpine hospice of Grand-Saint-
Bernard, established in 962. (The Saint Bernard dogs that were sent to find and
rescue travelers have been made famous by ads showing a little flask of wine ap-
pended to the dogs’ collars.) St. Catherine’s monastery at the foot of Mount Sinai
still flourishes. Those who could afford to pay were expected to leave a generous
donation.
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Eventually, providing hospitality services for increasing numbers became bur-
densome to the religious houses. They could not turn the poor away, because
Christian charity was an important element in the Church’s mission; nor could they
turn away the nobles, who made generous financial contributions. But they could,
and increasingly did, refer the middle classes to taverns, inns, and wine shops.
Thus, the church played an important role in the development of the hospitality
industry during this period.

The Grand Tour

The “Grand Tour” of the seventeenth and eighteenth centuries was made by diplo-
mats, businesspeople, and scholars who traveled to Europe, mainly to the cities of
France and Italy. It became fashionable for scholars to study in Paris, Rome,
Florence, and other cultural centers. While making the Grand Tour began as an
educational experience, it has been criticized as eventually degenerating into the
simple pursuit of pleasure. The following description from A Geography of Tourism
describes the Grand Tour:

One of the interesting aspects of the Grand Tour was its conventional
and regular form. As early as 1678, Jean Gailhard, in his Compleat
Gentleman, had prescribed a three-year tour as customary. A generally ac-
cepted itinerary was also laid down, which involved a long stay in France,
especially in Paris, almost a year in Italy visiting Genoa, Milan, Florence,
Rome, and Venice, and then a return by way of Germany and the Low
Countries via Switzerland. Of course, there were variations to this itiner-
ary, but this was the most popular route. It was generally believed that
“there was little more to be seen in the rest of the civil world after Italy,
France, and the Low Countries, but plain and prodigious

barbarism.”?®

The term Grand Tour persists today, and the trip to Europe—the Continent—
can be traced back to the early Grand Tour. Today’s concept is far different, how-
ever: the tour is more likely to be three weeks, not three years.

Americans

The vast continent of North America, principally in what is now Florida and in the
Southwest, was originally explored by the Spanish in the sixteenth century.
Remarkably long journeys were made, often under severe conditions. The Spanish
used horses, which were unknown to the American Indians until that time. In the
East, Cape Cod was discovered by Gosnold in 1602, and the Plymouth Colony was
established in 1620.

28H. Robinson, A Geography of Tourism, London: Macdonald and Evans, 1976, p. 13.
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Nowhere in the United States can visitors experience so extensively life in the eighteenth century as in Colonial
Williamsburg, with its mile-long Duke of Gloucester Street, horse-drawn carriages, and hundreds of restored
colonial homes and gardens. Photo Courtesy of Virginia Tourism Corporation.

Early travel was on foot or on horseback, but travel by small boat or canoe pro-
vided access to the interior of the country. Generally, travel was from east to west.
As roads were built, stagecoach travel became widespread, and “ordinaries” (small ho-
tels) came into common use. Among the most remarkable journeys were those by cov-
ered wagon to the West across the Great Plains. This movement followed the Civil War
(1861-1865). Construction of railroads across the country (the first transcontinental
link was at Promontory, Utah, in 1869) popularized rail travel. The Wells Fargo Com-
pany organized the American Express Company in 1850. This pioneer company is-
sued the first traveler’s checks in 1891 and began other travel services, later becoming
travel agents and arranging tours. Today, American Express is known throughout the
world for its Traveler’s Cheques, credit cards, and various travel and financial services.

One of the most significant events in America’s travel history is the amount
of travel done by servicemen and -women during World War II. Over 12 million
Americans served in the armed forces from 1941 to 1945. Most were assigned to
duty at places far removed from their homes, such as the European and Pacific the-
aters of war. Extensive domestic travel was commonplace, introducing the military
traveler to different and often exotic places and bringing a broader perspective of
what the North American continent and foreign countries had to offer visitors.
Travel thus became a part of their experience. Following the war, a large increase
in travel occurred when gasoline rationing was removed and automobiles were
again being manufactured. Air, rail, and bus travel also expanded.
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EARLY (AND LATER) TOURIST ATTRACTIONS

Sightseeing has always been a major activity of tourists; this has been true since an-
cient times. Most of us have heard of the Seven Wonders of the Ancient World, but
few could win a trivia contest by naming them:

~

The Great Pyramids of Egypt, including the Sphinx

The Hanging Gardens of Babylon, sometimes including the Walls of Babylon
and the Palace, in what is now Iraq

The Tomb of Mausolus at Halicarnassus, in what is now Turkey

The Statue of Zeus at Olympia in Greece

The Colossus of Rhodes in the Harbor at Rhodes, an island belonging to Greece
The Great Lighthouse (Pharos) in Alexandria, Egypt

The Temple of Artemis (also called the Temple of Diana) at Ephesus, at the
time part of Greece, now in Turkey

o
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The Great Pyramids of Egypt are the sole remaining wonder.

The Great Pyramids of Egypt are the sole remaining wonder of the Seven Wonders of the Ancient World.
Photo courtesy of United Nations.
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Just as tourists in ancient times traveled to see these wonders, modern tourists
travel to see such natural wonders as the Grand Canyon, Yosemite National Park,
Yellowstone, Niagara Falls, the oceans, the Great Lakes, and human-built wonders
such as great cities, museums, dams, and monuments.

Spas, Baths, Seaside Resorts

Another interesting aspect in the history of tourism was the development of spas,
after their original use by the Romans, which took place in Britain and on the
Continent. In the eighteenth century, spas became very fashionable among mem-
bers of high society, not only for their curative aspects but also for the social events,
games, dancing, and gambling that they offered. The spa at Bath, England, was one
such successful health and social resort.

Sea bathing also became popular, and some believed that saltwater treatment
was more beneficial than that at the inland spas. Well known in Britain were
Brighton, Margate, Ramsgate, Worthing, Hastings, Weymouth, Blackpool, and
Scarborough. By 1861 these successful seaside resorts indicated that there was a
pent-up demand for vacation travel. Most visitors did not stay overnight but made
one-day excursions to the seaside. Patronage of the hotels at these resorts was still
limited to those with considerable means.

Thus, tourism owes a debt to medical practitioners who advocated the medici-
nal value of mineral waters and sent their patients to places where mineral springs
were known to exist. Later, physicians also recommended sea bathing for its thera-
peutic value. While spas and seaside resorts were first visited for reasons of health,
they soon became centers of entertainment, recreation, and gambling, attracting
the rich and fashionable with or without ailments. This era of tourism illustrates
that it is usually a combination of factors rather than one element that spells the
success or failure of an enterprise. Today, one finds that hot springs, although they
are not high on travelers’ priority lists, are still tourist attractions. Examples in the
United States are Hot Springs, Arkansas; French Lick, Indiana; and Glenwood
Springs, Colorado. The sea, particularly in the Sun Belt, continues to have a pow-
erful attraction and is one of the leading forces in tourism development, which is
evident from the number of travelers to Hawaii, Florida, the Caribbean, and
Mexico.

EARLY EcONOMIC REFERENCES

As tourists traveled to see pyramids, visit seaside resorts, and attend festivals and
athletic events, they needed food and lodging, and they spent money for these ser-
vices. Traders did the same. Then, as now, the economic impact of these expen-
ditures was difficult to measure, as evidenced by the following quotation from
Thomas Mun, who in 1620 wrote in England’s Treasure by Foreign Trade: “There are
yet some other petty things which seem to have a reference to this balance of which
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the said officers of His Majesty’s Customs can take no notice to bring them into the
account; as mainly, the expenses of the travelers.”2?

THE FIRST TRAVEL AGENTS

In 1822, Robert Smart of Bristol, England, announced himself as the first
steamship agent. He began booking passengers on steamers to various Bristol
Channel ports and to Dublin, Ireland.

In 1841, Thomas Cook began running a special excursion train from Leicester
to Loughborough (in England), a trip of 12 miles. On July 5 of that year, Cook’s
train carried 570 passengers at a round-trip price of 1 shilling per passenger. This
is believed to be the first publicly advertised excursion train. Thus, Cook can right-
fully be recognized as the first rail excursion agent; his pioneering efforts were
eventually copied widely in all parts of the world. Cook’s company grew rapidly,
providing escorted tours to the Continent and later to the United States and
around the world. The company continues to be one of the world’s largest travel
organizations.

The first specialist in individual inclusive travel (the basic function of travel
agents) was probably Thomas Bennett (1814-1898), an Englishman who served as
secretary to the British consul general in Oslo, Norway. In this position, Bennett
frequently arranged individual scenic tours in Norway for visiting British notables.
Finally, in 1850 he set up a business as a “trip organizer” and provided individual
tourists with itineraries, carriages, provisions, and a “traveling kit.” He routinely
made advance arrangements for horses and hotel rooms for his clients.

HiISTORIC TRANSPORTATION

Another element in the tourism equation is transportation. The early tourists trav-
eled on foot, on beasts of burden, by boat, and on wheeled vehicles.

Stagecoach Travel

Coaches were invented in Hungary in the fifteenth century and provided regular
service there on prescribed routes. By the nineteenth century, stagecoach travel
had become quite popular, especially in Great Britain. The development of the fa-
mous English tavern was brought about by the need for overnight lodging by stage-
coach passengers.

2George Young, Tourism: Blessing or Blight? Middlesex, UK: Pelican Books, 1973, p. 1.
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Water Travel

Market boats picked up passengers as well as goods on ship canals in England as
early as 1772. The Duke of Bridgewater began such service between Manchester
and London Bridge (near Warrington). Each boat had a coffee room from which
refreshments were sold by the captain’s wife. By 1815, steamboats were plying the
Clyde, the Avon, and the Thames. A poster in 1833 announced steamboat excur-
sion trips from London. By 1841, steamship excursions on the Thames were so well
established that a publisher was bringing out a weekly Steamboat Excursion Guide.

Rail Travel

Railways were first built in England in 1825 and carried passengers beginning in
1830. The newly completed railway between Liverpool and Manchester featured
special provisions for passengers. The railroad’s directors did not expect much pas-
senger business, but time proved them wrong. The typical charge of only 1 penny
per mile created a sizable demand for rail travel—much to the delight of the rail
companies. Because these fares were much lower than stagecoach fares, rail travel
became widely accepted even for those with low incomes.

Early rail travel in Britain was not without its detractors, however. Writers in the
most powerful organs of public opinion of that day seemed to consider the new
form of rail locomotion a device of Satan. When a rail line was proposed from
London to Woolrich to carry passengers at a speed of 18 miles per hour, one aghast
contributor to the Quarterly Review wrote, “We should as soon expect the people of
Woolrich to be fired off upon one of Congreve’s ricochet rockets as trust them-

Older-style rail travel is still available in many places across the United States, so that tourists can experience
this memorable mode of transportation. The steam train shown here carries visitors to the Grand Canyon
National Park in Arizona. Photo by James B. Winters.
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Automobiles dominate travel today, but visiting the National Automobile Museum (Harrah Collection) in Reno,
Nevada, provides an appreciation of the old days, when cars were not quite so comfortable. Photo courtesy of Reno
News Bureau.

selves to the mercy of such a machine going at such a rate.” Another writer deemed
the railroads for passenger transportation “visionary schemes unworthy of notice.”
Between 1826 and 1840 the first railroads were built in the United States.

Automobile and Motorcoach Travel

Automobiles entered the travel scene in the United States when Henry Ford intro-
duced his famous Model T in 1908. The relatively cheap “tin lizzie” revolutionized
travel in the country, creating a demand for better roads. By 1920 a road network be-
came available, leading to the automobile’s current dominance of the travel industry.
Today, the automobile accounts for about 84 percent of intercity miles traveled and is
the mode of travel for approximately 80 percent of all trips. The auto traveler brought
about the early tourist courts in the 1920s and 1930s, which have evolved into the mo-
tels and motor hotels of today. Motorcoaches also came into use soon after the popu-
larization of the automobile and remain a major mode of transportation.

Air Travel

Nearly 16 years after the airplane’s first flight at Kitty Hawk, North Carolina, in
1903, regularly scheduled air service began in Germany. This was a Berlin-Leipzig-
Weimar route, and the carrier later became known as Deutsche Lufthansa. Today,
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Lufthansa is a major international airline. The first transatlantic passenger was
Charles A. Levine, who flew with Clarence Chamberlin nonstop from New York to
Germany. The plane made a forced landing 118 miles from Berlin, their destina-
tion, which they reached on June 7, 1927. This was shortly after Charles
Lindbergh'’s historic solo flight from New York to Paris.

The first U.S. airline, Varney Airlines, was launched in 1926 and provided
scheduled airmail service. However, this airline was formed only 11 days before
Western Airlines, which began service on April 17, 1926. Varney Airlines later
merged with three other lines to form United Air Lines. On April 1, 1987, Western
merged with Delta Air Lines. At first, only one passenger was carried in addi-
tion to the mail, if the weight limitations permitted. The first international
mail route was flown by Pan American Airways from Key West, Florida, to Havana,
Cuba, on October 28, 1927. Pan Am flew the first passengers on the same route
on January 16, 1928. The trip took 1 hour 10 minutes, and the fare was $50
each way.

The various U.S. airlines gradually expanded their services to more cities and
international destinations. During World War II their equipment and most staff

Flight museums such as the Virginia Aviation Museum remind us what a short history the airplane has. pPhoto by
Cyane Lowdon, courtesy of the Science Museum of Virginia.
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were devoted to war service. Development of the DC-3 and the Boeing 314A
transoceanic Clipper in the early 1940s established paying passenger traffic and
brought about much wider acceptance of air travel. The jet engine, invented in
England by Frank Whittle, was used on such military planes as the B-52. The first
American commercial jet was the Boeing 707. The first U.S. transcontinental jet
flight was operated by American Airlines on January 25, 1959, from Los Angeles to
New York City, and the jumbo jet era began in January 1970 when Pan American
World Airways flew 352 passengers from New York to London using the new Boeing
747 equipment.

The Concorde ushered in the era of supersonic flight. Concorde was a prod-
uct of a joint British-French venture. A prototype was unveiled in 1967 and the jet
made its first test flight in 1969. Concorde was a marvel of engineering and design.
The white bird with its distinctive tilt needle nose and broad wingspan was an icon
of the modern world. Concorde traveled at 1,350 miles per hour, twice the speed
of sound. It flew at 60,000 feet, almost twice as high as other commercial jets.
Probably no other civilian aircraft has captured the imagination of the traveling
public as the Concorde.

The Concorde carried passengers for the last time on Friday, October 24, 2003,
when British Airways retired their fleet. Air France retired its fleet of Concordes on
May 31, 2003. Thus, after thirty-four years, ended a chapter in supersonic aviation.
This marked the first time in aviation history that a major innovation was retired
without a more advanced technological product replacing it.

British Airways has retired its fleet of Concordes and put them on display. They
are to be found in the United States, the Museum of Flight in Seattle and the
Intrepid Sea, Air and Space Museum in New York; in Britain, Airbus UK in Filton
Bristol, Manchester Airport, Heathrow Airport, and the Museum of Flight near
Edinburgh; and in Barbados, Grantly Adams Airport in Bridgetown.

Because of its speed, comfort, and safety, air travel is the leading mode of pub-
lic transportation today, as measured in revenue passenger miles (one fare-paying
passenger transported one mile).

ACCOMMODATIONS

The earliest guest rooms were parts of private dwellings, and travelers were hosted
almost like members of the family. In the Middle East and in the Orient, cara-
vansaries and inns date back to antiquity. In more modern times, first the stage-
coach and then railroads, steamships, the automobile, motorcoach, and airplane
expanded the need for adequate accommodations. The railroad brought the
downtown city hotel, the automobile and motorcoach brought the motel, and
the airplane led to the boom in accommodations within or near airports.
Housing, feeding, and entertaining travelers is one of the world’s most important
industries.
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CHRONOLOGIES OF TRAVEL

Herein are two chronologies of travel: (1) a chronology of ancient migrations,
early explorers, and great travelers, and (2) a chronology of travel arrangers of
their business and their suppliers. The selected travelers and explorers not only
made remarkably long and arduous journeys to little-known (and often mistaken)
places, but also wrote vivid descriptions or had scribes write for them. Their hard-
ships were sometimes unbelievably difficult, often dangerous, and occasionally

fatal.

The comfortable and pleasant (even sometimes inspiring) traveling facilities
of today are truly a tribute to the development of modern technology, design, and
engineering.

CHRONOLOGY OF ANCIENT MIGRATIONS, EARLY EXPLORERS, AND GREAT TRAVELERS

1 million years ago
350,000 years ago
50,000-30,000 years ago

15,000 years ago

B.C.E.
4000

2000-332

1501-1481

336-323

C.E.
500

800-1100

Homo erectus originates in eastern and southern Africa; makes extensive
migrations north to the Middle East and to Asia.

Early Homo sapiens evolves from H. erectus; dwells in Africa, Europe, and
Asia.

Anatomically modern man, H. sapiens, evolves and expands into
Australia from southeastern Asia and into northeastern Asia.

Upper Paleolithic people cross into northern latitudes of the New
World from northeast Asia on a land bridge.

Sumerians (Mesopotamia, Babylonia) invent money, cuneiform writing,
and the wheel; also, the concept of a tour guide.

Phoenicians begin maritime trading and navigating over the entire
Mediterranean Sea area. They may possibly have sailed as far as the
British Isles and probably along the coast of western Africa and to the
Azores.

Queen Hatshepsut makes the journey from Egypt to the land of Punt,
believed to be an area along the eastern coast of Africa.

Alexander the Great leads his army from Greece into Asia, crossing the
Hindu Kush mountains (Afghanistan-Kashmir area), and to the Indus
River.

Polynesians from the Society Islands sail to Hawaii, a distance of over
2,000 miles.

Vikings establish trade and explore Iceland, Greenland, and the coast
of North America.
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Marco Polo, a Venetian merchant, travels to Persia, Tibet, Gobi Desert,
Burma, Siam, Java, Sumatra, India, Ceylon, the Siberian arctic, and
other places.

Ibn Battuwtah, the “Marco Polo of Islam,” a Moroccan, makes six pil-
grimages to Mecca; also visits India, China, Spain, and Timbuktu in
Africa.

Christopher Columbus explores the New World, including the
Bahamas, Cuba, Jamaica, Central America, and the northern coast of
South America.

John Cabot, an Italian navigator, sailing from Bristol, England, discov-
ers North America at a point now known as Nova Scotia.

Vasco Nunez de Balboa, a Spanish explorer, discovers the Pacific
Ocean.

Ferdinand Magellan sails west from Spain to circumnavigate the globe.
He is killed in the Philippines, but some of his crew complete the
circumnavigation.

Francisco Vasquez de Coronado, a Spanish explorer, seeks gold,

silver, and precious jewels (without success) in what is now Arizona,
New Mexico, Texas, Oklahoma, and other areas of the American
Southwest.

Bartholomew Gosnold, English explorer and colonizer, navigates the
eastern coast of the (now) United States from Maine to Narragansett
Bay; discovers and names Cape Cod. In 1606 his ship carries some of
the first settlers to Virginia.

James Cook, an English naval officer, explores the northeastern coast
of North America, and in the Pacific discovers New Caledonia, New
Zealand, Australia, and Hawaii. He is killed in Hawaii.

Alexander Mackenzie, a Scot, makes the first overland exploration
across North America north of Mexico; discovers the river now named
for him, which flows into the Arctic Ocean, and the Fraser River, which
discharges into the Pacific.

Meriwether Lewis and William Clark, Americans, lead an expedition
that opens the American West, discovering the Columbia River and
traveling to the Pacific coast.

John H. Speke, an Englishman, discovers the source of the Nile River
to be the Victoria Nile flowing out of Ripon Falls, issuing from the
north shore of Lake Victoria.

William Beebe, American underwater explorer and inventor, develops
the bathysphere and dives to 3,034 feet offshore Bermuda.

Elizabeth Marshall Thomas, an American, explores the Kalahari Desert
in central Africa.

Neil Armstrong, Edwin Aldrin, Jr., and Michael Collins, American as-
tronauts, make pioneer journey to the moon in the Saturn Vspace
vehicle. First Armstrong and then Aldrin step out of the lunar module
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onto the moon’s surface. Collins continues to pilot the command and
service module, which later joins with the lunar module for their re-
turn to Earth.

CHRONOLOGY OF TRAVEL ARRANGERS, THEIR BUSINESSES, FACILITIES, EQUIPMENT, AND SUPPLIERS

B.C.E.
2000

776

C.E.
500-1450

1605
1801

1815
1822
1826-1840
1829

1830
1838

1841

1850

1873

Caravansaries (inns) are established in the Near East and the Orient
in ancient times. Located on caravan routes, they provide overnight
rest needs for travelers and traders and for their donkeys and
camels. These people travel in groups for mutual assistance and
defense.

Greeks begin travels to the Olympic Games. Subsequently, the games
are held every four years.

During Europe’s Middle Ages, a royal party in unfamiliar territory
sends out a harbinger to scout the best route, find accommodations
and food, then return to the group as a guide.

The hackney coach is introduced in London.

Richard Trevithick, in England, perfects a steam locomotive capable of
pulling heavy railcars.

John L. McAdam and Thomas Telford, Britishers, invent all-weather
roads, subsequently with a bituminous top.

Robert Smart of Bristol, England, starts booking passengers on
steamships sailing to Ireland.

Railroads begin service in the United States, first hauling minerals such
as coal and, later, passengers.

The Tremont House opens in Boston, the first “modern” hotel.

First passengers are carried by rail in England.

Stendhal, the pseudonym of Marie-Henri Beyle of France, authors
Meémoires d’un touriste, believed to be the first disseminated printed use
of the French word tourist.

Thomas Cook organizes a special excursion train carrying 570 pas-
sengers from Leicester to Loughborough, England, a trip of 12

miles.

Thomas Bennett, secretary to the British consul general in Oslo,
Norway, sets up a “trip organizer” business as a sideline. He provides in-
dividual pleasure travel itineraries and other services.

American Express Company is created by joining the original
American Express Company formed in 1850 with the Wells Fargo
Company, founded in 1852.
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1902 The American Automobile Association (AAA) is founded in
Chicago.

1903 Wilbur and Orville Wright make the first successful gasoline-powered
airplane flight at Kitty Hawk, North Carolina.

1908 Henry Ford introduces the famous Model T automobile.

1918 Deutsche Lufthansa provides the first scheduled air passenger service
from Berlin to Leipzig and Weimar.

1920 U.S. road system begins great improvement.

1926 Varney Airlines and Western Airlines become the first airlines in the
United States.

1927 Charles A. Lindbergh flies solo from New York to Paris nonstop.

1927 Charles A. Levine becomes the first transatlantic passenger, flying from
New York to within 118 miles of Berlin, his destination, because of a
forced landing.

1927 Pan American Airways flies first international commercial mail flight
from Key West, Florida, to Havana, Cuba.

1928 Pan Am flies first passenger flight on the same route.

1931 American Society of Steamship Agents is founded in New York.

1936  Air Transport Association (ATA) is formed in Chicago.

1939 Frank Whittle, an Englishman, develops the first jet engine capable of
powering a full-size airplane.

1944 The American Society of Travel Agents (ASTA) is founded from the
American Society of Steamship Agents.

1945 End of World War II and the beginning of the era of mass tourism.

1951 Founding of Pacific Asia Travel Association (PATA) in Honolulu,
Hawaii.

1952 The U.S. Congress creates the National System of Interstate
Highways.

1954  Great Britain produces the Comet, the first passenger jet plane.

1958 Boeing Commercial Airplane Company produces the B-707, first com-
mercial jet plane built in the United States.

1959 American Airlines flies the first transcontinental B-707 flight from Los
Angeles to New York.

1961 The U.S. Congress creates the U.S. Travel Service.

1964 American Airlines inaugurates the SABRE computerized reservation
system (CRS).

1970 Pan American World Airways flies the first Boeing 747 “jumbo jet”
plane with 352 passengers from New York to London.

1978 British Airways and Air France begin passenger service on the super-
sonic Concorde airplane. The U.S. Airline Deregulation Act is
passed.

1990 Fall of the Berlin Wall.

1994 The “age of travel,” wherein the most complex trip can be planned
and arranged by a single phone call from the traveler; might involve



64

CHAPTER 2 | Tourism through the Ages

Prague, in the Czech Republic, has become one of the most popular destinations in Eastern Europe since the
fall of the Iron Curtain in the early 1990s. Copyright © Corbis Digital Stock.

1994

1995

1996

numerous airlines, a cruise ship, sightseeing tours, a local rental car,
other ground services, and entertainment—all reserved by amazing
computerized reservation systems worldwide, the entire trip, except for
incidentals, paid for by a single credit card.

The “Chunnel” undersea railway opens, providing rail travel under the
English Channel between England and France.

Delta Air Lines introduces commission caps, putting a ceiling on pay-
ments to travel agents for domestic tickets. Denver International
Airport (DIA) opens as the first new U.S. airport in 20 years.

The first White House Conference on Travel and Tourism is

held.

Alaska Airlines becomes the first carrier to accept online bookings and
take payment through a Web site on the Internet.
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1998 Hong Kong opens new $20 billion airport.
2001 Dennis Tito takes the world’s first paid space vacation.
2003 The Concorde is retired.

SUMMARY

Early explorers, traders, and shippers laid the groundwork upon which our mod-
ern age of travel is based. Human needs to arrange trips and facilitate movements
have not changed over the ages: Building roads, vehicles, and ships and providing
overnight rest accommodations go back into antiquity. The brave explorers who
went into the unknown made available to their contemporaries knowledge of what
the world was really like.

Over the centuries, inventions such as the sandglass to measure time, the “log”
line to measure distance, and the compass to gauge direction made possible suc-
cessful sea exploration. The roads of early Persia and those of the Roman Empire
were used for exploration, for military purposes, for transporting tribute, and for
pleasure trips and recreation.

Subsequent inventions of better roads, stagecoaches, passenger railroads,
passenger ships, automobiles, motorcoaches, and airplanes created an ever-
speedier and more pleasant means of travel. Hotels and inns became more com-
modious and comfortable, with the added convenience of location, services, and
appointments.

However, the conditions for an ever-expanding tourism market are little dif-
ferent now than from Roman times. Tourism will flourish if prospective travelers
are convinced that they will be safe and comfortable and well rewarded by their
trip. When the Roman Empire declined, tourism declined. The wealthy class was
reduced, roads deteriorated, and the countryside was plagued by bandits and
scoundrels. Today, wars, unrest, and terrorism are similarly detrimental to tourism.
Peace, prosperity, effective marketing, and reasonable travel costs remain the es-
sential ingredients needed for the universal growth of travel.

ABOUT THE READING

This reading presents a chart entitled “Some Past, Present, and Future Trends in
the Travel Industry,” which appeared in the 75th Anniversary Edition of Travel
Trade.
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READING 2.1

Some Past, Present, and Future Trends in the Travel Industry

Reprinted from the 75th Anniversary Edition of Travel Trade.

Travel Modes, Speeds, Times & Costs

1929

1949

1969

1979

747; various wide bodied

Travel Modes Air: Ford, Fokker Trimoters DC-4; DC-6, Constellation; 707, DC-8, Electra, DC-9; 727

Rail: first streamliners; 60-70 many DC-3s. Air travel booming craf?. Limited Concorde

mph cruise Railroads near peak (Jets introduced end of service

Auto: Model T/A; ~35 mph; Bus travel growing 1950s) Rail, bus declinipg relatively;

roads poor Cars ~60 mph; roads good Rail, bus declining relatively ?omg tSChl’lOlOglCél & com-

. . . ort improvements
Ship: All overseas travel 25 Cars ~70 mph; Interstate hi- o
mph. way system 80% completed Cars‘(lemporanlyr) held to
nominal 55 mph.
Approx. Max. 100-125 MPH 250-300 MPH 500-600 MPH 500-1300 MPH
Travel Speeds
Time Needed From NY To:
Sydney (10,000mi) 2 weeks 2 days 1 day 1 day
Moscow (4,700mi) 1 week 1 day 9 hours 9 hours
London (3,500mi) 5 days 18 hours 7 hours 4 hours
Car  Rail Air Car  Rail Air Car  Rail Air Car Rail Air

LA (2,500mi) Hrs. 120 70 25 Hrs. 80 65 12 Hrs. 60 55 5 Hrs. 70 — 5
Chicago (700mi) 25 16 9 15 14 5 13 13 3 15 13 2
Washington, DC (200mi) 9 5 3 6 4 3 4 4 1.5 45 3.5 1
Tllustrative Minimum NY-San Francisco: 1947 NY-San Francisco NY-San Francisco

Travel Fares
(1979 Dollars)

~$725 one way
(plane or train)
~28¢/mi

NY-San Francisco
~$470 or 19¢ /mi
NY-London
~$1,070 or 31¢/mi
NY-Sydney
~$2,500 or 25¢/mi

~$210 or 8¢/mi
NY-London
~$280 or 8¢/mi
NY-Sydney
~$833 or 8¢/mi

~$125 or 5¢/mi
NY-London
~$150 or 4.5¢/mi
NY-Sydney
~$833 or 8¢/mi

Explanations: ALL prices have been computed in terms of 1979 U.S. dollars. Symbol: ~ = approximate.
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1989

1999

Present

2029

No real change in either subsonic or
supersonic aircraft. Concorde routes
unchanged: no second generation su-
personic aircraft. 747-400 carries
more people over longer range. ATC
improvement just beginning. General
aviation declined during decade. Fast
rail expanded in Europe and Japan,
but not U.S. No increase in car
speed.

No real change in either subsonic or
supersonic aircraft. Concorde routes
unchanged. Development of second
generation supersonic aircraft dis-
continued because of inability to bal-
ance economic and environmental
factors. Boeing 747-400 carries more
people over longer range. 50 passen-
gers commuter airline jets growing in
use. Crowded skies over U.S. and in-
ability of ATC to keep up have
lengthened travel time between ma-
jor cities. No high-speed U.S. rail yet.
65-mph speed limit on interstate
highways in open areas.

Supersonic air travel discontinued
when Concorde is retired because of
economic and environmental issues.
Development of subsonic aircraft
continues following introduction of
777. Terrorist attacks against U.S. in
2001 results in higher demand for
corporate private jet travel. Turmoil
in Middle East pushes jet fuel costs
up. In the wake of “9/11,” major air
carriers were awash in red ink due to
decline in air travel, higher fuel costs
& debt accrued since 2001. A num-
ber of low-cost air carriers enter the
market, including those started as
subsidiaries by the majors. Rail serv-
ice flags as ridership declines, except
on East Coast. No high-speed rail
available yet in the U.S.

Revolutionary new modes; e.g.,
“transplanetary tunnel.”

Many HSTs; still much subsonic air
travel. Sub-orbital travel. Private space
travel and tourism accommodations.
Various fast automated private
vehicles.

500-1300 MPH

500-1300 MPH

500-600 mph

500-6,000 MPH

1 day
9 hours
3 hours
Car  Rail  Air
Hrs. 70 — 5

15 13 2
4.5 3.5 1

1 day

9 hours

3.5 hours (Concorde)
Car  Rail  Air

Hrs. 70 — 5.5
15 13 2.5
4.5 3.5 1

1 day

9 hours

7 hours
Car  Rail  Air

Hrs. 70 — 5.5
15 13 2.5
4.5 3.5 1

3 hours
2 hours
2 hours
1 hour
1 hour
5

Increased competition lowered fares,
especially as shown in terms of 1979
dollars (approximately 60% of 1989
dollars).

London $118, 3.3 cents
San Francisco $101, 4.0 cents
Sydney $450, 4.5 cents

Increased competition lowered fares,
especially as shown in terms of 1979
dollars (approximately 50% of 1989
dollars):

London - 1999 winter fare $118, 3.3
cents; $59 (1.65 cents) in 1979 dol-
lars

San Francisco - 1999 sale fare $99, 4.0
cents; $49.50 (2.0 cents) in 1979 dol-
lars

Sydney - 1999 sale fare $450, (4.5
cents); $225 (2.25 cents) in 1979
dollars

Business fares at a six-year low (after
being disproportionately higher than
leisure fares) because of lowered post
“9/11” demand and to competition
and incursions by low-fare carriers.
High jet fuel costs lead to surcharges
on one-way air tickets ranging from
$10-$15. Lowest fares as shown in
1979 dollars for one-way travel:
London - $248.07 in 1979 dollars, 7
cents

San Francisco - $123.00, .02 cents
Sydney - 2004 $422.11, 4 cents

0-5¢ per miles

Much transportation “free” as a pub-
lic service
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Progress in Technology

1929 1949 1969 1979
Destinations/ Only nearby destinations Continental travel possible Continental travel for most; Overseas travel possible for
Accessibility practice for most tourists & for many tourists. overseas travel for many; most people. New range of
many businesspersons. Overseas travel still limited. growing rapidly. destinations opening up.
Conveniences Very limited, but luxury and Improving rapidly, e.g. car “Convenience technology” More frequent, shorter vaca-

personal services available at
high price.

rentals, credit cards, handy
motels.

e.g., moving sidewalks, im-
proved baggage handling.

tions, weekend commuting in
some professional families.

Information and
Reservations: Time
Needed

By mail or office visits to car-
rier or travel agent; weeks to
hours

Much by phone; hours to
minutes

Phone/computer; minutes to
seconds

Phone/computer; Improved,
multi-enquiry computer;
seconds.

Staying in Touch
With Home

Mail; days
Telegraph; hours

Mail/phone, days/minutes

Phone; direct-dialing credit
cards; minutes/seconds.

Phone at widely acceptable-
cost; seconds

Weather Prediction

Barely useful next day predic-
tions in a few localities

Useful nationwide predictions

Some tourist planning on ba-
sis of weather

Good short-term predictions;
days.

“Tourist Pollution” Issues

Practically none.

Economic & Social

Negligible

Emerging

Frequent discussion; some-
times limiting

Role of Travel/Tourist Clerk—"Mom and Pop” store Clerk, sometimes counselor; More specialization; clerking Specialized “leisure
Agent still “Mom and Pop” aspects easier counselor”

Large agency chains grow
Travel/ Some leisure, travel expen- More leisure; travel cheaper; (Tourism T) . T/L still growing; new leisure
Tourism/ sive; tourism for relative few tourism available to many Leisure = f) growing options proliferate; Pleasure
Leisure travel increasing relative for

Booming business travel;
Specialized

tourism activity orientations
and conventions

business travel.

U.S. average work week ~48
hrs

Av. work week ~41 hrs.

Av. work week ~40 hrs.

Av. work week ~38 hrs.

Travel/Tourism and
Economic Growth

Economy good
(just before depression)
Travel & tourism growing

End of two decades of depres-
sion and war

Beginning of new economic
growth & new era of travel
and tourism.

War-increased awareness of
other places

Travel and tourism growth
about double overall eco-
nomic growth rate since
1949.

>

- - N et
Rapid expansion of tourism
as a way of life.
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1989

1999

Present

2029

Very extensive, frequent worldwide
travel. All destinations. Slumps when
terrorist warnings elevated. State
Department warnings keep
Americans away from places with po-
litical, social or medical peril.

More frequent, shorter vacations.
Growth of one-week to 10-day
European trips. Weekend commuting
in some professional families.

Very extensive, frequent worldwide
travel. All destinctions. Slumps when
terrorist warnings elevated. State
Department warnings keep
Americans away from places with po-
litical, social or medical peril.

Cheap, fast, convenient travel to
everywhere (but space travel may be
expensive).

Bank credit card and debit cards in
wide use as America continues to
move to a paperless society.
Elec-tronic tickets pervasive with pa-
per tickets being phase out, express
check-in at airports reduce lines, ex-
press check-out by hand-held mobile
pro-cess of car rental at the car. The
Internet is used to check-in before
airport departure, acquire drive
maps, buy travel, research destination
information.

Bank credit cards universal in work-
ing and middle-class America; elec-
tronic tickets made delivery of airline
tickets easier; express check-out by
hand-held mobile processor of car
rental right at the car

Bank credit card and debit cards in
wide use as America continues to
move to a paperless society.
Electronic tickets pervasive with pa-
per tickets being phased out, express
check-in at airports reduce lines, ex-
press checkout by hand-held mobile
process of car rental at the car. The
Internet is used to check-in before
airport departure, acquire drive
maps, buy travel, research destination
information.

‘What is incremental convenience?

All data of interest and reservations
available from home and wireless
personal computers. Travelers have
access to same information and book-
ing capabilities as agents.

The Internet and World Wide Web,
as well as fax and E-mail communica-
tion, vastly expand availability and
speed of information. Travelers have
access to same information sources as
travel professionals.

All data of interest and reservations
available from home computers and
wireless personal computers.
Travelers have access to same infor-
mation and booking capabilities as
agents.

Various formats e.g. holography in liv-
ing room, for display, considerations
of unlimited information.

Internet available globally, wireless
phones with photo capabilities bring
communications to new level, com-
bining audio and video transmissions
around the world.

Long-distance rates lowest ever, in
both offices and homes, due to cut-
throat competition; availability of fax
and E-mail communication

Internet available globally, wireless
phones with photo capabilities bring
communications to new level, com-
bining audio and video transmissions
around the world.

Whole world videophone at negligi-
ble cost.

No significant change. Local condi-
tions pinpointed by new generation
of Doppler radar.

No real change. Local conditions
pinpointed by Doppler radar.

No significant change. Local condi-
tions pinpointed by new generation
of Doppler radar.

Planning months ahead; cost dis-
counts for bad weather periods.

Receding as a controversial issue ex-
pect for extremely sensitive regions.
Largely controlled by local option
and improved management.

Economic & Social

Some sites (Stonehenge, Roman
Coliseum) limit tourists to fringe ar-
eas. Emergence of eco-tourism travel
as a niche; expansion of pedestrian
streets in tourist cities

Receding as a controversial issue ex-
cept for extremely sensitive regions.
Largely controlled by local option
and improved management.

Not conceived as problem; fully man-
aged; but various local limits are un-
derstood

Direct bookings increased via
Internet travel sales. Agents refining
role as destination/information spe-
cialists. Trend to cross-selling
leisure/corporate. Shift to home-
based and host agencies.

Increased market share of domestic
tickets. Growth of home-based travel
agents. Separation of commercial
and leisure-oriented agencies. Use of
Internet.

Direct bookings increased via
Internet travel sales. Agents refining
role as destination/information spe-
cialists. Trend to cross-selling
leisure/corporate. Shift to home-
based and host agencies.

Distinction between local and distant
may have largely eroded—Every place
s “next door”

Vast growth even though great in-
crease in competition. Average work-
week unchanged.

Av. work week ~35 hrs.

Business travel grew in the '80s and
declined slightly in "90s. Continued
growth of leisure travel.

Av. work week declined to 35 hrs in
’80s and grew to more than 40 hrs in
’90s due to downsizing and job re-
engineering. More people working
multiple jobs.

Business travel falls as corporations
contain costs. Travel reduced to areas
in which economic, geopolitical or
health issues prevail. Leisure travel
leading a rebound.

Individual work week reflects choices;
could be about 20 hours.

Vast range of pleasant aesthetically
satisfying, fulfilling activities (inc.
travel); discretionaly choices among
them

Work time largely a matter of individ-
ual choices; could be slight; very
many choices.

Both business and pleasure travel
grew at rates well beyond the eco-
nomic growth rate.

Leisure travel grew at rates well be-
yond the general economic growth
rate. Corporate grew in the "80s and
declined in the early "90s, becoming
stable in the late "90s

Telecommunications still plays a rela-
tively small role. Business community
reduces all air travel to cut costs, mi-
grate to low-cost carriers; reduced
first-class travel. Leisure travel contin-
ues to grow; bookings typically last
minute (90 days or less). Overall
travel spending expected to rise 4.4%
in 2004 to $568 billion.

“Steady state” for travel & leisure, but
in overall slowly growing economy
Many present categories (e.g., discre-
tionary spending & leisure time) no
longer meaningful
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KEY CONCEPTS

accommodations Egyptian Romans

air travel European Silk Road
American Express Grand Tour stagecoaches
Americans Greeks Sumerians
attractions Olympic Games Thomas Bennett
automotive travel Pan American Airways Thomas Cook
classical world Phoenicians travel agents
early beginnings Polynesians water travel

rail travel
Robert Smart

early roads
early ships

# Internet Sites

The Internet sites mentioned in this chapter are repeated here for convenience, plus
some selected additional sites. For more information, visit these sites. Be aware that
Internet addresses change frequently, so if a site cannot be accessed, use a search
engine. Also use a search engine to locate many additional sites that are available.

H-Travel Network on History of Travel

and Tourism
http://www.h-net.org/~travel

National Amusement Park Historical

Association
http://www.napha.org

National Geographic

National Trust for Historic
Preservation
http://www.nationaltrust.org

Smithsonian Institution
http:/ /www.si.edu

http:/ /www.nationalgeographic.com

k Internet Exercises

Activity 1

Site Name: The National Amusement Park Historical
Association

URL: http://www.napha.org

Background Information: The National Amusement
Park Historical Association (NAPHA) is an interna-
tional organization dedicated to the preservation and
enjoyment of the amusement and theme park indus-
try—past, present, and future.

Exercises

1. Trace the evolution of the amusement park from
medieval Europe to the present day.

2. What is the prognosis for the amusement park in-
dustry in the United States today?

Activity 2

Site Name: National Trust for Historic Preservation
URL: http://www.nationaltrust.org

Background Information: The National Trust for
Historic Preservation is a privately funded nonprofit
organization that provides leadership, education, and
advocacy to save America’s diverse historic places and
revitalize our communities.

Exercises

1. What are National Trust Historic Sites?

2. Where does the National Trust get its operating
funds?

3. Does the National Trust decide which buildings
are historic?
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QUESTIONS FOR REVIEW AND DISCUSSION

1. Of what value is learning the fundamentals of
tourism’s long history?

2. Do today’s travelers have motivations and con-
cerns similar to those of travelers who lived dur-
ing the Classical Era?

3. What were the principal travel impulses of such
early sea explorers as Columbus, Cabot, Balboa,
Magellan, and Gosnold?

4. Give some examples of how guides operated in
early tourism. Why were they so important? Are
their functions the same today? Their ethics?
(When discussing, include tour escorts.)

5. Describe the parallels that exist between tourism
in Roman times and that of today.

6. Why have the Olympic Games survived since 776
B.C.E.?

7. In the twenty-first century, how consequential for
the international traveler is an ability in foreign
languages?

8. Can one’s money be converted to that of any
other country?

9. What countries use the euro for currency?

10. Are museums, cathedrals, and art galleries really
important to most visitors? Provide some out-
standing examples.
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CAREER
OPPORTUNITIES

Learning Objectives

e Evaluate future job opportuni- match your interests and
ties in the tourism field. abilities.

e Learn about the careers * Know additional sources of in-
available. formation on careers.

¢ Discover which careers might

CHAPTER 3

An airline employee checking in
air travelers. Copyright © Corbis
Digital Stock.




74
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INTRODUCTION

Every student eventually must leave the college or university campus and seek a
career-oriented job. This is a difficult decision-making time, often filled with doubt
as to what goals or ambitions should be pursued. Coming face to face with the
problem of getting a first major career-oriented job is a challenging task. You are
marketing a product—yourself—and you will have to do a good job of communi-
cating to convince a prospective employer that you have the abilities needed and
that you will be an asset to the organization.

JoB FORECASTS

The World Travel and Tourism Council (WTTC) estimates that in 2005 there were
over 221.5 million people worldwide, some 8.3 percent of the total workforce, em-
ployed in jobs that exist because of the demand generated by tourism. While
tourism contributes to gross domestic product (GDP), capital investment, employ-
ment, foreign exchange, and export earnings, it is the job-creation capacity of
tourism that is its most significant feature. By 2015, WI'TC forecasts that there will
be 269.5 million people around the globe having jobs created by tourism, ac-
counting for 8.9 percent of total employment, or 1 in every 11.2 jobs.

JoB REQUIREMENTS

Are you suited to work in the tourism field? Do you like working with people? Can
you provide leadership? Would you be genuinely concerned for a customer’s com-
fort, needs, and well-being even if the customer might be rude and obnoxious? If you
can answer in the affirmative, you can find a place in this industry. You have to like
to do things for other people and work helpfully with them. If not, this is not the in-
dustry for you. Courtesy comes easily when customers are pleasant and gracious. But
a great deal of self-discipline is required to serve every type of person, especially de-
manding or indecisive ones. In tourism, the customer might often change his or her
mind. This requires patience and an unfailingly cheerful personality.

You must also ask if you have the physical stamina required to carry out many of
the jobs available. It is difficult to work long hours on your feet or to work in a hot, hu-
mid, or cold environment. You might be involved in the pressure of a crush of people,
such as at an airline ticket counter. A travel agency counselor must have keen vision,
excellent hearing, and well-endowed nerves. A large-resort manager is constantly re-
quired to deal with sophisticated budgeting and investment decisions. The chief
executive officer (CEO) of a major convention and visitors bureau must provide lead-
ership to and coordinate the efforts of a very diverse membership. Try to evaluate your
physical and mental attributes and skills to determine if you can perform.

To enhance your chances of getting a job and deciding if you would like it, visit
several types of tourist-related organizations. Watch the activities being performed.
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One of the best jobs in tourism is to serve as the head of a state/provincial tourism office. Shown here is
Kim McNulty, Director of the Colorado State Tourism Office. Photo by author.

Talk to managers, supervisors, and employees. Try to obtain an internship. Work
experience means a great deal. Once you have had that, these skills can be utilized
in a wide variety of tourism enterprises in any number of locations.

CAREER POSSIBILITIES

Tourism today is one of the world’s largest industries. It is made up of many seg-
ments, the principal ones being transportation, accommodations, food service,
shopping, travel arrangements, and activities for tourists, such as history, culture,
adventure, sports, recreation, entertainment, and other similar activities. The busi-
nesses that provide these services require knowledgeable business managers.

Familiarity with tourism, recreation, business, and leisure equips one to pursue
a career in a number of tourism-related fields. Tourism skills are critically needed,
and there are many opportunities available in a multitude of fields.

Because tourism is diverse and complex and each sector has many job oppor-
tunities and career paths, it is virtually impossible to list and describe all the jobs
one might consider in this large field. However, as a student interested in tourism,
you could examine the following areas, many of which are discussed in more detail
in Chapters 5 to 8.
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Airlines

The airlines are a major travel in-
dustry employer, offering a host of
jobs at many levels, ranging from
entry level to top management, in-
cluding reservation agents, flight
attendants, pilots, flight engineers,
aircraft mechanics, maintenance
staff, baggage handlers, airline food
service jobs, sales representatives,
sales jobs, computer specialists, train-
ing staff, office jobs, clerical posi-
tions, ticket agents, and research
jobs. Because airlines have to meet
safety and other requirements, op-
portunities also exist with the Fed-
eral Aviation Administration (FAA).
The FAA hires air traffic controllers
and various other specialists. Air-
ports also use a wide range of per-
sonnel from parking attendants to
airport managers. Other policy and
airsafety-related jobs are available
with associations such as the Air
Transport Association.

People in tourism tend to enjoy their work. The opportu-
nity to service visitors on vacation or on family outings is
more satisfying than many other forms of employment.
Photo of Richard Nethaway by Dick Danielson of Dick Danielson
Photography.

Bus Companies

Bus companies require manage-

ment personnel, ticket agents, sales representatives, tour representatives, hostesses,
information clerks, clerical positions, bus drivers, personnel people, and training
employees.

Cruise Companies

The cruise industry is the fastest-growing segment of the tourism industry today.
Job opportunities include those for sales representatives, clerical workers, market
researchers, recreation directors, and CEOs. Because of its similarity in operations,
the cruise industry has many of the same jobs as the lodging industry.

Railroads

Passenger rail service in the United States is dominated by Amtrak and in Canada
by Via Rail. In Europe, Japan, and elsewhere rail passenger transportation is much
more developed and widespread, offering greater opportunities than in North
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America. Railroads hire managers, passenger service representatives, traffic analysts,
marketing managers, sales representatives, reservations clerks, information special-
ists, conductors, engineers, coach and lounge car attendants, and station agents.

Rental Car Companies

With increased pleasure air travel and the growth of fly/drive programs, rental car
companies are becoming an ever more important segment of the travel industry.
This sector of tourism employs reservation agents, rental sales agents, clerks of var-
ious kinds, service agents, mechanics, and district and regional managers.

Hotels, Motels, and Resorts

The range of jobs in hotels and motels is extremely broad. The following list is rep-
resentative: regional manager, general manager, resident manager, comptroller, ac-
countants, management trainees, director of sales, director of convention sales,
director of personnel, director of research, mail clerks, room clerks, reservation
clerks, front-office manager, housekeepers, superintendent of service, bellhops,
lobby porters, doormen, maids, chefs, cooks, kitchen helpers, storeroom employees,

Resorts provide a wide range of managerial job opportunities in attractive surroundings. Photo courtesy of Holiday
Inn Family Suites Resorts, Lake Buena Vista, Florida.
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dishwashers, waiters, bartenders, apprentice waiters, heating and air-conditioning
personnel, maintenance workers, engineers, electricians, plumbers, carpenters,
painters, and laundry workers.

Resorts tend to have the same jobs as those mentioned for hotels and motels;
however, larger resorts will have greater job opportunities and require more assis-
tants in all areas. Resorts also have a number of additional job opportunities in the
areas of social events, entertainment, and recreation, such as for tennis and golf
pros. At ski resorts there will be ski instructors, members of a safety patrol, and so
on. The American Hotel and Lodging Association has launched the AH&LA
Online Career Center, which lists open positions in the lodging industry. Visit their
Web site at http://ahla.new-jobs.com.

Travel Agencies

Travel agencies range from very small to very large businesses. The smaller busi-
nesses are very much like any other small business. Very few people carry out all the
business operations, and jobs include secretarial, travel counseling, and manage-
rial activities. In large offices, job opportunities are more varied and include
branch manager, commercial account specialists, domestic travel counselors, in-
ternational travel counselors, research directors, and advertising managers.
Trainee group sales consultants, accountants, file clerks, sales personnel, tour
planners, tour guides, reservationists, group coordinators, trainees, operations em-
ployees, administrative assistants, advertising specialists, and computer specialists
are other possibilities.

Tour Companies

Tour companies offer employment opportunities in such positions as tour man-
ager or escort, tour coordinator, tour planner, publicist, reservations specialist,
accountant, sales representative, group tour specialist, incentive tour coordina-
tor, costing specialist, hotel coordinator, office supervisor, and managerial
positions. Often, a graduate will begin employment as a management trainee,
working in all the departments of the company before a permanent assignment is
made.

Food Service

Many job opportunities are available in the rapidly growing food service industry,
such as headwaiters, captains, waiters and waitresses, bus persons, chefs, cooks, bar-
tenders, restaurant managers, assistant managers, personnel directors, dieticians,
menu planners, cashiers, food service supervisors, purchasing agents, butchers,
beverage workers, hostesses, kitchen helpers, and dishwashers. In addition, highly
trained managers having a strong background in this sector are required to over-
see the development and performance of large restaurant chains.
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Professional chefs find great satisfaction in creating tasty, nutritious, and virtually
irresistible food items. Photo courtesy of Doral Golf Resort and Spa.

Tourism Education

As global tourism continues to grow, the need for training and education grows. In
recent years many colleges and universities have added travel and tourism pro-
grams, existing programs have expanded, vocational schools have launched pro-
grams, trade associations have introduced education and certification programs,
and private firms have opened travel schools. There are job opportunities for ad-
ministrators, teachers, professors, researchers, and support staff.

Tourism Research

Tourism research consists of the collection and analysis of data from both primary
and secondary sources. The tourism researcher plans market studies, consumer
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surveys, and the implementation of research projects. Research jobs are available
in national tourism offices, state/provincial travel offices, and so on.

Travel Communications

A number of opportunities are available in travel writing for editors, staff wri-
ters, and freelance writers. Most major travel firms need public relations people
who write and edit, disseminate information, develop communication vehicles,
obtain publicity, arrange special events, do public speaking, plan public rela-
tions campaigns, and so on. A travel photographer could find employment in
cither public relations or travel writing. Television is a2 medium with increasing
opportunities.

Recreation and Leisure

Jobs in recreation and leisure are
enormous. Some examples are activ- =
ity director, aquatics specialist, ski in-
structor, park ranger, naturalist,
museum guide, handicapped-pro-
gram planner, forester, camping di-
rector, concert promoter, lifeguards,
tennis and golf instructors, coaches
for various athletic teams, and drama
directors. Many recreation workers
teach handicrafts. Resorts, parks,
and recreation departments often
employ recreation directors who
hire specialists to work with senior
citizens or youth groups, to serve as
camp counselors, or to teach such
skills as boating and sailing. Manage-
ment, supervisory, and administra-
tive positions are also available.

Attractions

Attractions such as amusement
parks and theme parks are a major
source of tourism employment.
Large organizations such as Dis-
ney World, Disneyland, Six Flags,
Europa—Park, Tivoli Gardens, and While tourism is generally a “people business,” there are

. . " many important “behind-the-scenes” support careers
Sea World prov1deJ0b opportunities that require individuals having well-developed technical

ranging from top managementJobs expertise to ensure the delivery of a high-quality visitor
to clerical and maintenance jobs. experience. Photo courtesy of U.S. Department of Agriculture.
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LEGOIland® is a brand that draws shoppers from around the globe to their products and theme parks. In this
case a sales associate happily displays the famous product at LEGOland® California located in Carlsbad. LEGO,
LEGOLAND, the LEGO, and LEGOLAND logos and the brick configuration are trademarks of the LEGO Group and are used here with
special permission © 2005 The LEGO Group.

Festivals and Events

Festivals and events are one of the fastest-growing segments of the tourism indus-
try. Event management is emerging as a field, is becoming more professional, and
is providing a new source of job opportunities. Events are creating offices and mov-
ing them to yearround operation. A study of the International Special Events
Society showed that event managers earned between $25,000 and $75,000 per year
and that the majority held baccalaureate degrees.

Sports Tourism

Sports are popular throughout the world, with many sports teams and enterprises
becoming big businesses and offering job opportunities in the management and
marketing areas.

Tourist Offices and Information Centers

Numerous jobs are available in tourist offices and information centers. Many cham-
bers of commerce function as information centers and hire employees to provide
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this information. Many states operate welcome centers. Job titles found in state
tourism offices are director, assistant director, deputy director, travel representa-
tive, economic development specialist, assistant director for travel promotion, sta-
tistical analyst, public information officer, assistant director for public relations,
marketing coordinator, communications specialist, travel editor, media liaison,
media specialist, photographer, administrative assistant, information specialist, me-
dia coordinator, manager of travel literature, writer, chief of news and information,
marketing coordinator, market analyst, research analyst, economist, reference co-
ordinator, secretary, package tour coordinator, and information clerk.

Convention and Visitors Bureaus
(Destination Management Organizations)

As more and more cities enter the convention and visitor industry, employment op-
portunities in this segment grow. Many cities are devoting public funds to build con-
vention centers to compete in this growing market. Convention and visitors bureaus
require CEOs, managers, assistant managers, research directors, information special-
ists, marketing managers, public relations staff, sales personnel, secretaries, and clerks.

Meeting Planners

A growing profession is meeting planning. Many associations and corporations are
hiring people whose job responsibilities are to arrange, plan, and conduct meetings.

Gaming

One of the fastest-growing sectors is gaming. Today, one is hard-pressed to find a
state where gambling is not allowed or a gaming proposal is not in front of the state
legislature. From riverboats to Indian reservations to land-based casinos, new des-
tinations are being created. Casinos provide job opportunities ranging from man-
agers to marketers to mechanics to clerical and maintenance jobs.

Other Opportunities

A fairly comprehensive list of career opportunities has been presented. Others that
do not fit the general categories listed are club management, entertainment man-
agement, corporate travel departments, hotel representative companies, in-flight
and trade magazines, and trade and professional associations.

CAREER PATHS IN TOURISM

In addition to considering one of the foregoing kinds of positions within a par-
ticular segment of the tourism sector, it is also useful to examine the various ca-
reer paths that might be pursued. Because the tourism industry is so large and so
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diverse, it offers a broad range of challenging positions. While each of these posi-
tions offers its own unique opportunities and demands, people will find that the
experience gained from working in a range of jobs in different subsectors of
tourism can strengthen their understanding of the industry as a whole. Depending
on one’s career objectives, this broader understanding of tourism can be especially
valuable when applying for certain types of positions. Examples include those in
destination management organizations and national or provincial/state tourism
offices.

To offer employees opportunities for growth and development, educators and
personnel managers attempt continually to develop the concept of career paths in
tourism. A schematic model illustrating the concept is shown in Figure 3.1. The
fundamental premise of this general model is that people can pursue a variety of
reasonably well defined alternative routes, first through the educational system and
subsequently through the industry itself. Based on the training and experience
gained, combined with high-quality performance, a person can pursue a career
path starting at different levels, with the ultimate goal of achieving the position of
senior executive. While not everyone will have the ability or will necessarily want to
pass through all levels of the model, it does provide defined career paths for those
who are interested. It also indicates what combination of training and experience
is normally required to achieve various positions.

Although clearly an oversimplification, the career path model demonstrates
that people may take a variety of routes in pursuing their careers at different levels
within and across the various subsectors of tourism. The specific positions that will
appeal to different people will, of course, vary according to their particular edu-
cational background and their occupational skills. The chosen career path will
also reflect a person’s values and interests. Just how the chosen occupation might

................................... >| Senior
> Postgrad | + ~->| Executive
University — \".'
L>{Undergrad|.22222222221121121107 7 13| Manager
—>| Cal R i
reer [Coosioll. . ->|Supervisor J
College
—>|Vocational|- - - - 3 >|Front Line
Grade 12 A A
Private
T 7| Senoor [T : [Entrepreneur |
School Entrepreneur

Grade 11 | e e e e —————at

---- Path within education system and industry Paths into industry

Figure 3.1 Career paths within the tourism industry.
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.

A customer service representative is one of the many jobs available in the rental car field. Photo by Tracy Brown,
taken at Baltimore-Washington International Airport; Photo courtesy of the Cendant Car Rental Group.

reflect individual values and interest is shown in Figure 3.2. As indicated, frontline
staff (entry level and operations) must like dealing with people and possess a
strong interest in providing them with high-quality service. Supervisors, managers,
and entrepreneurs must possess additional values and interests that enable them to
face the challenges of change as they attempt to meet the needs of a demanding
and ever-shifting marketplace.

INTERNSHIPS

One of the best ways to get the job you want is to have internship (cooperative ed-
ucation) experience. Internship opportunities abound in the tourism area. Most
internship programs are designed to provide students the opportunity to (1) ac-
quire valuable, hands-on experience to supplement their academic learning;
(2) learn potential practical skills; (3) develop professionalism; (4) interact with
segments of the local business community and develop an appreciation for the
daily operation and long-term strategic direction of a corporate or small business
environment; and (5) develop a further understanding of their chosen field. Some
examples of internship programs and sources of internships are Marriott, Hyatt,
Disney, Universal Studios, the National Tourism Foundation, and the American
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Hospitality Academy. The Marriott Lodging Internship Program is designed to stim-
ulate student interest in hotel management and a career with Marriott International.
Through the program, students gain practical work experience necessary to pursue
a management career in the hospitality industry. In addition, it provides Marriott
with an opportunity to make sound evaluations of potential management candidates.
Internship opportunities are available in their Marriott Hotels, Resorts, and Suites;
Renaissance Hotels; Residence Inn; Courtyard; and TownePlace Suites brands and
their time-share business, Marriott Vacation Club International.

The Hyatt Hotels and Resorts Internship Program was created to generate stu-
dent interest in hotel management and spark a desire to join a hospitality leader
after graduation. Internships also give Hyatt the opportunity to recognize potential
managers and continue developing relationships throughout the academic year.
Structured internship opportunities are available in over ten of their hotel and re-
sort locations.

Universal Studios Florida has internships in advertising, convention sales,
food services, human resources, information systems, marketing, merchandise, park
operations, production, public relations, technical entertainment, and technical
services. Active juniors, seniors, and graduate students are eligible for the program.

Tourism Cares for Tomorrow, the nonprofit foundation that was created from
combining the National Tourism Foundation (NTF) and the Travelers Conser-

Campus career fairs are places where students can learn about jobs, internships, and career paths. Here, college
recruiters for Disney Worldwide Services, Inc., visit with students from the University of Colorado. Photo by
the author.
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vation Foundation(TCF) in January 2005, has announced the return of NTF’s
internship program. Tourism Cares for Tomorrow assembles dozens of intern-
ship offerings to benefit both students and the industry. Go to their Web site
at http://www.Tourismcaresfortomorrow.org/tourismcares/students for informa-
tion on internships and scholarships.

OTHER SOURCES OF CAREER INFORMATION

Most of the career opportunities available in the travel field have been listed. It is
hoped that this overview will provide you with a guide and point out that these in-
dustries are so large that they are worthy of much further study by themselves. In
considering career opportunities, it is important to gather information before you
invest a great deal of time looking for a job. The following are good references on
tourism jobs:

Riegel, Carl, and Melissa Dallas. Hospitality and Tourism Careers. Upper Saddle
River, NJ: Prentice Hall, 1998.

Rubin, Karen. Inside Secrets to Finding a Career in Travel. Indianapolis, IN: JIST
Works, 2001.

One book on how to get a job is particularly recommended:

Bolles, Richard. What Color Is Your Parachute? A Practical Manual for Job-Hunters
and Career-Changers. Berkeley, CA: Ten Speed Press, 2005.

The information provided in this section should be an important starting point for
you. However, it is really just the tip of the iceberg. It is up to you to explore the
subject further and to gain additional information. You need to learn not only
about careers in tourism and travel-related fields, but also about the task of mar-
keting yourself—how to work up résumés and how to conduct yourself during in-
terviews. General books on getting a job will help you in this task.

SUMMARY

A career in tourism offers many exciting and challenging employment opportuni-
ties. As indicated in Chapter 1, tourism is the largest industry in the world today.
In the United States and throughout the rest of the world the travel industry is
expected to be a growth industry. The labor-intensive tourism industry has a need
for motivated people of all ages and backgrounds. Those who prepare themselves,
maintain high energy, have a talent for working with people, and have a dedication
to high-quality service will find themselves climbing the career ladder to success.
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KEY CONCEPTS

accommodations
airlines
attractions

bus companies
career path

convention and visitors bureaus

cruise lines

employment forecasts

food service
internships

meeting planning
railroads

recreation

rental car companies
tour companies
tourism education

* Internet Sites

tourism job requirements

tourism research

tourist offices and information
centers

travel agencies

travel communications

The Internet sites mentioned in this chapter are repeated here for convenience,
plus some selected additional sites. For more information, visit these sites. Be aware
that Internet addresses change frequently, so if a site cannot be accessed, use a
search engine. Also use a search engine to locate many additional relevant sites.

AH&ILA Educational Institute
http://www.ei-ahla.org

American Hotel and Lodging
Association
http://www.ahla.com

Canadian Tourism Human Resources
Council
http://www.cthrc.ca/careerplanning

Career Women
http:/ /www.careerwomen.com

Career Age.com
http:/ /www.careerage.com/tourism

Cool Jobs Canada
http:/ /www.cooljobscanada.com

Cool Works
http:/ /www.coolworks.com

Destinations
http:/ /www.destinations.ca

Hilton Hotels
http:/ /www.hilton.com

Hospitality career net.com
http:/ /www.hospitalitycareernet.com

Hospitality 1st
http:/ /www.hospitality-1st.com

Hospitality Net
http:/ /www.hospitalitynet.org

Hyatt Hotels and Resorts
http:/ /www.hyatt.com

International Society of Travel and
Tourism Educators
http:/ /www.istte.org

Marriott International
http:/ /www.careers.marriott.com

MGM Grand Hotel Casino
http:/ /www.mgmgrand.com

National Restaurant Association
Educational Foundation
http://www.nraef.org

National Tour Association
http:/ /www.ntaonline.com

National Tourism Foundation
http:/ /www.ntfonline.org

Ontario Hostelry Institute
http:/ /www.ohischolarships.com



Tourism Cares for Tomorrow

http:/ /www.tourismcaresfortomorrow.

org

Total Jobs.com
http://www.totaljobs.com/
traveljobs.html

k Internet Exercises

Activity 1

Site Name: Hospitality Net

URL: http://www.hospitalitynet.org

Background Information: Hospitality Net is the lead-
ing hospitality industry resource on the Internet with
information on employment opportunities, events,
industry news, links to other sites, and so on.

Exercises

1. What are the categories for the job opportunities
listed on this Web site?

2. Choose a category and find a job that would be of
interest to you. Describe the job, where it is located,
and why it appeals to you.

CASE PROBLEMS 8¢

Travel Industry Association of America
http://www.tia.org

Travel Jobs
http:/ /www.TravelJobs.com

World Travel and Tourism Council
http://www.wttc.org

Activity 2

Site Name: World Travel and Tourism Council

URL: http://www.wttc.org

Background Information: The World Travel and
Tourism Council (WTTC) is the global business lead-
ers’ forum for travel and tourism. Its members are
chief executives from all sectors of the travel and
tourism industry, including accommodations, cater-
ing, cruises, entertainment, recreation, transporta-
tion, and travel-related services. Its central goal is to
work with governments to realize the full economic
impact of the world’s largest generator of wealth and
jobs—travel and tourism.

Exercise
1. What is the WI'TC’s vision on jobs in the travel and
tourism industry for the next decade?

QUESTIONS FOR REVIEW AND DISCUSSION

1. What is the growth potential for tourism jobs?

2. As a career in tourism, what position appeals to
you at present?

. What preparation will be needed for that position?

. What are its probable rewards?

. Identify the position’s advancement opportunities.

. Are your writing and speaking skills good enough
to land a job?

S OU W OO

CASE PROBLEMS

1. Donnell C. is graduating from a fouryear travel
and tourism curriculum. She has had several job
offers. What type of organization would afford her
the broadest range of experiences? How important
is her beginning salary?

7. What criteria would you use to choose a company
for an interview?

8. How important is salary in your job choice?

9. Evaluate the job satisfaction in your chosen
career.

10. What will tourism be like in the year 20207 What
position might you visualize yourself to be in by
that date?

2. Jim B. is a successful resort manager. He is visited
one day by a very bright high school senior who
is most interested in becoming a resort manager.
What educational preparation advice might Jim
offer?
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How Tourism

Is Organized

The Dallas/Fort Worth Airport covers 17,500 acres. Purchasing facilities and an airport hotel can be
seen in the center of the photograph. An automated shuttle train provides transportation to other
terminals.






WORLD, NATIONAL,
REGIONAL, AND OTHER
ORGANIZATIONS

Learning Objectives

¢ Understand the magnitude of e Know why states support official
world tourism in terms of the offices of tourism.
vast numbers of organizations
that serve the needs of their di-
verse memberships.

e Learn how national, regional,
and trade organizations are
structured and operated.

¢ Recognize the variety of types
and functions of tourism
organizations.

bt

CHAPTER 4

The Taj Mahal in Agra, India, is a
favorite travel destination along
the Asian Highway. The Asian
Highway was initiated in 1958 and
funded by the national govern-
ments in Asia. Photo courtesy of the
United Nations.
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INTRODUCTION

The complex organization of tourism involves literally thousands of units. This chap-
ter focuses on some of the organizations that perform the catalyst, planning, devel-
opment, and promotion functions within destinations. As Figure 4.1 stresses, all of
these functions must be carried out with a high degree of cooperative interaction be-
tween the public and private sectors at all levels of the destination hierarchy. This des-
tination hierarchy provides a geographical classification and subclassification of the
world. The world is divided into nations, which in turn commonly consist of regions,
states/provinces, and urban centers (cities/municipalities).

In addition to a geographic classification, tourism organizations can also be
classified by ownership, such as government, quasi government, or private; by func-
tion or type of activity, such as regulators, suppliers, marketers, developers, con-
sultants, researchers, educators, publishers, professional associations, trade
organizations, and consumer organizations; by industry, such as transportation (air,
bus, rail, auto, cruise), travel agents, tour wholesalers, lodging, attractions, and
recreation; and by profit or nonprofit.

The purpose of Chapters 4 through 8 is to discuss the major types of tourist
organizations and how they interrelate and operate, focusing on illustrative exam-
ples. The discussion begins with official international tourism groups in this chap-

World & National
Travel Industry
Associations

World & National
Government
Tourism Offices

State and Provincial
Travel Industry
Associations

State and Provincial
Government
Tourism Offices

Local & City
Government
Tourism
Departments

Local & Regional
Tourism Associations/,
Convention & Visitor
Bureaus

Figure 4.1 Tourism organizations.
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ter and ends with the private organizations and firms that make up the tourism
industry, covered in Chapters 5, 6, 7, and 8. Additional important supplemental
areas that facilitate the tourism process, such as education, publishing, and mar-
keting and publicity, are also included in Chapter 8.

INTERNATIONAL ORGANIZATIONS

World Tourism Organization

The World Tourism Organization (WTO) is the most widely recognized and the
leading international organization in the field of travel and tourism today. It
serves as a global forum for tourism policy issues and a practical source of tourism
know-how. Its membership includes 145 countries and territories and more
than 350 affiliate members representing local government, tourism associations,
educational institutions, and private-sector companies, including airlines, hotel
groups, and tour operators. With
its headquarters in Madrid, WTO
is a specialized agency of the
United Nations (UN). UN special-
ized agency status entitles WTO
to participate as a full member in
the United Nations System Chief
Executives Board for Coordination
(CEB), which elaborates system-
wide strategies in response to over-
all intergovernmental directives
on economic cooperation and de-
velopment. WTO’s participation
will enable it to highlight the role
of tourism in support of socio-
economic development and the
achievement of the Millennium De-
velopment Goals.

The specialized agencies func-
tion on an autonomous basis, with
their own charter, budget, govern-
ing boards, staff, and publishing
operations. They make annual or
biennial reports to the Economic
and Social Council. The General
Assembly can examine their bud-
gets and make recommendations;
however, each specialized agency
exercises final control over its

The World Tourism Organization is an official specialized
agency of the United Nations and has the objective of
promoting and developing tourism worldwide. Photo by
operations. Ron Nelson.
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Thus, WTO is vested by the UN with a central and decisive role in promoting
the development of responsible, sustainable, and universally accessible tourism,
with the aim of contributing to economic development, international understand-
ing, peace, prosperity, and universal respect for and observance of human rights
and fundamental freedoms. In pursuing this aim, WTO pays particular attention to
the interests of the developing countries in the field of tourism.

The World Tourism Organization had its beginnings as the International
Union of Official Tourist Publicity Organizations set up in 1925 in The Hague. It
was renamed the International Union for Official Tourism Organizations
(IUOTO) after World War II and moved to Geneva. IUOTO was renamed the
World Tourism Organization (WTO), and its first General Assembly was held in
Madrid in May 1975. The Secretariat was installed in Madrid early the following
year at the invitation of the Spanish government, which provides a building for the
headquarters. In 1976, WTO became an executing agency of the United Nations
Development Programme (UNDP); in 1977, a formal cooperation agreement was
signed with the United Nations. In October 2003, WTO became a specialized
agency of the United Nations.

WTO is engaged in many activities. The transfer of tourism know-how to de-
veloping countries is a major task. Here WT'O contributes decades of experience
in tourism to the sustainable development goals of nations throughout the world.
WTO projects are based on the policy of sustainability, ensuring that the economic

The WTO works with the UNDP, which finances tourism planning projects and infrastructures, such as projects
to improve transportation in southern Africa. Photo courtesy of the United Nations.
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benefits of tourism development are not offset by damage to the environment or
to local cultures.

WTO is well known for its statistics and market research. Research has been
one of WI'O’s most important contributions. Their work here has set international
standards for tourism measurement and reporting, measured the impact of
tourism on national economies, produced forecasts, examined trends, and made
the results available in publications.

Human resource development is another WTO goal. WTO sets standards for
tourism education. The WI'O Education Council—made up of leading tourism ed-
ucation, training, and research institutions—drives the education program of work,
which includes the accreditation program for tourism education institutions
(TedQual) and the Graduate Tourism Aptitude Test (GTAT). These are examples
of their efforts to encourage standardization of curricula and to make degrees in
tourism more internationally comparable. WTO also offers seminars, distance learn-
ing courses, and practicum courses for tourism officials from member countries.

WTO attempts to facilitate world travel through elimination or reduction of
governmental measures for international travel as well as standardization of re-
quirements for passports, visas, and so forth. They work to improve the quality of
tourism through trade liberalization, access for travelers with disabilities, safety and
security, and technical standards. They also work to improve the promotional ef-
forts of member governments through effective media relations and serve as a
clearinghouse for international tourism information.

In addition to these global activities, WT'O engages in regional activities. Each
region of the world—Africa, the Americas, East Asia and the Pacific, Europe,
Middle East, and South Asia—receives special attention from that region’s WTO
representative. The representatives meet with top tourism officials from each of the
countries in their region to analyze problems and help seek solutions, act as a liai-
son between tourism authorities and the UNDP to create specific development
projects, organize national seminars of topics of particular relevance to an individ-
ual country, such as tourism promotion in Mexico or ecotourism in Kyrgyzstan, and
hold regional conferences on problems that are shared by many countries so that
members can exchange experiences and work toward common goals, such as safety
and security in Eastern Europe or aviation and tourism policy in the Caribbean.

They are also involved in regional promotion projects. The Silk Road is a proj-
ect being implemented in cooperation with the United Nations Educational,
Scientific, and Cultural Organization (UNESCO). Launched in 1994, WTO’s Silk
Road project aims to revitalize through tourism the ancient highways used by
Marco Polo and the caravan traders who came after him. The Silk Road stretches
12,000 kilometers from Asia to Europe. Sixteen Silk Road countries have joined
forces for this project: Japan, Republic of Korea, Democratic People’s Republic
of Korea, China, Kazakhstan, Kyrgyzstan, Pakistan, Uzbekistan, Tajikistan,
Turkmenistan, Iran, Azerbaijan, Turkey, Georgia, Greece, and Egypt. Joint promo-
tional activities include a brochure and video, familiarization trips, and special
events at major tourism trade fairs. Key projects that WTO is currently working on
are poverty alleviation and elimination through sustainable tourism, protecting
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children from sexual exploitation in tourism, crisis management, ecotourism, and
safety and security. Visit the WTO Web site at http://www.world-tourism.org.

World Travel and Tourism Council

The World Travel and Tourism Council (WTTC) is the forum for global business
leaders in travel and tourism. It is comprised of the presidents, chairs, and chief ex-
ecutive officers of 100 of the world’s foremost companies. These include accom-
modation, catering, cruises, entertainment, recreation, transportation, and
travel-related services. WI'TC is the only body representing the private sector in all
parts of the industry worldwide. Established in 1990, WI'TC is led by a nineteen-
member executive committee, which meets twice a year and reports to an annual
meeting of all members. Day-to-day operations are carried out by the president and
a small staff based in London.

The mission of the council is to raise awareness of the economic and social
contribution of travel and tourism and to work with governments on policies that
unlock the industry’s potential to create jobs and generate prosperity. Their vision
of travel and tourism is that of a partnership among all stakeholders, delivering
consistent results that match the needs of national economies, local and regional
authorities and local communities with those of business, based on: (1) govern-
ments recognizing travel and tourism as a top priority; (2) business balancing eco-
nomics with people, culture, and the environment; and (3) a shared pursuit of
long-term growth and prosperity.

The activities of the council can be summarized under three broad themes:

Global Activities. WI'TC addresses challenges and opportunities that affect
all sectors of the global travel and tourism industry. It is empowered by its
members to provide an effective voice for the industry in its dialogue with
governments around the world. The council actively promotes public and
private sector examples of best practices in tourism. A number of case studies
from different parts of the world can be found on their Web site.

Regional Initiatives. Regional initiatives are set up in countries and regions
that have huge potential for travel and tourism development, but that lack
the framework or resources to achieve growth. The objective of these initia-
tives is to translate WI'TC’s Mission into action by working with governments,
local leaders, and WITC global members with a regional presence, to iden-
tify and eliminate barriers to growth.

Economic Research. WI'TC now uses Oxford Economic Forecasting Ltd., to
undertake extensive research to determine travel and tourism’s total size and
contribution to world, regional, and national economies. The WI'TC forecast
is the primary vehicle used to convey the message that tourism is the world’s
largest industry, that it has been growing faster than most other industries,
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that it will continue to grow strongly, and that it can create jobs and increase
gross domestic product (GDP). WI'TC plans to continue publishing this fore-
cast and enhance its methodology. In fact, they continue to increase the
number of economic impact reports, and under the auspices of the WTO
they have developed proposals for an international standard Satellite
Accounting System. Their latest 2005 forecast covers 174 national economies
and shows that the tourism industry currently generates 221.5 million jobs
and contributes over 10.6 percent of global GDP. WI'TC has done more to
create awareness of the economic importance of tourism than any other or-
ganization. Visit their Web site at http://www.wttc.org.

International Air Transport Association

The International Air Transport Association (IATA) is the global organization for
virtually all the international air carriers. The principal function of IATA is to safely
facilitate the movement of persons and goods from any point on the world air net-
work to any other by any combination of routes. This can be accomplished by a sin-
gle ticket bought at a single price in one currency and valid everywhere for the
same amount and quality of service. The same principles apply to the movement of
freight and mail.

Resolutions of IATA standardize not only tickets, but waybills, baggage checks,
and other similar documents. These resolutions coordinate and unify handling
and accounting procedures to permit rapid interline bookings and connections.
They also create and maintain a stable pattern of international fares and rates. In
effect, they permit the linking of many individual international airline routes into
a single public service system.

While developing standards and procedures for the international airline in-
dustry to support interlining and enhance customer service continues to be a prin-
cipal aim, IATA is involved in many other areas such as industry support, the
environment, consumer issues, regulatory monitoring, legal support, corporate
communications, scheduling, facilitation, safety, security, and services.

IATA is a valuable information source on the world airline industry. Their
Airline Product Database provides a comparison of the product across 30 major
carriers. Their annual publication, World Air Transport Statistics, is an authorita-
tive source of international airline data. In addition, IATA makes passenger and
freight forecasts. Their market research helps the industry develop its strategic and
tactical marketing plans.

In summary, IATA’s mission is to represent and serve the world airline indus-
try. They serve four groups interested in the smooth operation of the world air
transport system: (1) airlines, (2) the public, (3) governments, and (4) third par-
ties such as suppliers and travel and cargo agents. IATA works closely with the
International Civil Aviation Organization. IATA’s head office is in Montreal; its ex-
ecutive office is in Geneva, Switzerland; and it has regional offices around the
world. The IATA Web site is at http://www.iata.org.
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International Civil Aviation Organization

The International Civil Aviation Organization (ICAO) is an organization of gov-
ernments joined to promote civil aviation on a worldwide scale. This organization,
established in 1944, has adopted a plan, “Guiding Civil Aviation into the 21st
Century,” to deal more effectively with the constantly evolving challenges facing
civil aviation, particularly in the area of flight safety. The strategic action plan fo-
cuses on eight major objectives to further the safety, security, and efficiency of in-
ternational civil aviation and identifies forty-three related activities. Visit the ICAO
Web site at http://www.icao.int.

DEVELOPMENTAL ORGANIZATIONS
(INTERNATIONAL AND NATIONAL)

Financing is always a major problem in tourism development. Large financial or-
ganizations are willing to make developmental loans. Examples include the World
Bank (United States), International Finance Corporation (United States), the OPEC
Fund for International Development (Austria), African Development Bank (Coite
d’Ivoire), East African Development Bank (Uganda), Inter-American Development
Bank (United States), Caribbean Development Bank (Barbados), Asian Develop-
ment Bank (Philippines), European Investment Bank (Luxembourg), European
Regional Development Fund (Belgium), European Bank for Reconstruction and
Development (United Kingdom), Islamic Development Bank (Saudi Arabia), and
the Arab Fund for Economic and Social Development (Kuwait). Examples of na-
tional organizations are FONATUR (Mexico) and Embratur (Brazil). Further
sources include governments of countries that want additional hotel development or
other supply components and are willing to make low-interest loans or grants or
offer other financial inducements for such types of development.

Organization for Economic Cooperation and Development

The Organization for Economic Cooperation and Development (OECD) was set
up under a convention, signed in Paris on December 14, 1960, that provides that
the OECD shall promote policies designed to (1) achieve the highest sustainable
economic growth and employment and a rising standard of living in member coun-
tries while maintaining financial stability, and thus to contribute to the develop-
ment of the world economy; (2) contribute to sound economic expansion in
member as well as nonmember countries in the process of economic development;
and (3) contribute to the expansion of world trade on a multilateral, nondiscrimi-
natory basis in accordance with international obligations.

Members of OECD are Australia, Austria, Belgium, Canada, Czech Republic,
Denmark, European Union, Finland, France, Germany, Greece, Hungary, Iceland,
Ireland, Italy, Japan, Korea, Luxembourg, Mexico, Netherlands, New Zealand,
Norway, Poland, Portugal, Spain, Sweden, Switzerland, Turkey, the United King-
dom, and the United States. OECD’s Tourism Committee acts as a forum of
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exchange for monitoring policies and structural changes affecting the develop-
ment of international tourism. It encourages further liberalization of tourism
activities, both within and outside the OECD area, and has undertaken the devel-
opment of innovative statistics to improve the understanding of the role of tourism
in the economy. Visit the OECD Web site at http://www.oecd.org.

REGIONAL INTERNATIONAL ORGANIZATIONS

Pacific Asia Travel Association

The Pacific Asia Travel Association (PATA) represents countries in the Pacific and
Asia that have united to achieve a common goal, namely, excellence in travel and
tourism growth in this vast region. Its work has been to promote tourism through
programs of research, development, education, and marketing. PATA has gained a
reputation for outstanding accomplishment among similar world organizations.
Visit the PATA Web site at http://www.pata.org.

European Travel Commission

The European Travel Commission
(ETC) is the strategic alliance that pro-
vides for the collaboration between
thirty-three European national tour-
ism organizations (NTOs). Founded
in 1948, the ETC fills a unique role
functioning as a “National Tourism
Office of Europe.” Its goal is to attract
millions of potential and existing over-
seas customers from the major over-
seas markets to come to Europe. This
is done through promotional cam-
paigns and industry trade shows. The
headquarters of the ETC is located in
Brussels, Belgium. Visit their Web site
at: http:/ /www.visiteurope.com.

NATIONAL ORGANIZATIONS

Office of Travel and Tourism
Industries (OTTI)

The United States is an example of

Asia is one of the fastest-growing travel destinations in
the world. Kuala Lumpur, the capital of Malaysia, is one
A R of the many locations in Asia that can provide reward-
how not to develop tourism. In Apr11 ing experiences for visitors from Western cultures.

1996 the United States Travel and Photo courtesy of the Malaysia Tourism Board.
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Tourism Administration (USTTA), which served as the nation’s official govern-
ment tourist office charged with developing tourism policy, promoting inbound
tourism from abroad, and stimulating travel within the United States, was elimi-
nated. Congress has made clear its intention that the federal government primarily
rely on the private industry to market the United States as a destination, a primary
function of the former USTTA.

While USTTA was eliminated, some of its functions and people were transferred
to Trade Development, International Trade Administration (ITA), U.S. Department
of Commerce, and a Tourism Industries (TI) office was established with its own
deputy assistant secretary. In 2002, the office was renamed the Office of Travel and
Tourism Industries (OTTI) and placed under the direction of the deputy assistant
secretary for Service Industries, Tourism and Finance. The mission statement of
OTTI reads: “The Office of Travel and Tourism Industries is dedicated to helping
U.S. businesses gain access to and compete in the global marketplace.” The goal of
the office is to assist travel and tourism businesses by advancing policies and pro-
grams that strengthen economic development and export opportunities.

ITA was again reorganized in 2004. Now the OTTI initiative is operated by a di-
rector of the office who reports to the deputy assistant secretary for Service
Industries, under Manufacturing and Services, ITA, the Department of Commerce,
and has 11 employees. OTTI has three areas of responsibilities: (1) director for
OTTI, (2) travel research and tourism development, and (3) tourism policy coor-
dination, including the Tourism Policy Council. The organizational structure of
OTTTI is shown in Figure 4.2.

The office of the director is responsible for
the following: fostering economic development
through tourism trade development; represent-
ing the United States in tourism-related meetings
with foreign government officials; serving as the
principal point of contact in the U.S. govern-
ment for the U.S. tourism industry on policy, in-
ternational commercial diplomacy, and tourism , Director )
trade development issues; furthering the recom- Office of ;I'ravel and Tourism

’ ndustries
mendations for national tourism strategy from Deputy Director
the White House Conference on Travel and
Tourism (WHCTT); and interacting with the
Foreign Commercial Service to advise and assist
the tourism trade development officers on mat- Travel Research and Development
ters of policy, technical assistance, and research. T Senior Policy Analyst

K ourism Trade Specialists (2)

The Travel Research and Tourism Develop- Research Analysts (2)
ment responsibilities include collecting and dis- Program Analysts (2)

. . . . . Program Assistants (2)
seminating baseline data for international
travel, to and from the United States, incorpo-

Deputy Assistant Secretary
for Service Industries,
Tourism and Finance

Secretary
rating eight comprehensive research programs
and databases. Included are: (1) developing
programs that provide a count of nonresident

Figure 4.2 Organizational structure of
the U.S. Office of Travel and Tourism
Industries.
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arrivals, estimates of U.S. outbound travel; (2) leading the development of a satel-
lite account for travel and tourism; (3) forecasting on travel to the United States,
forecasting for international travel to destinations in the United States, and U.S.
outbound forecasting; (4) developing and managing the OTTI Web site, eventually
providing an interactive data retrieval system on the Internet; (5) providing travel
industry barometers and monitors; (6) providing technical assistance to commu-
nities and businesses to help match their tourism strengths with the most promis-
ing international markets and to help them bring their tourism products to the
market; (7) surveying international air travelers (in-flight survey); and (8) main-
taining the Canadian statistics program.

The Department of Commerce also provides tourism assistance by the U.S.
Commercial Service. The service has staff in more than 100 U.S. cities and eighty
countries abroad. The domestic and international staff work together to provide
export counseling to U.S. businesses and destinations interested in entering or in-
creasing their presence in international markets. Services include one-on-one
counseling, market research, statistics, partner identification (i.e., outbound tour
operators, travel agents, public relations firms), and assistance with international
marketing efforts within the travel industry. There are about forty tourism special-
ists in the domestic offices and fifty in the international offices.

The Tourism Policy Coordination group is formed to (1) reinvigorate the
Tourism Policy Council (TPC) dedicated to federal agency coordination for all
tourism-related activities; (2) enhance communication with the industry, Congress,
and state and local governments for travel and tourism information, data, and tech-
nical assistance available throughout the federal government; (3) coordinate in-
teragency federal programs that affect tourism development, including facilitation
issues such as support of the Visa Waiver Program; and (4) represent tourism in-
dustry needs and issue areas for international commercial diplomacy and in inter-
governmental organizations and other relevant forums.

The Tourism Policy Council involves over fifteen federal agencies. The com-
position of the Tourism Policy Council is shown in Figure 4.3. Visit the Office of
Travel and Tourism Industries Web site at http://tinet.ita.doc.gov.

Canadian Tourism Commission

The Canadian Tourism Commission (CTC) is a working partnership between
tourism industry businesses and associations, provincial and territorial govern-
ments, and the government of Canada. CTC was one of the first public-private part-
nerships to be established. It is responsible for promoting and maintaining the
orderly growth of tourism in Canada. CTC has one of the best and most compre-
hensive tourism programs in the world and serves as a model that many other na-
tions strive to equal. Visit their Web site at http://www.CanadaTourism.com.

Tourism Australia

On July 1, 2004, a new body, Tourism Australia, was created that bought together
the Australian Tourist Commission, See Australia, the Bureau of Tourism Research,
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ition, the legislation provides for the participation of other representatives of

federal agencies “...that have affected interests at each meeting as deemed appropriate

vited by the Chairman.” Additional representatives slated to be invited on a

regular basis include:

The Secretary of the Treasury (in addition to Commissioner of U.S. Customs Service)
The Attorney General (in addition to the Commissioner of the INS)

The Secretary of Housing and Urban Development

The Administrator of the Federal Aviation Administration

(in addition to the Secretary of Transportation)

The Administrator of the Small Business Administration

The Assistant to the President for Homeland Security (White House—EQP)

The Deputy Assistant to the President for Domestic Policy (White House—EQP)
The Deputy Assistant to the President, Director of the Office of Strategic Initiatives
(White House—EQP)

The Assistant to the Vice President for Domestic Policy (OVP)

Department of Agriculture

Executive Office of the President

Representatives from the White House

Council of Historic Preservation

Figure 4.3 Composition of the Tourism Policy Council.
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and the Tourism Forecasting Council, harnessing the skills and knowledge of these
organizations under one umbrella. Two new business units, Tourism Events Australia
and Tourism Research Australia were also established to focus on industry and mar-
ket needs. Tourism Research Australia incorporates a merger of the Bureau of
Tourism Research and the Tourism Forecasting Council. Tourism Australia is now the
federal government statutory authority responsible for international and domestic
tourism marketing as well as the delivery of research and forecasts for the sector. It has
a combined budget of $553 million over the next four years. Tourism Australia is an-
other outstanding national tourism organization and would be a good model for oth-
ers to follow. Visit their Web site at: http://www.tourismaustralia.com.

U.S. Federal Aviation Administration

Numerous responsibilities for efficient and safe air travel are assigned to the
Federal Aviation Administration (FAA), which is illustrative of governmental
regulating bodies. This U.S. government organization in the Department of
Transportation formulates regulations and supervises or controls various aspects
of airline and airport operations. Examples of these functions are air traffic control,
air safety, flight standards, aviation engineering, airport administration districts,

The U.S. Federal Aviation Administration (FAA) provides air traffic control, air safety, and other vital aviation
regulation and services. Shown here is the FAA control tower and Concourse C at the Denver International
Airport. Photo courtesy of Denver International Airport.
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airways facilities, and certification of new aircraft. The FAA also examines and li-
censes pilots and flight engineers. Their Web site is: http://www.faa.gov.

U.S. Department of Transportation

The Department of Transportation has the federal authority to protect air travel-
ers and to police industry practices. It has responsibility for in-flight smoking rules,
charters, denied boarding compensation, baggage liability, handicapped-traveler
rules, passenger notices, computer reservations bias, and antitrust authority.

U.S. Department of Homeland Security

The events of September 11 brought another government agency that impacts
tourism, the Department of Homeland Security (DHS). One primary reason for
the establishment of the DHS was to provide the unifying core for the vast national
network of organizations and institutions involved in efforts to secure the nation.
The Transportation Security Administration (TSA) is responsible for protecting
our nation’s transportation systems and are the most visible at airports. Their
screening is no easy task since 730 million people travel on commercial aircraft
each year and there are now more than 700 million pieces of baggage being
screened for explosives each year. A new tourism position has been established in
the DHS to represent the interests of the tourism industry and work to meet secu-
rity objectives while minimizing travel disruptions.

Other (U.S.) Government Agencies

Numerous other government agencies play an active role in tourism. The U.S.
Department of State issues passports, the U.S. Customs Service monitors interna-
tional travel, Statistics Canada and the U.S. Bureau of the Census compile travel
statistics and data, the Interstate Commerce Commission regulates bus transporta-
tion, the National Maritime Commission deals with ships, the National Park Service
and the Forest Service provide and administer many scenic attractions and facili-
ties, the Bureau of Land Management is involved in several tourism initiatives
(such as Back Country Byways, Adventures in the Past, and Watchable Wildlife), the
Bureau of Reclamation administers over 300 recreation areas in seventeen western
states, and the Federal Highway Administration is involved in the National Scenic
Byways program, with the objective of increasing tourism while preserving the en-
vironment. Others are the National Trust for Historic Preservation, National
Marine Sanctuary Program, Tennessee Valley Authority, Army Corps of Engineers,
Fish and Wildlife Service, and the Immigration and Naturalization Service.

Travel Industry Association of America

The Washington, D.C.-based Travel Industry Association of America (TIA) is the
leading private tourism organization in the United States. The nonprofit association



NATIONAL ORGANIZATIONS 107

serves as the unifying organization for all components of the U.S. travel industry.
The business of travel and tourism in America is served by more than one-half mil-
lion different organizations that offer a wide range of services to the traveler.

Originally founded in 1941, TIA has grown from a small association of travel
officials into a national nonprofit organization with a membership that now repre-
sents all components of the travel industry: airlines, attractions, hotels and motels,
travel agents, tour operators and brokers, convention and visitors bureaus, state
government travel offices, area and regional tourism organizations, food service es-
tablishments, auto rental companies, intercity bus and rail lines, cruise lines, and
other segments of what is known today as the travel industry.

TIA serves the U.S. travel and tourism industry through a number of programs
that market and promote the U.S. travel experience, both abroad and at home; by
furnishing research, publications, and reports for and about the industry as well as
U.S. and international travelers; by providing strategic leadership for the industry
in the U.S. business community and in matters of government at all levels; through
its councils and committees that represent specific components of the industry;
with its foundation, which finances research and scholarships in the area of travel
and tourism; and through its nearly half-century-old awards program that honors
achievements by both individuals and organizations within the travel and tourism
industry.

The current mission of the TIA is to represent the whole of the U.S. travel in-
dustry to promote and facilitate increased travel to and within the United States.
TIA fulfills this mission by accomplishing these objectives to: (1) promote a wider
understanding of travel and tourism as a major industry that contributes to the eco-
nomic, cultural, and social well-being of the nation; (2) develop, coordinate, and
implement the industry’s umbrella marketing efforts to promote travel to and
within the United States; (3) pursue and influence policies, programs, and legisla-
tion that are responsive to the needs of the industry as a whole; (4) improve do-
mestic and international travelers’ experience, including gaining access to, arriving
in, traveling within, and departing the United States; (5) enhance TIA’s position as
the authoritative source for travel industry information and research of the indus-
try as a whole; (6) promote travel industry cohesion and provide communications
forums for industry leaders; and (7) leverage resources to develop and execute
programs that benefit the travel industry.

TIA has also taken a leadership role in organizing industry councils to provide
a unified voice for segments of the industry that enables them to address legislative
issues of mutual concern, carry out educational programs unique to their industry
components, and offer guidance in the development of TIA policies and programs.
Each of the councils is described briefly.

The National Council of State Tourism Directors (NCSTD), formed in 1969,
was the first of the national councils to be established under the umbrella of TIA.
Its purpose is to provide a forum for state tourism directors to exchange ideas and
information on matters common to state and territorial tourism offices and to de-
velop unified positions on industry issues at the national level. While there is great
diversity among the states and territories in terms of specific needs and priorities,
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there are a number of common concerns in such areas as education, communica-
tion, marketing, research, and public affairs where NCSTD serves as a catalyst for
developing programs that benefit all states and territories and, therefore, the en-
tire U.S. travel industry. All fifty states, the five U.S. territories, and the District of
Columbia are represented in NCSTD.

The National Council of Destination Organizations (NCDO) was originally es-
tablished in 1976 as the National Council of Area and Regional Tourism
Organizations (CARTO), and in 1999 as a result of a merger with the National
Council of Urban Tourism Organizations (NCUTO), the NCDO was created. This
council represents more than four hundred TIA member destination marketing
organizations whose concern is the promotion and facilitation of travel to and
within that specific area or region. NCDO provides a forum and communications
network for professionals from these organizations to address matters common
to their specific areas of interest and to develop consensus positions on national
issues.

The National Council of Attractions (NCA) was formed in 1976 to unify the
widely diverse travel attractions segment within TIA, which includes historic, cul-
tural, scientific, scenic, natural, themed, and entertainment attractions, as well as
attraction-related service organizations. NCA has over two hundred members.

TIA supports four major marketing programs: (1) the internationally ac-
claimed Discover America International Pow Wow, which brings together interna-
tional tour operators and journalists from over sixty-five nations with U.S. travel
suppliers, yielding the sale of over $3 billion worth of the U.S. travel product and
invaluable media promotion of travel and tourism in America; (2) the Marketing
Outlook Forum, an annual educational event, that in an intensive two-day series of
seminars prepares travel industry leaders to understand and deal with travel issues
and provides detailed projections concerning future travel patterns; (3) the See
America National Domestic Travel Marketing Program, an ongoing, multifaceted,
nationwide campaign designed to encourage U.S. consumers to see more of their
country through themed promotions, electronic travel information, and wide-
spread use of the title logo, which reinforces the urge to See America; and (4) the
international marketing effort spearheaded by the See America brand campaign.
Visit both the TIA and See America Web sites at http://www.tia.org and
http://www.seeamerica.org.

REGIONAL ORGANIZATIONS

Regional tourism organizations have the goal of attracting tourists to their specific
geographic region. There are several types of regional associations, such as multi-
country, multistate, and multicounty. Examples range from PATA, which covers the
Pacific region of the world, to groups such as Travel South USA, which promotes
travel in the southern states, to the West Michigan Tourist Association, which pro-
motes only one region in Michigan, the northwestern section. Another multistate
organization is Foremost West, which promotes tourism in Colorado, Utah,
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Arizona, New Mexico, Nevada, and Wyoming. Pennsylvania probably has more re-
gional tourism organizations within its boundaries than any other state; fifty-nine
tourist promotion agencies represent Pennsylvania’s sixty-seven counties.

STATE AND COMMUNITY ORGANIZATIONS

State

Traditionally, states have promoted tourism as a tool for economic development. In
most states, a tourism office has been established by statute and charged with the
orderly growth and development of the travel and tourism industry in the state.
These offices conduct programs of information, advertising, publicity, and re-
search relating to the recreational, scenic, historic, highway, and tourist attractions
in the state at large.

Each of the fifty states has a government agency responsible for travel devel-
opment and promotion. Texas has two entities devoting funds and resources to
tourism development. In Hawaii and Alaska, responsibility for travel development
rests primarily with a privately operated nonprofit organization, the Hawaii Visitors

State governments have enacted many laws and regulations affecting tourism. Examples are organizations for
promotion, transportation, food products, restaurant inspection, licensing boats, and many others. Photo by
South Dakota Tourism.
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and Convention Bureau, and the Alaska Travel Industry Association, which receive
money from the state. The services performed and programs administered by the
Hawaii Visitors and Convention Bureau and the Alaska Travel Industry Association
are similar to those of the official state travel offices; thus all states are supporting
tourism activity. The majority of states house their tourism offices in a Department
of Economic Development (or Commerce).

Any review of state travel offices must start with TIA’s annual Survey of U.S.
State and Territory Tourism Offices. Their report covering the fiscal year
2003-2004, published in 2004, is the thirty-first annual report in the series and in-
cludes responses from forty-seven states. It shows that state travel offices are ex-
pected to spend more than $549.5 million on tourism development in fiscal year
2003-2004 or about $12 million average per state with forty-six states responding.
This is less than 1 percent lower than the previous year’s $551.8 million budget.
Compared with the 1999-2000 fiscal year, the average state tourism budget has de-
creased 11 percent.

Hawaii remained the leader in tourism office spending with a budget of $56.3
million for 2003-2004. Number two is Illinois with a budget of $46.2 million.
Rounding out the top five is Pennsylvania with $29.6 million, Texas with $29.5 mil-
lion, and Florida with $25.6 million.

Public sector funds are the primary source of all tourism office funding, and
indeed the sole source for thirty-two of the forty-six responding states. Of the
$549.5 million combined total projected budget, public sector funds represent
nearly 94.4 percent, or $518.9 million.

On average, more money was allocated in 2003-2004 than in 2002-2003 for
domestic advertising, industry relations, international advertising, inquiry fulfill-
ment, printing and production, press and public relations, research, welcome cen-
ters, and “other.” Less money was allocated for cooperative marketing funds, film
office, grant programs, other administrative costs, personnel services, sales promo-
tion, and Web site development and maintenance.

Tourism offices reports collective 2003-2004 combined marketing and pro-
motion-related budgets totaling $239,691,340. On average, states allocated
$5,210,681, nearly 2 percent more than last year’s average of $5,133,281. Overall,
the portion of tourism office total budgets allocated in 2003-2004 for marketing
and promotion-related activities increased slightly over 2002-2003, from 42.8 to
43.6 percent.

Besides advertising, states use a number of other means to promote travel to
their destinations, including toll-free phone numbers for visitor inquiries, annual
governors conferences on tourism, press tours, travel-related research, and for
some, offices in international cities.

Internet Web sites have become the technology of choice for state tourism of-
fices, although some use interactive kiosks and CD-ROM products. Other types of
programs engaged in by state travel offices are product development, cultural her-
itage, rural development, transportation, sports authority development, regulatory,
and environmental.
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Community

Most communities have also recognized the importance of tourism and have es-
tablished convention and visitors bureaus. In many smaller communities, the
chambers of commerce or resort associations perform this function. Larger cities
now own the central convention facilities. A great deal of promotion and sales ef-
fort is then devoted to backing these facilities.

Community tourism offices appear to have a long history. The first tourism of-
fice in France was created in 1875, in the town of Gerardmer, followed by Grenoble
in 1889. In the Netherlands, the first office (in Dutch, Vereniging voor Vreenden-
verkeer, abbreviated VVV), was founded in the small city of Valkenburg in the
Province of Limburg in the year 1885. They were meant to promote the city and to
assist tourists. They are the predecessors of today’s local tourist offices all over The
Netherlands and are still called VVV.

City Convention and Visitors Bureaus

A convention and visitors bureau is a not-for-profit umbrella organization that rep-
resents a city or urban area in the solicitation and servicing of all types of travelers
to that city or area, whether they visit for business, pleasure, or both. It is also fre-
quently called a Destination Management Organization (DMO) or Destination
Marketing Organization. It is the single entity that brings together the interests of
city government, trade and civic associations, and individual “travel suppliers”—ho-
tels, motels, restaurants, attractions, local transportation—in building outside visi-
tor traffic to the area.

Urban tourism is an increasingly important source of income and employment
in most metropolitan areas, and therefore it warrants a coordinated and concerted
effort to make it grow. This growth is best nurtured by the role a convention and
visitors bureau can play in continually improving the scope and caliber of services
the city provides to corporate and association meeting planners, to individual busi-
ness travelers, and to leisure travelers.

The bureau is the city’s liaison between potential visitors to the area and the
businesses that will host them when they come. It acts as an information clearing-
house, convention management consultant, and promotional agency for the city
and often as a catalyst for urban development and renewal.

Typical services offered to meeting planners include orientation to the city, li-
aison between suppliers and meeting planners, and meeting management. The
meetings and conventions market is huge. The Convention Industry Council esti-
mates that meetings and conventions are a $102.3 billion-per-year industry (see
Chapter 6).

International Association of Convention and Visitor Bureaus

Most of the city convention and visitors bureaus belong to the International
Association of Convention and Visitor Bureaus (IACVB), 2025 M Street, NW, Suite
500, Washington, D.C. 20036. This group was founded in 1914 as the International
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Tourists are provided with timely information and services at tourism information centers all over the world,
such as this one in Torremolinos, Spain. Photo courtesy of the author.

Association of Convention Bureaus to promote sound professional practices in the
solicitation and servicing of meetings and conventions. In 1974, the words “and
Visitor” were added to IACB’s name to reflect most bureaus’ increasing involve-
ment in the promotion of tourism. Since its inception, the association has taken a
strong position of leadership in the travel industry. The organization has over
twelve hundred members in approximately five hundred city destination manage-
ment organizations in thirty countries. IACVB provides its members with numer-
ous opportunities for professional dialogue and exchange of industry data on
convention-holding organizations.

As the organization’s board has recommended, IACVB has been renamed the
Destination Marketing Association International (DMAI) with the tagline,
Representing CVBs and Tourist Boards Worldwide. Members voted on the name
change in the summer of 2005.

The IACVB Meeting Information Network (MINT) is the world’s leading meet-
ings and convention database, tracking historical and future records on more than
twenty thousand meeting profiles of associations and corporations. The database
provides marketing and sales direction to thousands of convention and visitor bu-
reaus, hotels and motels, and other convention industry suppliers.

To encourage exchange between its members, IACVB holds an annual con-
vention, organizes annual educational seminars leading to certificates in sales
or bureau operations, organizes topical workshops and seminars, makes regular
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studies of convention industry trends, maintains a consulting service, and pro-
vides its members with government and industry liaison. Visit their Web site at
http://www.iacvb.org.

SUMMARY

The World Tourism Organization represents governmental tourist interests and
aids in world tourism development. Individual countries, states, and provinces have
their own tourist promotion and development organizations that work to promote
tourism in their area and coordinate tourism promotion with other groups. Most
governments play a regulatory as well as developmental role in tourism through
such agencies as civil aeronautics boards, federal aviation administrations, customs
offices, passport bureaus, and so on. Government agencies typically compile re-
search statistics and gather data. Governments also operate tourist enterprises such
as airlines, national parks, and sometimes hotels and campgrounds.

ABOUT THE READING

The reading in this chapter discusses the Pacific Asia Travel Association (PATA).
PATA is a regional association within the world group. It is unique in having a
worldwide network of PATA chapters. It is also respected for its outstanding con-
ferences and travel marts that are highly successful and valuable for the attendees.

READING 4.1

Pacific Asia Travel Association

Founded in Hawaii in 1951 to develop, promote, and
facilitate travel to and among the destination areas in
and bordering the Pacific Ocean, the Pacific Asia
Travel Association (PATA) brings together govern-
ments, airline and steamship companies, hoteliers,
tour operators, travel agents, and a wide range of
other tourism-related organizations. Today, PATA is
the global leader in Pacific Asian tourism. Members
exchange ideas, seek solutions to problems, and par-
ticipate in shaping the future of travel in Asia and the
Pacific Area. Membership totals over two thousand or-
ganizations worldwide. Since its founding, the associ-
ation has become an important source of accurate,
up-to-date information for its members in the fields
of marketing, development, information, education,
sustainability, and other travel-related activities.
PATA’s activities and long-range plans are examined

and adjusted each year at the association’s annual
conference. PATANET, the association’s Web site, is at
http://www.pata.org.

Marketing and Development

PATA’S marketing efforts are directed to influencing
more individuals to travel to and within the Pacific
area. The association also strives to improve market-
ing skills at the point of sale and in destination areas,
to build profitable long-term business relationships,
and to tap lucrative new markets. Development activ-
ities are geared toward improving and advancing fa-
cilities and services in new destinations, increasing
the handling capacity of existing destinations, and
preserving their heritage and quality.

Information
PATA keeps members up to date on relevant industry
trends via the Strategic Information Centre, which
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provides members with timely research and market
intelligence for business planning, product develop-
ment, and marketing. In addition to its statistical re-
ports and market research, PATA also produces the
following periodic publications:
News@PATA Biweekly: E-mail newsletter highlights
association events and activities.
Issues & Trends: Monthly research newsletter
from PATA’s Strategic Information Centre identi-
fies and analyzes current trends impacting the
travel industry.
PATA Compass: The association’s bimonthly
magazine covers PATA destinations, delivers prac-
tical business solutions, and offers wide-ranging
perspectives from people within the industry.

PATA Conferences and Marts

Two of the more visible activities are the PATA Annual
Conference and the PATA Travel Mart. The annual con-
ference, held in a member country each year, brings
together up to two thousand people, who join in dis-
cussions of the current needs and problems of Pacific
tourism and participate in the association’s annual
business meeting. Sessions of the conference offer se-
lected themes to assist members in gaining a better
working knowledge of tourism. Regional conferences
supply members with practical marketing ideas, new
product information, and cost-saving management tips.
Other seminars, organized to meet the specific needs of
members, address pertinent topics such as heritage,
technology, and human resources development.

The PATA Travel Marts bring to a single location
the buyers and sellers of travel who meet to negotiate
contracts for future business. An example would be a
tour operator who meets with travel agents in countries
that might supply travelers to participate in that com-

pany’s tour offerings. Specifically, a tour operator in
Australia would meet with travel agents from the United
States who might send clients to Australia; or a tour op-
erator in the United States who operates tours to Aus-
tralia would meet with a ground operator (such as a
local tour company) from Australia, who would supply a
local tour for this tour group when it arrived in Sydney.

Sustainability

The future of the tourism industry depends on pro-
tecting the region’s environmental, heritage, and
cultural resources. PATA develops industrywide initia-
tives and sponsors conservation conferences to en-
sure sustainable growth. The association also honors
significant accomplishments in this arena under its
Gold Awards program.

The PATA Office of Environment and Culture
(OEC) is a clearinghouse of information and initia-
tives relating to sustainable tourism. The office
coordinates programs and submits policy recommen-
dations to relevant government representatives.
Members disseminate case studies on environmental
issues in their own regions and learn how these have
been addressed elsewhere.

The work of the official PATA organization is
greatly augmented by an international network of
over eighty PATA chapters. They comprise over sev-
enteen thousand individual members worldwide.
Chapter members meet regularly to learn about the
various PATA destinations through educational pre-
sentations and out-of-country familiarization trips.

PATA moved its operational headquarters to
Bangkok, Thailand, in September 1998; the associa-
tion’s administrative headquarters is located in Oak-
land, California. Other offices are located in Sydney
and in Monaco.

KEY CONCEPTS

Canadian Tourism Commission

International Air Transport

Pacific Asia Travel Association

chambers of commerce
convention and visitors
bureaus
Department of Homeland
Security
Department of Transportation
European Travel Commission
Federal Aviation Administration

Association

International Association of
Convention and Visitor
Bureaus

Office of Travel and Tourism
Industries

Organization for Economic
Cooperation and Development

state tourism offices

Tourism Australia

Travel Industry Association of
America

World Bank

World Tourism Organization

World Travel and Tourism
Council
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The Internet sites mentioned in this chapter are repeated here for convenience,
plus some selected additional sites. For more information, visit these sites. Be
aware that Internet addresses change frequently, so if a site cannot be accessed,
use a search engine. Also use a search engine to locate many additional relevant

sites.

Asia-Pacific Economic Cooperation

http:/ /www.apecsec.org.sg
British Tourist Authority

http://www.britishtouristauthority.org

Canadian Tourism Commission

http:/ /www.canadatourism.com

Caribbean Tourism Organisation

http:/ /www.doitcaribbean.com

Convention Industry Council

http:/ /www.conventionindustry.org

European Travel Commission
http:/ /www.visiteurope.com

International Air Transport Association

http://www.iata.org

International Association of

Convention and Visitor Bureaus

http:/ /www.iacvb.org

International Civil Aviation
Organization

http://www.icao.org

Irish Tourist Board
http:/ /www.ireland.travel.ie

# Internet Exercises

Site Name: World Tourism Organization

URL: http://www.world-tourism.org

Background Information: The World Tourism Orga-
nization is the leading international organization in
the field of travel and tourism. It serves as a global fo-
rum for tourism policy issues and a practical source of
tourism know-how.

Office of Travel and Tourism
Industries
http://tinet.ita.doc.gov

Organization for Economic
Cooperation and Development
http://www.oecd.org

Organization of American States
http:/ /www.oas.org

Pacific Asia Travel Association
http:/ /www.pata.org

Tourism Australia
http:/ /www.tourismaustralia.com

Travel Industry Association of America
http://www.tia.org

United Nations
http://www.un.org

World Bank
http://worldbank.org

World Tourism Organization
http:/ /www.world-tourism.org

World Travel and Tourism Council
http:/ /www.wttc.org

Exercises

Explore the WTO Web site and find the following
information:

1. How does the WT'O communicate with its members
and nonmembers?

2. As global competition in tourism becomes more in-
tense, quality is the factor that can make the difference
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between success and failure. WTO’s section on
Quality and Trade in Tourism aims to help mem-
ber destinations improve quality to become more
competitive and ensure sustainable development.

QUESTIONS FOR REVIEW AND DISCUSSION

1. 10.

The World Tourism Organization (WTO) has
made poverty alleviation through tourism one of
its leading priorities. Do you believe this is feasi-
ble? What are the major problems you anticipate
they will encounter in their efforts to develop and
implement this priority?

. If you were minister of tourism for Thailand, what

types of assistance might you request from WTO?

. Referring to question 1, what aid would proba-

bly be forthcoming from the Pacific Asia Travel
Association?

. Tourism is the largest export industry in Ameri-

can Samoa. How might its minister of tourism’s
office be organized?

. Do you feel that education should be one of the

principal functions of any tourism organization?
Why or why not?

. If you were the president of a large international

development bank such as FONATUR, what in-
terest would you have in the World Travel and
Tourism Council (WTTC)?

. Speaking philosophically, why should a national

government transportation department have any
authority to regulate or control passenger fares
or cargo rates?

. Referring to question 7, should a private interna-

tional organization such as the International Air
Transport Association (IATA) have any authority
to govern passenger airfares? If so, why?

. Explain how the OECD, headquartered in Paris,

could help develop tourism in its European mem-
ber countries.

CASE PROBLEMS

1.

A quite popular tourist state has fallen on hard
times. The state government can no longer pro-
vide adequate funds for their state park system.
The governor has proposed a “group mainte-
nance” policy for the parks. This means that all the
parks in a given part of the state would be man-
aged on a group basis. Eliminated would be all of

CHAPTER 4 | World, National, Regional, and Other Organizations

What are the basic components of WTO’s quality
program?

3. List five publications produced by the WTO and
why they might be beneficial to a tourism professional.

11.

12.

13.

14.

15.

16.

17.

What main points would you expound if you were
supporting next year’s Office of Travel and
Tourism Industries (OTTI) budget on the floor
of the U.S. House of Representatives?

Is there any need for a private national organiza-
tion such as the Travel Industry Association of
America (TIA)?

A state senator strongly opposes the budget for
tourism promotion. “Let the hotels and trans-
portation companies promote our state,” he ex-
claims. “We need this money for better schools.”
As a member of the senate’s tourism committee,
what would your rebuttal be?

If you are a Canadian citizen, how do you feel
about your tax dollars being spent on research
jointly with the U.S. Tourism Industries Office?
Is there a relationship between the work of the
Office of Travel and Tourism and the U.S. trade
deficit?

In what ways does a city’s convention and visitors
bureau function? How is this organization usually
financed?

As the manager of a fine resort lodge, what argu-
ments would you use with your board of directors
to obtain financial support for your local and re-
gional tourism promotion organization?

If you, as manager of a hotel, had joined a tourist
association and placed an ad in their publication,
how would you ascertain if such investments were
paying off?

the individual local park managers. Several million
people visit these parks each year—an important
part of the state’s tourism. What might be some
feasible solutions to the funding problems of the
park system?

. Two city council members are having an argument.

A proposed budget item for tourist promotion for



the coming fiscal year is being considered. One mem-
ber endorses this item enthusiastically. The other
states, “We don’t benefit much from tourists’ spending
here because of the high leakage. I won’t vote for this
item; let’s forget it.” You are attending this meeting as
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PASSENGER
TRANSPORTATION

Learning Objectives

¢ Comprehend the importance of ¢ Learn about the role of rail and
transportation in tourism. motorcoach travel.

¢ Understand the airline industry ¢ Study the cruise industry.
and its role in travel.

¢ Examine the domination of the
automobile in travel. An Amtrak intercity passenger
train glides overhead, as vacation-
ers fish and relax at Powells
Creek, Virginia. Photo courtesy of
Matt Van Hattem.
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INTRODUCTION

Chapters 5, 6, 7, and 8 focus on the operating sectors of the tourism industry, start-
ing with transportation. As shown in Figure 5.1, these sectors represent a critical
segment of the tourism phenomenon shown in Figure 1.2. It is the operating sec-
tors that deliver the tourism experience and tend to be viewed by the media, pub-
lic, and visitors as the “tourism industry.” It is the task of the operating sectors to
develop and deliver tourism services and experiences with a spirit of hospitality so
they will be truly memorable.

Turning our attention to the transportation sector, we find that since the begin-
ning of time, people have been traveling by various modes, from on foot to riding in
a supersonic aircraft. Tourism and transportation are inextricably linked. As world
tourism increases, additional demands will be placed on the transportation sectors
(see Figure 5.2). Looking at the position occupied by the various modes of passen-
ger transportation, one finds that air travel dominates long-distance and middle-
distance tourism. The private automobile dominates for shorter trips and is the most
popular means of travel for most domestic journeys. The automobile is also very im-
portant in regional and international tourism. Rail travel now plays a more limited
role than it did in the past. However, this mode could increase its market share, es-
pecially in Europe. The development of high-speed trains will increase rail traffic.

Transportation
Sector

Figure 5.1 Operating sectors of the tourism industry: Transportation.
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Motorcoach transportation reaches many communities that are not served by any
other public mode; but quantitatively, motorcoaches account for a very small per-
centage of vehicle miles. Cruises are becoming more popular and are the fastest-
growing segment of tourism. However, this segment is still small quantitatively.

An increase in traffic due to world tourism growth puts pressure on trans-
portation facilities, and this can have adverse effects. Situations in the world vary
widely within regions, countries, states, and provinces. Also, variations exist be-
tween such areas. Even so, the problems seem to be the same all over the world.
Those needing the urgent attention of policy makers are as follows:

1. Congestion. Serious congestion affects most passenger transportation modes,
particularly on roads and at airports during peak periods. In major cities
there is the danger of reaching gridlock. Congestion means delays that are a
serious waste of time and energy.

2. Safety and security. Ensuring safety and security in transportation is a basic
requirement for tourism. This was true before September 11 and is even
more critical today.

3. Environment. An increase in traffic may harm the environment if an area
does not have the carrying capacity for additional tourists. Transportation
planning must take economic, social, cultural, and natural resources costs
into account when designing expanded facilities.

4. Seasonality. Seasonal patterns of travel demand create overcrowding at cer-
tain times. Conversely, low occupancies and load factors will occur at other
periods. At peak travel periods the problems of congestion, security, and the
environment become much more severe.

All of these problems are challenges facing transportation planners. They have had
and will continue to have an unfavorable impact on the perception that tourists
have of their vacation experiences. Transportation problems have the potential of
creating an unfavorable image of a tourist destination. As the modes of trans-
portation are reviewed in this chapter, think about how they can be developed and
integrated to serve the tourist in the best possible manner.

THE AIRLINE INDUSTRY

On December 17, 1903, at Kitty Hawk, North Carolina, Orville and Wilbur Wright
launched the aviation age when Orville made the first controlled, sustained flight
in a motorized, heavier-than-air craft. While that famous first flight lasted less than
a minute, it changed the transportation world forever. Air travel has changed the
way people view time and distance. As we celebrate 100 years of flight, we find the
airline industry has grown from an infant to a giant. The world’s airline industry
now carries over 1.6 billion passengers per year. In the United States alone, com-
mercial aviation generates more than $100 billion in annual revenue and employs
about 600,000 people.
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While the world airline industry is huge, it is facing many challenges. It was
thought that 2004 was going to be the first profitable year for the air industry this
century. In 2003, the world airline industry survived SARS, the conflict in Iraq, ter-
rorism, and a sluggish economy, but with $2.8 billion in losses. In 2004, in spite of
outstanding passenger gains, the price of oil denied profitability again. World air-
lines have reported three consecutive years of multibillion-dollar losses, and the
2004 figures may mean four consecutive years. U.S. airlines have fared even worse,
suffering $3.6 billion in losses in 2003.

Low-cost carriers are growing, threatening the major carriers, and making a re-
turn to profitability a more difficult task. Brand names like Southwest, JetBlue,
Ryanair, WestJet, and easyJet are growing and gaining ground against their larger
competitors. They are also making a profit. They are being joined by new low-cost
carriers in all parts of the world.

The bright spot in the global air industry is Asia and the Pacific. The dynamic
economy of the region is making its own airlines profitable and helping carriers
from outside the region with extensive Asia/Pacific operations. At present, the
Orient is the number one growth center for air travel in the world.

The world’s economy and the tourism industry need a healthy air transporta-
tion system. Without airline passengers, rental cars go unrented, hotel beds go un-
sold, and attractions go unvisited. The airlines have revolutionized travel, and the

A jet aircraft can carry hundreds of passengers in a minimum amount of time. Air travel is the most comfort-
able mode for mid- to long-distance trips. Copyright © Corbis Digital Stock.
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range and speed of jet travel have greatly expanded what tourists or business trav-
elers could once accomplish with the equivalent time and funds at their disposal.
Today, for example, it is possible to fly around the globe in less time than it takes
to drive across the United States. The system is also incredibly efficient: You need
to make only one call to an airline or a travel agent to purchase a ticket to your de-
sired destination; then all you have to do is go to the airport and check your bags
through to the final destination. The logistics that make it happen are complex,
but the system works well. For example, United Airlines (including United Express
and Ted) offers over 3,500 flights a day to 193 domestic and international destina-
tions. Other airlines have similar structures and combine to make a total system
that blankets the world.

Although the major advantage of air travel is speed, which results in more time
for other activities, there are negative aspects for those who wish to travel by air.
These include some people’s fear of flying, and a lack of geographic accessibility,
since many communities in the country are not served by air transportation. An ad-
ditional problem is the length of time spent getting to and from the airport.
Frequently, this time exceeds that spent en route.

In the United States, air carriers are classified as major if they record over
$1 billion in revenue annually. There are ten: Alaska, America West, American,
ATA, Continental, Delta, Northwest, Southwest, United, and US Airways. National
carriers are those recording annual revenues of $100 million to $1 billion and in-
clude Air Tran, Air Transport International, Air Wisconsin, Aloha, Astar, Atlantic
Southeast, Atlas, Champion, Comair, Continental Micronesia, Evergreen,
Executive, ExpressJet, Frontier, Gemini, Hawaiian, Horizon, JetBlue, Kitty Hawk,
Mesa Air Group, Miami Air, Midwest, North American, Polar, Ryan International,
Spirit, Trans States, and World. There are about 35 regional airlines with annual
revenues under $100 million. The top ten U.S. airlines by revenue passenger miles
are shown in Table 5.1. The table shows American was the largest carrier in 2003.

TABLE 5.1 Top TEN U.S. AIRLINES BY REVENUE
PASSENGER MILES, 2003
AIRLINE REVENUE PASSENGER MILES

1 American 125,844,000,000
2 United 104,464,000,000
3 Delta 98,674,000,000
4 Northwest 68,476,151,000
5 Continental 64,934,000,000
6 Southwest 47,943,066,000
7 US Airways 37,740,584,000
8 America West 21,295,000,000
9 Alaska 16,194,000,000

10 ATA Airlines 12,079,271,000

Source: Business Travel News.
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TABLE 5.2 Tor TWENTY WORLD AIRLINES
BY REVENUE PASSENGER
KILOMETERS, 2003

RPKs
RANK AIRLINE (000,000)
1 American 193,604
2 United 167,970
3 Delta 143,896
4 Northwest 110,687
5 Air France” 101,644
6 British Airways 100,850
7 JAL Group“ 93,847
8 Continental 92,662
9 Lufthansa Group 90,708
10 Southwest 77,288
11 Qantas” 77,225
12 Singapore 63,940
13 US Airways 60,792
14 Air Canada 59,507
15 KLM 57,368
16 All Nippon* 50,182
17 Thai 44,934
18 Cathay Pacific 42,774
19 Iberia 41,983
20 Emirates 40,000

“Fiscal year.

Source: Air Transport World.

Itis interesting to compare Table 5.1 and 5.2. Table 5.2 shows the top world air-
lines based on revenue passenger kilometers (RPKs), since that is the measurement
used in most of the world. Note that U.S. airlines occupy six of the top ten spots.

A 1997-1998 survey of air travelers by the Gallup Organization revealed that a
record 81 percent of the entire adult population in the United States had flown.
Two out of every five U.S. citizens flew during 1997-1998. The survey found that
53 percent of airline trips during 1997-1998 were for pleasure or other personal
reasons, and 47 percent were for business.

One of the best sources of data on the airline industry is an annual report pub-
lished by the Air Transport Association of America, 1301 Pennsylvania Avenue NW,
Suite 1100, Washington, D.C. 20004. The International Air Transport Association
(see Chapter 4) makes forecasts and publishes financial and traffic statistics on the
world airline industry. Their World Air Transport Statistics is in its forty-eighth year of
publication and is reported to be the single most timely and authoritative source
of international airline data.

Air Transport World (ATW) publishes an annual World Airline Report that typi-
cally appears in their July issue. The report is available from ATW at (202) 659-8500
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or http://www.atwonline.com. The comprehensive report covers the world’s top
twenty-five airlines, world airline financial statistics, Africa, Asia/Pacific, Canada,
Europe, Latin America/Caribbean, Middle East, U.S. Majors, U.S. Nationals, U.S.
Cargo Carriers, U.S. Regional/Specialty Carriers, and World Airline Fleets. Aér
Transport World is published monthly by Penton Media, Inc.

Another useful source of information on the airline industry is the U.S.
Federal Aviation Administration. Consumer protection is the responsibility of the
Department of Transportation.

Deregulation and Alliances

Under deregulation, the airline industry has undergone dramatic change. It is
hard to believe that almost thirty years have passed since U.S. airline deregulation
was passed in October 1978. Looking back, we can see that it has led to significant
consolidation, hub systems, low airfares in competitive situations, and high airfares
where competition is lacking.

The future holds more concentration as consolidations and a wave of alliances
have taken place and more are proposed. Alliances now involve the six largest car-
riers in the United States. The merger of Air France and KLM in 2004 makes it the
world’s largest airline in terms of passenger revenue, surpassing American Airlines.
International alliances have been debated since KLM and Northwest linked in 1992.
United has the Star Alliance (created in May 1997), which originally included
Lufthansa, Air Canada, Thai Airways, and SAS. Since then, United has added
Brazil’s Varig, Air New Zealand, All Nippon Airways, Austrian Airlines, BMI British
Midland, Asiania Airlines, LOT Polish Airlines, Spanair, U.S. Airways, Lauda Air,
Singapore Airlines, and Austrain Arrows. Through membership in the Star Alliance,
United provides connections to 700 destinations in 120 countries worldwide.
United’s nearly 63,000 employees reside in every state in the United States and in
many countries around the world. SkyTeam is the global alliance partnering
Aeromexico, Air France, Alitalia, CSA Czech Airlines, Delta Air Lines, Korean Air,
Continental Airlines, KLM, and Northwest Airlines. Through one of the world’s
most extensive hub networks, SkyTeam offers its 341 million annual passengers a
worldwide system of more than 14,320 daily flights covering all major destinations.
American and British Airways have launched a global alliance with Qantas, Cathay
Pacific Airways, Aer Lingus, Iberia, Lan, and Finnair called Oneworld. They also
plan to expand the grouping. There are other alliances and partners too numerous
to mention, but the above alliances indicate the high level of concentration present.

Are more alliances the wave of the future of the aviation industry? Will alliances
benefit the consumer through greater choice, more seamless travel, lower fares,
greater convenience, and frequentflyer miles? Or will alliances create oligopoly and
monopoly, higher fares, and a noncompetitive situation? Only time and government
action will answer these questions. The expectation is that the alliance trend will con-
tinue for several years unless regulatory agencies stop it. Authorities in both the
United States and the European Union are analyzing how to deal with major airline
alliances. The decisions made will shape the future of airlines around the world.
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New Planes

The world airline industry now has two new planes to choose from. One is the
Airbus A380, which is the largest commercial airliner ever designed. It will have
twin decks, seat 555 passengers, and enter airline service in 2006. The other is the
Boeing 787 Dreamliner. This technologically advanced airplane will use 20 percent
less fuel than today’s airplanes of comparable size. It will hold 200 to 300 passen-
gers, and operate on routes between 3,500 and 8,500 nautical miles. Production of
the 787 Dreamliner will begin in 2006, with entry into service expected in 2008.

Growth

World and U.S. air transportation is expected to grow at a steady rate in the future
now that the setbacks of September 11, the war in Iraq, SARS, and a weak economy
are over. The stronger the world economy, the greater will be the rate of growth.
An example of how the FAA expects U.S. carriers to grow is shown in Table 5.3,
where forecasts are given to the year 2015. Air transport growth is an essential in-
gredient in tourism’s future because the growth of tourism is linked to air transport
performance. Without growth in airline passengers, there are fewer new customers
to rent cars, stay in accommodations, and visit attractions.

Air Transport Association of America

The airline industry is supported by three major organizations. IATA and ICAO
have already been discussed in Chapter 4 under international organizations; they

TABLE 5.3 FAA AVIATION FORECASTS: U.S. COMMERCIAL AIR CARRIERS®, 2004—201}
REVENUE PASSENGER REVENUE PASSENGER
ENPLANEMENTS MILES

FiscaL (IN MILLIONS) (IN BILLIONS)

YEAR DoMESTIC INTERNATIONAL SYSTEM DoMESsTIC INTERNATIONAL SYSTEM
2004 627.2 59.5 686.7 525.5 174.0 699.4
2005 668.5 63.3 731.8 560.1 186.7 746.8
2006 697.8 66.4 764.2 584.9 197.6 782.4
2007 724.1 69.6 793.8 607.5 208.1 815.6
2008 749.6 72.9 822.5 631.0 218.8 849.8
2009 776.8 76.2 853.0 655.9 229.6 885.6
2010 804.0 79.7 883.7 681.0 241.0 922.0
2011 831.5 83.3 914.8 705.8 252.7 958.5
2012 860.5 87.1 947.6 732.1 264.8 996.9
2013 891.2 91.0 982.1 761.8 277.3 1039.0
2014 924.2 95.0 1,019.2 795.3 290.1 1,085.4
2015 958.4 99.1 1,057.6 830.8 303.4 1,134.2

“Sum of large air carriers and regionals/commuters.

Source: U.S. Department of Transport.
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are two key associations controlling air travel. The major U.S. organization is the
Air Transport Association of America.

In 1936, fourteen fledgling airlines met in Chicago to form the Air Transport
Association (ATA) “to do all things tending to promote the betterment of airline
business, and in general, to do everything in its power to best serve the interest and
welfare of the members of this association and the public at large.”

Today, from its headquarters in Washington, D.C., the ATA is the nation’s old-
est and largest airline trade association. Its membership of twenty-two U.S. and four
associate (non-U.S.) airlines carried about 95 percent of the passenger and cargo
traffic carried by scheduled U.S. airlines.

ATA is the meeting place where the airlines cooperate in noncompetitive areas
to improve airline service, safety, and efficiency. The mission of the ATA is to sup-
port and assist its member carriers by promoting aviation safety, advocating indus-
try positions, conducting designated industrywide programs, and ensuring public
understanding.

Thus, while the carriers are intensely competitive among themselves and with
other forms of transportation in their individual promotion of airline service for
the traveling and shipping public, they are equally intense in their mutual cooper-
ation on matters of industrywide importance, such as safety, technological progress,
and passenger service improvement.

While ATA’s agenda of issues continuously changes, its major priorities remain
unchanged. They include:

« Assisting the airline industry in continuing to provide the world’s safest sys-
tem of transportation

e Advocating the modernization of the Federal Aviation Administration’s air
traffic control system, in order to improve service for airline customers and
to benefit the environment

e Increasing the security of airline passengers and cargo against threats di-
rected at the United States

 Seeking to prevent legislative and regulatory actions that would penalize air-
lines and their customers by imposing rate, route, service, or schedule con-
trols on the industry

¢ Endeavoring to reduce the disproportionate share of taxes and fees paid by
airlines and their customers at the federal, state, and local levels

e Improving the industry’s ability to attract capital

e Helping to shape international aviation policy, to ensure that U.S. and for-
eign carriers can compete on equal terms

During its more than sixty years of existence, the ATA has seen the airline industry
grow from the small, pioneering companies of the 1930s into key players in the
world’s economy. ATA members continue to play a major role in shaping the fu-
ture of air transportation.
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ATA headquarters are located at 1301 Pennsylvania Avenue NW, Suite
1100, Washington, D.C. 20004; telephone (202) 626-4000; Web site: http://www.

airlines.org.

THE RAIL INDUSTRY

Rail passenger transportation, once the major mode of travel in the United States,
reached its peak volume in 1920. Major railroads wished to rid themselves of the
passenger business, and today the survival of service (other than commuter ser-
vice) depends largely on Amtrak. In Canada the situation has been similar and fu-
ture rail travel depends on VIA Rail Canada.

Outside North America, where passenger rail service is more extensive, rail
transportation assumes a more important role. Ultramodern railway systems with
high-speed trains operate in many countries, handling passenger traffic in an eco-
nomical and efficient manner and providing an alternative to air travel. France and
Japan are well known for their high-speed trains. France has been willing to subsi-
dize its rail system. The French government has taken responsibility for rail infra-
structure of the state-owned SNCF rail company. Japan continues to improve and

Amtrak’s Acela Express exemplifies the latest technology in rail service. Passengers in the Northeast Corridor
can enjoy high-speed rail service traveling at 150 miles per hour in modern comfort. Copyright ©2001 Amtrak.
Photo provided as a courtesy by Amtrak.
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expand its famous “bullet train.” Some of the largest railways in the world are
found in the former Soviet Union, India, and China.

Australia made a significant step forward in rail travel in February 2004 when
the new 882 miles of tracks from Alice Springs to Darwin opened. Now one can fi-
nally travel on the legendary Ghan Train across the country from Adelaide in the
south to Darwin in the north.

Amtrak

Amtrak is the marketing name for the National Railroad Passenger Corporation,
an operating railroad corporation, the controlling stock of which is owned by the
U.S. government through the U.S. Department of Transportation. Amtrak’s busi-
ness is providing rail passenger transportation in the major intercity markets of the
United States. The National Railroad Passenger Corporation was established by the
Rail Passenger Service Act of 1970.

Although it receives financial support from the federal government, Amtrak is
not a government agency. Itis a cor-
poration structured and managed
like other large businesses in the
United States and competes with all
other modes in the transportation
marketplace.

Serving forty-six states and 500
destinations on its 22,000-mile route
system, Amtrak carried more than
24 million intercity passengers in fis-
cal 2003. Amtrak employs more
than 20,000 people. Its employees
are represented by fourteen differ-
ent labor organizations.

Amtrak was launched as an ex-
periment to identify the importance
of rail passenger service to a bal-
anced national transportation sys-
tem. A key for continued support of
Amtrak in the mid-1970s was the
dramatic impact of the oil embargo
and recognition of the need for al-
ternative forms of transportation.

In various transportation cor-
ridors, Amtrak is the dominant pub-
lic carrier. Amtrak provides energy-
efficient and environmentally Cable cars not only provide transportation but they also

. . . have become an essential part of the tourism experience
friendly service in some of the na- . . ) . o
in San Francisco. Their charm continues to draw visitors

3 ’
tion's most densely poplﬂated’ con- from around the world. Photo by San Francisco Conventions
gested, and polluted rail corridors, and Visitors Bureau.
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including the Washington, D.C.—Boston Northeast Corridor and between San
Diego and Los Angeles, San Francisco and Sacramento, St. Louis and Chicago, and
Chicago and Detroit. Amtrak currently serves almost half of the combined air-rail
market between the end points of New York and Washington, D.C.; when interme-
diate cities (such as Baltimore and Philadelphia) are included, Amtrak’s share of
the air-rail market rises to 70 percent.

Amtrak launched its new Acela Express service between Boston and
Washington, D.C., in December 2000 to serve the Northeast Corridor. Passengers
can enjoy high-speed rail service traveling at 150 miles per hour in modern com-
fort. This service promises to improve Amtrak’s revenue stream. Acela Express will
become the prototype for high-speed trains in the Pacific Northwest, the Midwest,
and the South.

Because Amtrak is subsidized, suppliers of the other modes of transportation
(especially bus) feel that Amtrak is attracting its customers with taxpayer assistance.
However, even with the controversy, Congress is likely to see that Amtrak remains
in business for the foreseeable future. Amtrak typically faces annual cuts in its fund-
ing, but is usually rescued by Congress.

THE MOTORCOACH INDUSTRY

The American Bus Association (ABA) reports that there are about 44,000 com-
mercial motorcoaches in use for charters, tours, regular route service, and special
operations in North America. The buses carry about 800 million passengers a year.
Carriers involved in the regularroute part of the industry operate approximately
8,000 to 10,000 over-the-road intercity coaches. Buses perform a wide range of ser-
vices, with half of industry mileage on scheduled intercity services, one-third on
charters, and the rest on tours, private commutes, airport shuttles, and others.

In 1999, motorcoaches were driven about 2.6 billion miles, with the average
bus traveling 50,600 miles. The industry consumed 498 million gallons of fuel,
yielding a conservative performance of 160 passenger miles per gallon.

As reported at the 1993 White House Conference on Global Climate Change,
intercity bus service is the most energy-efficient passenger transportation mode. In
1991, it was twice as efficient as Amtrak service, three times as efficient as automo-
biles and mass transit, and four times as efficient as commercial aviation. In com-
paring data from large bus companies, the carriers consume 997 Btu per passenger
mile, compared to 1,995 for Amtrak, 3,325 for passenger cars, and 4,457 for cer-
tificated air carriers domestic operations.

The industry is composed largely of small entrepreneurial businesses. There are
over 4,000 companies, 90 percent of which have fewer than twenty-five buses. These
entrepreneurial companies operate about 19,000 motorcoaches, account for almost
40 percent of the total industry mileage, and carry one in five passengers. More than
half of motorcoach jobs are with small businesses employing fewer than fifty peo-
ple. The industry employs 200,000 workers, not including jobs in the bus manufac-
turing and supplier sector. Clearly, motorcoach travel contributes significantly to
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tourism revenues in local communities. In Washington, D.C., alone, 23.4 percent
of 21 million annual visitors arrive by motorcoach. If only half of those visi-
tors came as part of an overnight tour, $424 million would flow into those local
businesses.

Motorcoaches are also the intermodal glue in America’s often-disjointed trans-
portation system. Motorcoaches link passengers arriving and departing through
airports, train stations, and seaports with their final home, work, and tourism
destinations.

Regular/Route/Scheduled Bus Service

There are about one hundred privately owned companies in the United States that
offer regular route bus service. Greyhound Lines, Inc., the only nationwide bus car-
rier for regular intercity route service, serves more than 2,500 destinations with
17,000 daily departures. The Trailways Transportation System, a federation of in-
dependently owned bus companies that market intercity service under the
Trailways name, covers a large portion of the United States. Other independent
companies provide service on a regional basis and feed passengers into the
Greyhound or Trailways systems, into the Amtrak rail system, and into airports. The
approximate number of places in the United States served by intercity buses is
4,200. This compares to about 750 airports with scheduled airline service, and to

The motorcoach industry is the most pervasive form of intercity public transportation in the world.
Motorcoaches provide both scheduled and charter service. This motorcoach carried passengers from Alice
Springs, Australia, to Ayers Rock. Photo by the author.
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about 600 Amtrak stations (108 of which are served only by contract bus service).
Motorcoaches serve six times more destinations than airlines and nearly seven
times more destinations than passenger rail.

Charters and Tours

Both domestic and international travelers are heavy users of motorcoaches because
coach travel gives them time to see and experience sights with a group of friends
without having to deal with traffic and road maps. About one-third of U.S. motor-
coach and tour operators polled by ABA report an increase in overseas visitors.
Sales of tours and charters are expected to grow in the 3 to 5 percent range.
Because of the increasing popularity of motorcoach tours, tour operators nation-
wide now conduct trips to myriad destinations and drive there safely in state-of-the-
art-equipped vehicles at an economical price.

The National Tour Association’s NTA 2000 Packaged Travel in North America
study provides information that enables tourism professionals to determine the
economic impact of a motorcoach visiting a destination. The impact to the local
economy is $192 per passenger per day, or $7,680 per day if the motorcoach has
forty passengers. Expenditures include such items as meals, lodging, shopping, ad-
mission fees, souvenirs, and local taxes.

Trends

Do you expect to enjoy a full-length feature film on your next motorcoach trip? Or
relax in a comfortable seat? If you think you can do these traveling only on an air-
line, think again. Leisure motorcoach travel is a popular way to see North America.
The modern trip by motorcoach is nothing like you remember from your child-
hood days. Forget your preconceived ideas of crowded, stuffy buses. Today’s luxury
vehicles have reclining seats and air conditioning and are among the safest and
cleanest modes of transportation available.

Motorcoach Organizations

The American Bus Association (ABA) is the national organization of the intercity
bus industry and serves as the prime source of industry statistics. ABA represents
approximately 950 motorcoach and tour companies in the United States and
Canada. Its members operate charter, tour, regular route, airport express, special
operations, and contract services (commuter, school, transit). Another 2,300 mem-
ber organizations represent the travel and tourism industry and suppliers of bus
products and services who work in partnership with the North American motor-
coach industry. ABA has a total membership of about three thousand companies.
ABA’s headquarters are located in downtown Washington, D.C.: American Bus
Association, 700 13th Street NW, Suite 575, Washington, D.C. 20005-5923; tele-
phone (202) 842-1645; Fax (202) 842-0850; E-mail abainfo@buses.org; Web site is
http://www.buses.org.
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The United Motorcoach Association (UMA), founded as the United Bus
Owners of America in 1971, is a trade association with about two thousand motor-
coach company members and motorcoach industry manufacturers, suppliers, and
vendors spread across North America. UMA member companies provide a broad
variety of charter motorcoach services, much of it for preformed groups. Other
member services include tours, schools, intercity transit, and shuttle or commuter
lines. UMA serves the informational, legislative, regulatory, and business needs of
its member companies. Within the membership, companies range from one and
two vehicles to those with many hundreds of coaches; from small tour-specific com-
panies to those performing intercity route service, charter operations, and tour op-
erations on a coast-to-coast scale.

UMA'’s offices are located at 113 S. West Street, Alexandria, VA 22314-2824;
telephone (800) 424-8262 or (703) 838-2929; E-mail info@uma.org; Web site
http://www.uma.org.

THE AUTOMOBILE

Most of the travel in the world takes place in the automobile. In the United States,
auto travel is an integral part of the travel industry with the vast majority, 79 per-
cent, of U.S. domestic person-trips being taken by car, truck, camper/RV, or rental
car. Affordability, flexibility, and convenience make auto travel the most popular
mode of transportation all over the world. Because passenger car registrations con-
tinue to increase worldwide, motor vehicles will continue to be the dominant mode
of transportation for decades to come.

All studies show the automobile’s dominance, whether the study is from the Air
Transport Association, the Highway Administration, the Census Bureau, or TIA’s
research department. There is no doubt that the great bulk of intercity trans-
portation of passengers is by automobile. Data also indicate that this has been con-
stant for several decades. The energy crisis that many have forgotten made some
inroads into auto travel, causing some shifts to common carriers, but these inroads
have been small. However, because of the great dominance of the automobile in
travel, even a small shift in automobile travel to the common carriers can result in
enormous increases in the carriers’ business.

The automobile has played an even more important role in travel because of
the tragedy of September 11, 2001. As with past incidents, the trend is to shift from
air travel to auto travel and to take trips closer to home. After September 11, the
share of auto person-trips increased 2 percent in just one year, and auto travelers
stayed close to home. Future incidents will likely produce the same results.

The interstate highway system significantly encouraged vacation travel and es-
pecially encouraged long-distance travel. It made automobile travel much faster
and more comfortable. A major concern of tourism groups today is the mainte-
nance of the highway network. There is growing evidence that the highway system
is in need of substantial repair to prevent it from suffering further deterioration.
A poor road system costs the individual driver, the bus operator, and other users
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Affordability, flexibility, and convenience make auto travel the most popular mode of transportation all over
the world. Photo by the author.

additional funds in terms of increased fuel use and vehicle maintenance, and the
knowledge that a highway is in poor condition may cause the traveler to select an-
other destination to avoid the problem.

On the whole, people’s attitudes are very favorable toward travel by automo-
bile. The key feature of the automobile is immediate accessibility and convenience.
The automobile owner can leave from his or her own doorstep at any hour of the
day or night and travel to a chosen destination. When two or more persons travel
by automobile, the per-person cost of travel is more favorable than it is with the
other transportation modes. Air is the primary competitor to the automobile when
it comes to travel, especially for long trips. The advantages of air travel—the qual-
ity of service, speed, and comfort—must be weighed by travelers against the auto-
mobile’s advantages of price and accessibility.

Recreation Vehicles

The recreation vehicle (RV) segment deserves special mention because, according
to the Recreation Vehicle Industry Association (RVIA), there are currently 7.2 mil-
lion RVs on the road in the United States, enjoyed by some 30 million enthusiasts.
One in twelve vehicle-owning households has an RV, with ownership predicted to
increase 15 percent by the year 2010. RVers travel an average of 4,500 miles per
year, spending some twenty-eight to thirty-five days in their vehicle. In Canada, es-
timates put privately owned RVs at 500,000 to 850,000. While the RV market has
had its ups and downs because of events such as the energy crisis, the recession,
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and the Iraq war, the market for recreation vehicles is huge, with sales in 2004 to-
taling $12 billion.

Slide-out technology, introduced during the mid-1990s, has now advanced to be-
come available in living rooms, dining rooms, bedrooms, and kitchens. At the touch
of a button, this mechanism lets a portion of the room and the objects in it, such as
a couch, table, or refrigerator, slide outward up to about 3% feet. Slide-outs are avail-
able in a wide variety of RVs: motor homes, mini-motor homes, travel trailers, fifth-
wheel trailers, and even folding camping trailers. Electronics have also come to RV
travel, with direct broadcast satellite systems, computer hookups, onboard global po-
sitioning systems (GPS), and rearview monitors now popular options.

The typical U.S. RV owner is 49 years old, is married, owns a home, and has an
annual income of $56,000. A University of Michigan study indicates that intentions
to purchase an RV are strongest among baby boomers. Nearly 10 percent of those
55 and over own an RV, slightly exceeding the 8.9 percent ownership rates of
35-to b4-year-olds.

Of increasing economic significance is the steady rise in RV rentals. The
Recreation Vehicle Rental Association (RVRA) reports that its members are expe-
riencing significant growth, and strong demand has encouraged hundreds of busi-
nesses to enter the rental market, while others have expanded their operations.
More than four hundred national RV rental chain outlets and local RV dealerships
offer state-of-the-art, late-model-year vehicles for rent.

Travel agencies around the world are responding to the demand by including
RV rental information in their customer brochures. Also available from some
rental dealers are comprehensive tour packages that include services such as air-
line and railway connections for fly/drive and rail/drive plans, one-way packages,
off-season rates, vacation planning, guided escort tours, and campground dis-
counts. The recent surge of foreign visitors has helped increase the RV rental mar-
ket. Arrivals from Japan, Australia, New Zealand, and the United Kingdom are
major customers. An estimated half million overseas visitors a year rent RVs. Visit
the Recreation Vehicle Industry Association Web site at http://www.rvia.org.

Highways and Scenic Byways

Automobile travel in the United States has received a boost from the Highways and
Scenic Byways program. The Intermodal Surface Transportation Efficiency Act of
1991 (ISTEA) established the Scenic Byways program, which provided $80 million
over six years for carrying out eligible programs on designated scenic byways.
According to the Federal Highway Administration, the United States has four mil-
lion miles of roads and approximately 51,500 have been designated as or are po-
tential scenic byways. All fifty states have existing byways, with an average of nine
routes per state. An ISTEA reauthorization bill, the Transportation Equity Act for
the Twenty-first Century (TEA-21), became law on June 9, 1998, and will ensure
continuation of the National Scenic Byways program. The act calls for $148 million
for improvements to roads of scenic or historic value. TEA-21 provides 40 percent
more funding for transportation than the 1991 law it replaced, authorizing a six-year
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expenditure of $216 billion. TEA-21 now needs to be reauthorized. The current pro-
posal is called SAFETEA (Safe, Accountable, Flexible and Efficient Transportation
Equity Act) and would make no significant changes to the National Scenic Byways,
Transportation Enhancements, or Federal Lands Highways programs.

Rental Cars

An important aspect of automobile travel is the rental car industry, whose growth
has been paralleling or exceeding the growth in air travel. While there is no ques-
tion about the rental car business having heavy use by businesses, it also has sub-
stantial vacation use and frequent combination-trip use.

Air travel is critical to the car rental business as airport revenues account for
approximately 88 percent of overall car rentals in the United States. Hertz is the
airport market leader with about one-third of the airport rental business.

According to Business Travel News (BTN) in their 2004 Business Travel Survey,
the rental car industry grosses around $20 billion. The major companies are Hertz,
Avis, Budget, National, Alamo, Dollar, Thrifty, Advantage, and Payless. Table 5.4
shows them ranked by their 2003 total revenue. BTN does not include Enterprise
in its rankings.

A customer-oriented transportation system requires that the interface between different modes of travel be fa-
cilitated. Technology is increasingly used to ensure fast and convenient service. Photo courtesy of Budget Rent-A-Car
Company.
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TABLE 5.4 U.S. RENTAL CAR COMPANIES
RANKED BY REVENUE, 2003

CAR COMPANY REVENUE ($000)
1 Hertz 4,239,200
2 Avis 4,067,910
3 National 1,650,000
4 Budget 1,240,000
5 Alamo 970,000
6 Dollar 949,700
7 Thrifty 867,500
8 Advantage 155,000
9 Payless 82,700

Source: Business Travel News.

Recent years have witnessed a vast change in the ownership of the major rental
car companies, and shifts continue to take place. Hertz has returned to private
ownership. In October 2003, Worldwide Accelerated Leasing, Inc., purchased ANC
Car Rental, the parent of Alamo and National, and renamed it Vanguard Car
Rental USA. Cendant Car Rental Group now owns Avis and Budget.

Enterprise Rent-A-Car is one of the surprises in the rental car business. The pri-
vately held rental car firm has the largest revenues and one of the largest fleets of
rental cars in the United States, with over 460,000. It was launched as an insurance
replacement firm that supplies rental cars to people whose vehicles have been
damaged or stolen or are undergoing mechanical repairs. In addition to this mar-
ket segment Enterprise has now gone global and serves all rental markets.
However, airport locations are dominated by the big four: Hertz, Avis, Budget, and
National. Enterprise delivers its cars to customers who phone for service.

Computerized navigation systems have come to rental cars and are predicted
to be a growing attraction. Bookings over the Internet are increasing.

Many of the auto rental systems are international and have services in virtually
every tourist destination area in the world. These companies arrange for the pur-
chase, lease, or rental of automobiles domestically and abroad. Companies repre-
sentative of this type of organization are Americar Rental System; Auto Europe;
Europcar International; Hertz International, Ltd.; the Kemwel Group, Inc.; and
Inter Rent.

Taxi and Limousine Service

Taxi and limousine companies play an exceedingly important part in tourism.
Local transportation companies perform vital services for bus, rail, and shipping
lines. Businesspersons and tourists alike would have a difficult time getting from
place to place if these services were not available. Inclines and aerial trams serve as
a form of taxi service and are of a special interest to visitors in scenic tourist desti-
nation areas as a form of recreation and sightseeing.
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At many destinations the visitors begin their journey in a taxi. Cab drivers represent the “first ambassador” of a
destination and thus are critically important to visitor satisfaction. Photo courtesy of Coach USA.

The Taxicab, Limousine, and Paratransit Association (TLPA) in Kensington,
Maryland, is the major taxicab association. It was formed in 1966 by a merger of
the National Association of Taxicab Owners, the Cab Research Bureau, and the
American Taxicab Association. TLPA has 1,100 members who are fleet owners op-
erating thousands of passenger vehicles, including taxicabs, limousines, liveries,
vans, airport shuttle fleets, and minibuses. The association sponsors an annual con-
vention and trade show, is involved with political action, and publishes
Transportation Leader quarterly.

The National Limousine Association, located in Marlton, New Jersey, was
founded in 1985, has 2,000 members, and is made up of limousine owners and op-
erators, and limousine manufacturers and suppliers to the industry. It seeks to pro-
mote and advance industry professionalism, the common interests of members,
and the use of limousines. It monitors legislation; sponsors seminars on safety, reg-
ulatory issues, and management; compiles statistics; and offers insurance plans.

Oil Companies

Oil companies the world over have a very important stake in automobile tourism
and thus are organized in many ways to serve the wants and needs of travelers. In
the United States, many of the major oil companies publish road maps as a touring



140 CHAPTER 5 | Passenger Transportation

Trams and cable cars can greatly enhance visitors’ abilities to enjoy many different views of a destination. Here,
the halfway point on the Palm Springs tram'’s journey from the 2,643-foot Valley Station to the 8,516-foot
Mountain Station is reached when the two cars pass between towers two and three. At this point, the two cars
are 34 feet apart. Photo courtesy of the Palm Springs Aerial Tramway.
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service. Some companies have organized motor clubs, such as the Amoco Motor
Club, which provides travel information and routing services for its members,
among other services. An example of special travel services is the Mobil Travel Guide,
which has eight regional editions and lists over 22,000 hotels, motels, and res-
taurants. They also cover more than 3,000 cities and towns and describe 11,000
points of interest. The accommodations are rated from one to five stars in quality
and indicate the prices of typical meals and accommodations to suit every bud-
get. Each guide also contains a variety of special sightseeing tours with easy-to-
follow maps.

Automobile Clubs and Organizations

The American Automobile Association (AAA) is the world’s largest single-
membership travel group, with a membership of over 44 million people in the
United States and Canada. This organization promotes travel in several different
forms among its members, including auto travel as a primary form of transporta-
tion. It also operates worldwide travel services similar to those provided by a travel
agency or tour company. The AAA Travel Agency also provides travel services for
nonmembers and is thus competitive with other tour companies and retail travel
agencies. This additional service gives the club a certain glamour and status in the
community, and nonmembers who are brought into the club office through the
travel service become prospects for new members in the automobile club.

AAA provides emergency road service to members. It also provides insurance
protection to motorists through its various state and city affiliate organizations (such
as AAA Michigan), publishes travel maps and tour books, and has a national tour-
ing board as well as a national touring bureau staff. The principal function of the
tour books is to describe the history, attractions, points of interest, and accommo-
dations in hotels, resorts, motels, and restaurants that have been inspected and ap-
proved by AAA field representatives. All accommodations listed have been selected
on the basis of a satisfactory report submitted by the AAA field representative.

An organization of wider geographic membership is the World Touring and
Automobile Organization, with headquarters in London, England. Other organi-
zations of a similar nature are the International Road Federation of Washington,
D.C.; the Pan American Highway Congress, Washington, D.C.; Inter-American
Federation of Touring and Automobile Clubs, Buenos Aires; and the International
Automobile Federation, with headquarters in Paris.

THE CRUISE INDUSTRY

Cruise Lines International Association (CLIA) states that cruising is currently the
fastest-growing segment of the travel industry. It is experiencing a surge of growth
in passengers, ships, and ship passenger capacity. Cruise lines are expanding their
fleets and adding new amenities and new ports of call. As with other sectors of
travel suppliers, a great deal of consolidation is taking place.
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Since 1980, the industry has had an average annual growth rate of 8.1 percent.
In 1980, 1.43 million passengers cruised; in 2003, a new record was set with 8.19
million passengers (see Table 5.5). The average length of a cruise in 2003 was 6.9
days. CLIA estimates that a record 10.5 million passengers took a cruise in 2004
and predicts 11.1 million will cruise in 2005.

Although ships have been a means of transportation since early times, the
cruise industry is young. Its purpose is really to provide a resort experience rather
than point-to-point transportation. Though the modern-day cruise industry is
barely 25 years old, it has established itself as an important component of the
United States travel and tourism industry. According to a study by Business
Research and Economic Advisors (BREA), commissioned by International Council
of Cruise Lines (ICCL), the North American cruise industry generated $12 billion
in direct spending and $20.4 billion in total economic activity in 2002. An esti-
mated 279,112 American jobs were created.

Historically, most of the cruise companies have focused their marketing efforts
on North American clientele. However, with a marked increase in recent years of
European, South American, and Asian vacationers taking American-style cruises,
those companies have begun to pay more attention to the international markets.
Additionally, some of these cruise companies have positioned ships in Europe for
seasonal operations, thereby creating greater awareness among European clientele.

The cruise industry’s performance and satisfaction are the pacesetter for the
rest of the travel industry. No other vacation category can touch a cruise for prod-
uct satisfaction and repeat business. Of those who have cruised in the last five years,
the average number of cruises per person is 2.4, or one cruise every two years.

Growth has affected not only passenger and ship capacity, but the ports of em-
barkation as well.

TABLE 5.5 NUMBER OF NORTH AMERICAN PASSENGERS
PASSENGERS PASSENGERS

YEAR (IN MILLIONS) YEAR (IN MILLIONS)
1980 1.43 1992 4.13
1981 1.45 1993 4.48
1982 1.47 1994 4.44
1983 1.75 1995 4.37
1984 1.85 1996 4.65
1985 2.15 1997 5.05
1986 2.62 1998 5.42
1987 2.89 1999 5.89
1988 3.17 2000 6.88
1989 3.28 2001 6.90
1990 3.64 2002 7.64
1991 3.97 2003 8.19

Source: Cruise Lines International Association, 2003 year-end Passenger
Carryings Report.



THE CRUISE INDUSTRY 143

The cruise industry is one of the most rapidly growing sectors of tourism. Its growth is expected to continue,
and many new ships are scheduled to come on line in the next few years. Copyright © Carnival Cruise Lines.

Embarkation Ports

Ports within the state of Florida serve as home for the majority of the U.S.-based
cruise industry. This is primarily due to the state’s close proximity to the prime
cruising waters of the Caribbean. Most of these cruises are three, four, or seven days
in length, though there are some voyages of ten or fourteen days. Miami currently
claims the title “Cruise Capital of the World.” Ports in Fort Lauderdale, Tampa, and
Port Canaveral also play host to a number of cruise ships. Several ships operating
Caribbean cruises are also based in New Orleans.

New York City and Boston are popular embarkation points for cruises to New
England, Bermuda, and Canada’s maritime provinces. On the West Coast of the
United States, both Los Angeles and San Diego are home ports for cruises of three,
four, or seven days to Mexico. San Francisco and Seattle are also popular ports. San
Juan, Puerto Rico, a U.S. territory, has also become a popular port of embarkation
for seven-day cruises to the southern Caribbean.

One of the most popular summertime cruising areas in recent years is Alaska’s
Inside Passage. These cruises are frequently combined with land excursions into
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Alaska’s interior and the Yukon Territory. Most of these cruises depart from
Vancouver, British Columbia, Canada.

One company, Delta Queen Steamboat Company, offers cruises on some of
America’s most famous rivers, including the Mississippi and Ohio, on riverboats
styled after turn-of-the-century paddle-wheel steamers.

Cruise Itineraries Cover the Globe

Though the islands of the Caribbean continue to be the leading year-round desti-
nation, CLIA member cruise lines service cruising areas around the world. The
Mediterranean Sea plays host to an increasing number of cruise ships during the
summer season, and CLIA reports that the industry continues to show an increased
emphasis on European and Southeast Asia itineraries. In 2003 the Caribbean share
was over 45 percent, the Mediterranean 12.6 percent, Europe 9.8 percent, Alaska
7.7 percent, western Mexico 6.2 percent, TransCanal 3.8 percent, and Hawaii
3.4 percent.

And one of the world’s greatest adventures—a transit of the Panama Canal—
remains one of the industry’s big attractions. These cruises usually either begin or
end in San Francisco, Los Angeles, or Ft. Lauderdale.

New Ships and New Markets

The North American cruise industry has enjoyed tremendous success in the last
decade and has continued to reinvest profits in new, modern cruise ships.
Approximately eighty new ships have been introduced since 1990. Another twenty
new ships are contracted or planned to be added to the North American fleet from
2005 through 2008. Berths have been expanding at a rapid rate. CLIA reported
206,423 berths in 142 ships in 2004. As the cruise industry continues to expand, in-
dustry observers predict that new markets outside North America will become of
greater importance in the coming years.

Security

The cruise industry’s highest priority is to ensure the security and safety of its pas-
sengers and crew. The International Council of Cruise Lines (ICCL) works closely
with the Department of Homeland Security (DHS), which now houses the U.S.
Coast Guard, Customs and Border Protection, Bureau of Immigration and
Customs Enforcement, and the Transportation Security Administration. By work-
ing with these agencies, the industry ensures compliance with all U.S. and interna-
tional maritime standards established to maintain shipboard security.

Consolidation

Consolidation that has been taking place in the travel industry is rampant in the
cruise sector as well. Carnival Corporation, the world’s largest cruise company,
recently acquired Princess Cruises and already owned Cunard, Costa, Holland
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CLIA MEMBER LINES (AS OF JUNE 18, 2004)

Carnival Cruise Lines Oceania Cruises

Celebrity Cruises Orient Lines

Costa Cruises Princess Cruises

Crystal Cruises Radisson Seven Seas Cruises
Cunard Line Royal Caribbean International
Disney Cruise Line Seabourn Cruise Line
Holland America Line Silversea Cruises

MSC Cruises Swan Hellenic

Norwegian Coastal Voyage Inc. Windstar Cruises

Norwegian Cruise Line

America, Windstar, and Seabourn. Royal Caribbean International (RCI) is the
second-largest player and recently acquired Celebrity Cruises. Competition is
fierce, with these two companies adding new passenger ships and Disney now in
the cruise business.

While CLIA members (see box) represent over 90 percent of the North
American cruise market and over 80 percent of the ships, the world cruise fleet is
supplemented by freighter cruises, river cruises, yachts, ferries, and charters. About
eighty freighters provide accommodations for a limited number of passengers,
such as six to twelve. Freighter cruises tend to last a long time, go to unknown parts,
have schedules that can change rapidly, and be moderately priced. They appeal to
the more adventurous traveler. River cruises are popular in the United States on
the Mississippi River on the Delta Queen and Mississippi Queen, in Egypt on the Nile,
in Brazil on the Amazon, and in Europe on the Danube and Rhine, just to men-
tion a few. Riverboat gambling is a recent addition on the Mississippi. Barge and
canal trips are also popular in many places.

Cruise Lines International Association

Cruise Lines International Association (CLIA) is a marketing and promotional
trade organization made up of nineteen of the major cruise lines serving North
America, representing over 142 ships (see box). CLIA was formed in 1975 out of a
need for the cruise industry to develop a vehicle to promote the general concept
of cruising. CLIA exists to educate, train, promote, and explain the value, desir-
ability, and profitability of the cruise product.

When, in mid-1984, the Federal Maritime Commission consolidated other in-
dustry organizations into CLIA, it became the sole marketing organization of the
cruise industry. CLIA represents almost 97 percent of the cruise industry, and more
than 17,000 travel agents are affiliated with CLIA and display the CLIA seal, which
identifies them as authorities on cruise vacations. The CLIA headquarters is lo-
cated at 80 Broad Street, Suite 1800, New York, NY 10004; telephone (212) 921-
0066; fax (212) 921-0549; Web site http://www.cruising.org.
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OTHER MODES

While tourists use planes, trains, motorcoaches, taxis, shuttle buses, boats, and
cruise ships to arrive at destinations, other modes of transportation are also an in-
tegral part of tourism. One of the most important and easily overlooked is pedes-
trian travel, or walking. Tourists and locals alike depend on their feet as a primary
mode of travel. Tourists are great walkers, covering many miles sightseeing or us-
ing their feet to arrive at an attraction, sidewalk café, or gelato stand. Thus, it is im-
perative that pedestrian environments and the surface where tourists walk and the
areas in which they move are welcoming and safe. Tourism planners must make
pedestrian travel part of their development plans.

The walking paths by the river in Brisbane, Australia, are an outstanding ex-
ample of good planning benefiting both tourist and locals with an attractive, safe,
integrated transportation scheme. In contrast, walking in Cairo, Egypt, or Kuala
Lumpur, Malaysia, is a challenge.

In addition, walking tours around the world have proven popular, as evidenced
by the many itineraries offered by such firms as Country Walkers whose slogan is
“Explore the world one step at a time.”®

Cycling is another mode embraced by some travelers and tourist destinations.
A number of companies feature biking tours. The Hoge Veluwe National Park in
Holland is laced with paths for cars, bicycles, and walkers. There are more than 27
miles of paths specifically designed for bicycling. While most people visit the park
for the Kroller-Muller Museum (famous for its Van Gogh paintings), the park also
contains a magnificent sculpture garden, forests, and sand dunes. It is possible to
cycle your way around the park thanks to a 1,000-plus fleet of free-to-use white bi-
cycles. The fleet of bicycles reduces bus and auto traffic in the park and allows
tourists a convenient way to see all the sights.

Trams, cable cars, gondolas, and ski lifts are all additional modes of tranporta-
tion that are important to specific resorts and destinations. They facilitate the flow
of tourists and in many cases bring them to places that would otherwise be inac-
cessible. Also they can be tourist attractions themselves.

SUMMARY

Transportation services and facilities are an integral component of tourism. In fact,
the success of practically all forms of travel depends on adequate transportation.
Transportation services and facilities are the arteries through which the lifeblood
of the travel industry flows. Travel by air dominates long- and middle-distance
travel in the United States. But private automobiles carry the bulk (about 80 per-
cent) of all travelers on short trips. Automobiles are also very important on long
and international trips. Rental cars are popular, because they supplement air travel.
Rail travel in the United States has declined substantially since the 1950s but is still
important in commuting and longer-haul traffic. Motorcoach transportation is
available at far more places than either air or rail, but it constitutes a rather small
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percentage of total vehicle miles. Vacationing on cruise ships has become the
fastest-growing segment of the U.S. travel industry. New and refurbished cruise
ships are appearing regularly.

Associations and groups of passenger carriers are important to their sectors’
well-being and growth. Some of the most important are Air Transport Association
of America; American Bus Association, United Motorcoach Association, American
Automobile Association (affiliated with the Canadian Automobile Association);
World Touring and Automobile Association; Recreation Vehicle Industry
Association; Taxicab, Limousine, and Paratransit Association; National Limousine
Association; and the Cruise Lines International Association.

Increases in almost all forms of tourism automatically boost passenger traffic,
sometimes creating problems. Congestion can be especially bad on streets and
roads and at airport terminals. Safety and security are basic requirements, and suc-
cessful tourism depends on these factors. The environment will be affected by any
form of transportation. Careful planning and increased awareness and preventa-
tive measures are needed to minimize such undesirable effects.

Long-term projections show increases in the demand for transportation.
Increased taxes and fuel prices on this industry are having an adverse effect. It is
hoped that these can be mitigated in time. Rail travel is increasing in Europe and
Asia, where high-speed trains are being used.

ABOUT THE READING

The reading in this chapter discusses the Sydney, Australia, Olympic Park Station
and rail link. This ground transportation facility served the crowds at the Olympics,
and now transports visitors to this sporting and cultural center because it has been
designed as an integral part of the Sydney metropolitan rail system. It is a good ex-
ample of using a megaevent to improve infrastructure for local citizens.

READING 5.1

Australia’s Olympic Park Station
and Rail Link

When it was decided to develop Homebush Bay into
Sydney’s premier sporting and cultural facility, it was
clear that to be a success, it had to be serviced by the
best available public transport network.

The New South Wales (NSW) government de-
cided the key to that network was a heavy rail link
right into the heart of the Olympic and Showground
facilities. As a result, the Olympic Coordination
Authority (OCA) has overseen the development of
the Olympic Park Station and rail link, which opened
on March 8, 1998.

The new 5.3-kilometer rail link transports visitors
to within a short walk of all the major facilities at
Homebush Bay. The $95 million project moves tens
of thousands of people an hour to and from
Homebush Bay for concerts, exhibitions, and sports
matches as well as major events such as the Royal
Easter Show and the Olympic and Paralympic Games.
It is an important supplement to Sydney’s metropoli-
tan rail service and provides an easy, fast, and com-
fortable alternative to driving.

Major Main Line Link
The Homebush Bay rail link is designed as an integral
part of the Sydney metropolitan rail system. Trains
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traveling in either direction on the Main Western
Line are able to enter the Homebush Bay loop. For
major events the Olympic Park Station is serviced by
eight-car double-deck suburban trains, which are de-
signed for rapid embarking and disembarking of pas-
sengers. Country trains from places like the Blue
Mountains and Newcastle are also able to drop off
passengers directly into the heart of Homebush Bay.

The line is mostly above ground but goes below
for one kilometer, allowing people to move freely
around areas adjacent to the Olympic Park Station.
Construction of the rail link began in August 1996,
and track laying started in June 1997.

Capacity

The Homebush Bay rail link is designed for big
crowds. During the Olympic and Paralympic Games,
trains ran every two minutes. That’s a total of fifty
thousand people an hour, or about three times the
number that use Sydney’s busy Town Hall inter-
change in any morning peak period.

Design

Olympic Park Station and its surrounding public
spaces are designed to reflect the excitement of the
Olympic and Paralympic Games and to capture the
atmosphere of the world’s great transport terminals.

The station’s design dramatically achieves this aim.
The station is an imposing vaulted building that
presents an exciting gateway to Homebush Bay and
is a natural meeting place. It is situated next to the
Showground and just 400 meters from the Olympic
Stadium. The soaring 20-meter-high vaulted roof
offers protection from the sun and the rain and cre-
ates a comfortable light and airy atmosphere for
travelers.

Access

During the design of Olympic Park Station, OCA con-
sulted with groups representing a wide range of peo-
ple with disabilities and special needs to ensure that it
would be accessible for everyone. The ground-level
concourse is connected to the platforms below by a
series of lifts, stairs, ramps, and escalators, which pro-
vide easy access into and out of the station.

Environment

The Homebush Bay rail link is a major environmental
feature in its own right. A trainload of passengers can
remove up to a thousand cars from the roads, helping
improve Sydney’s air quality. The design maximizes
natural light and ventilation, thereby lowering energy
consumption and reducing NSW’s contribution to
greenhouse gas emissions.

KEYy CONCEPTS

automobile
cruise lines

airline industry

Air Transport Association
alliances

American Automobile Association
American Bus Association
Amtrak

program
motorcoaches
oil companies

* Internet Sites

Highways and Scenic Byways

rail travel

recreation vehicles

rental cars

safety and security

taxi and limousine service
transportation (importance of)

The Internet sites mentioned in this chapter are repeated here for convenience,
plus some additional sites. For more information, visit these sites. Be aware that
Internet addresses change fr