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Introduction

Erg ish fo r Tourism and Hospitality is designed fo r students who plan to  take a course in the area of 
t :  sm and/or hospitality entirely or partly in English. The principal aim o f English fo r Tourism and 
-oso ita lity  is to  teach students to  cope w ith  input texts, i.e., listening and reading, in the discipline, 
-cv.ever, students w ill be expected to  produce output texts in speech and w riting throughout the course.

syllabus focuses on key vocabulary fo r the discipline and on words and phrases commonly used in 
academic and technical English. It covers key facts and concepts from the discipline, thereby giving 
~_dents a flying start fo r when they meet the same points again in the ir faculty work. It also focuses on 
t r s  skills tha t w ill enable students to  get the most out of lectures and w ritten texts. Finally, it presents the 
5* Is required to  take part in seminars and tutorials and to  produce essay assignments.

Eng ish fo r Tourism and Hospitality comprises:

• this student Course Book, including audio transcripts and wordlist

• the Teacher's Book, which provides detailed guidance on each lesson, fu ll answer keys, audio 
transcripts and extra photocopiable resources

• audio CDs w ith  lecture and seminar excerpts

Erg :sh fo r Tourism and Hospitality has 12 units, each of which is based on a different aspect o f tourism or 
- to ta l i t y .  Odd-numbered units are based on listening (lecture/seminar extracts). Even-numbered units
are cased on reading.

Eat" ..nit is divided into four lessons:

_£sson 1: vocabulary fo r the discipline; vocabulary skills such as word-building, use o f affixes, use of 
synonyms fo r paraphrasing

_=sson 2: reading or listening text and skills development

_esson 3: reading or listening skills extension. In addition, in later reading units, students are introduced to 
a w riting assignment which is further developed in Lesson 4; in later listening units, students are 
introduced to  a spoken language point (e.g., making an oral presentation at a seminar) which is 
fu rther developed in Lesson 4

_ssson 4: a parallel listening or reading text to  tha t presented in Lesson 2 which students have to  use their 
new skills (Lesson 3) to  decode; in addition, w ritten or spoken work is further practised

ast tw o  pages o f each unit, Vocabulary bank and Skills bank, are a useful summary o f the unit
icn ten t.

Ear- unit provides between 4 and 6 hours o f classroom activity w ith  the possibility o f a further 2-4 hours 
: r  the suggested extra activities. The course w ill be suitable, therefore, as the core component of a 
^at_ ty-specific pre-sessional or foundation course of between 50 and 80 hours.

t  s assumed tha t prior to  using this book students w ill already have completed a general EAP (English fo r 
-tanem ic Purposes) course such as Skills in English (Garnet Publishing, up to  the end at least o f Level 3), 
a_c w ill have achieved an IELTS level o f at least 5.

zt '  a ist of other titles in this series, see www.garneteducation.com/

p e r D l T A R l w :

http://www.garneteducation.com/


Book map
Top ics

• definition of tourism

1 What is tourism? •  aspects o f tourism

Listening • Speaking

\
2 What's your kind of tourism?

Reading • W riting

•  types of tourism, e.g., adventure tourism • backpacking • 'flashpacking' • 

events tourism ■ sports tourism ■ eco-tourism

3 Hospitality research
Listening * Speaking

•  hospitality research: history ■ methods ■ theories - researchers

4  Careers in tourism and hospitality
Reading • W riting

• employment in the travel, tourism and hospitality industry

• computers fo r research

5 Tourism marketing
Listening • Speaking

• definition of marketing

•  importance o f marketing

• types of market
•  market research: primary • secondary ■ qualitative ■ quantitative

6 The business of events tourism
I!: Ir

•  types o f event: festivals, conventions, concerts, etc.

•  the life cycle o f an event
•  the management of complex events

7 The business of fun
• theme parks
•  location, development and marketing of a new theme park

8 Hospitality marketing
Reading • Writing

•  marketing fo r small businesses

•  marketing strategies
•  internal and external marketing

9 Tourism and culture
Listening * Speaking

•  impact o f tourism on indigenous people and culture

• environmental impact o f tourism
• destination planning and sustainable tourism

10 Managing people and money
Reading • W riting

•  management styles: top-down bottom -up • process-oriented ■ 

performance-driven

• employee involvement
•  finance fo r new and developing businesses

11 External influences
Listening ■ Speaking

•  external influences on the tourism and hospitality industry: political - 

economic • demographic

• environmental issues

12 Information, strategy and change
Reading • W riting

•  the role o f IT in successful tourism businesses

• SWOT business analysis
•  case study: IT and strategic planning



V o c a b u la r y  fo c u s S k i l ls  f o c u s U n i t

•  words from general English w ith  a special meaning in 
tourism

• prefixes and suffixes

Listening preparing fo r a lecture

predicting lecture content from  the introduction 
understanding lecture organization 

choosing an appropriate form  of notes 
making lecture notes

1

Speaking speaking from notes

•  English—English dictionaries: headwords • definitions Reading using research questions to  focus on relevant information in a text 2
parts o f speech • phonemes • stress markers - using topic sentences to  get an overview o f the text
countable/uncountable ■ transitive/intransitive W riting writing  topic sentences 

summarizing a text

• stress patterns in multi-syllable words
• hospitality outlets

Listening preparing fo r a lecture 

predicting lecture content 

making lecture notes 
using different information sources

3

•  computer jargon

S p e a k in g

Reading

reporting research findings 
form ulating questions

identifying topic development w ith in  a paragraph 4
• abbreviations and acronyms
• job titles
•  rlkrnurce» anrl ctanfcs marli-ore:

using the Internet effectively 
evaluating Internet search results
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• verb and noun suffixes
W riting reporting research findings

• word sets: synonyms, antonyms, etc.

•  the language o f trends
Listening understanding ‘signpost language' in lectures 

using symbols and abbreviations in note-taking
5

•  common lecture language Speaking making effective contributions to  a seminar

• synonyms, replacement subjects, etc. fo r sentence-level 
paraphrasing

Reading

W riting

locating key information in complex sentences 

w riting complex sentences
6

•  compound nouns Listening

reporting findings from other sources: paraphrasing 

understanding speaker emphasis 7
• fixed phrases from tourism

• fixed phrases from academic English
• common lecture language

• synonyms

• nouns from  verbs
• definitions

• common 'direction' verbs in essay titles (discuss, analyse,

Speaking

Reading

W riting

asking fo r clarification

responding to  queries and requests fo r clarification

understanding dependent clauses w ith  passives 

paraphrasing

expanding notes into complex sentences

recognizing different essay types/structures: descriptive ■ analytical • 
comparison/evaluation ■ argument 

w riting  essay plans 
w riting essays

using the Cornell note-taking system 
recognizing digressions in lectures

8

evaluate, etc.)

• fixed phrases from tourism
• fixed phrases from academic English

Listening 9
S p e a k in g making effective contributions to  a seminar 

referring to  other people's ideas in a seminar

• neutral' and 'marked' words
• ;ob titles (management/supervisory)

Reading recognizing the writer's stance and level o f confidence or tentativeness 
inferring implicit ideas 10

• ix e d  phrases from management
• ix e d  phrases from academic English

W riting writing  situation-problem -solution-evaluation essays
using direct quotations

compiling a bibliography/reference list

recognizing the speaker's stance 
writing up notes in full

• .vords/phrases used to  link ideas (moreover, as a result, etc.)
• stress patterns in noun phrases and compounds

Listening 11
• ixe d  phrases from academic English

• .vords/phrases related to  environmental issues
Speaking building an argument in a seminar 

agreeing/disagreeing

• verbs used to  introduce ideas from other sources 

(Xcontends/accepts/asserts th a t ...)

• 'inking words/phrases conveying contrast (whereas), result 
consequently), reasons (due to), etc.

• words fo r quantities (a significant minority)

Reading

W riting

understanding how ideas in a text are linked

deciding whether to  use direct quotation or paraphrase
incorporating quotations

writing research reports

writing effective introductions/conclusions

12



WHAT IS TOURISM?
8№ggpgiiai

1.1 Vocabulary in context •  prefixes and suffixes

A Read the text. The red words are probably fam iliar to  you in general English. But can you th ink o f a 
d ifferent meaning fo r each word in tourism?

It was nearly 9.00. The letter should come today with news of her promotion. 
Head of the Africa office! She checked in the hall again, but there was still 
nothing. Suddenly, there was a ring at the front door. It must be the postman! But 
why had he rung the bell? Jane opened the door. The postman was holding a 
package, not a letter. Of course! It was the book she had ordered. At least she 
could stay in, relax in her armchair and read about Africa today.

Complete each sentence w ith one o f the red words from Exercise A. Change the form 
if necessary (e.g., change a noun into an adjective).

1 Who did y o u ______ *______ your tickets with?

Have you seen the n e w _____________ literature fo r World Break Holidays?

Many return airline fares are cheaper fo r periods which include a Saturday night _

Do you want a _____________ holiday or do you want to  arrange accommodation

2

3

4

5

6

and car hire separately? 

He's just a n ___________

Which counter do we
tourist. He never actually goes anywhere, 

in fo r Flight EK 004?

C Study the words in box a.

1 What is the connection between all the words?

2 What is the base word in each case?

3 What do we call the extra letters?
4 What is the meaning o f each prefix?

5 Can you th ink o f another word w ith  each prefix?

Study the words in box b.

1 What is the connection between all the words?

2 What is the base word in each case?

3 What do we call the extra letters?

4 What effect do the extra letters have on the base word?

5 Can you th ink o f another word w ith each suffix?

dissatisfaction intangible 
international multinational overbook 

reconfirm transport underpay

advertisement broaden 
direction hospitality promotional 

stressful tourism

Discuss the illustrations on the opposite page using words from this page where possible.

6



PASSENGER TICKET AND BAGGAGE CHECK
PASSENGER TICKET AND BAGGAGE CHECK

Worldfl/nvflj/s
LONDON/HEATHROW

.254861561354434
7 3213841131 313 2613

7 nights a ll inc lusive at a fabulous beach resort
Included in th e  price:
*  re tu rn  scheduled flights fro m  th e  UK
*  all inclusive accom m odation  at a 5 *  beach re s o rt
*  a irp o r t transfers 

no single supplements
Stopover in Dubai 
2 nights £ I 49 pp

Tourist destination  regions (2 0 0 6 )

Country Total visitors 
(million)

% change
06/05

1. France 79.1 4.2
2. Spain 58.5 4.5
3. USA 51.1 3.8
4. China 49.6 6.0
5. Italy 41.1 12.4
6. UK 30.7 9.3
7. Germany 23.6 9.6
8. Mexico 21.4 -2.6
9. Austria 20.3 1.5

10. Russian Federation 20.2 1.5
Source: World Tourism Organization

© re tu rn onew ay

from * \ 
r ;

to * v

departure date
day % j (  month >)
return date
day V) month % 

passengers 

1 * j adult 

0 *} child 

0 i } infant

cs =

LU1O

customer delivery expectation
satisfaction

FLIGHT COUPON 
139Û/JKLJL2IO LKSDFJ S F JL S /JL  KJSDL

lUCCi.iAMAOUAE SOUS VOOHCAT MCTCOIBIUTEn SAETOSUS OSSIflWOI. :'f'r
OW/WÈIATWKOW 

LHR v.
LOS ANGELES VALID ON EUROPEAN CARRIER ONLY RESTRICTIONS APPLY 

LAX OPHJ/435./FS
8EUIS V 1X7 HEU U WSAORICOLAE OPTMIS VERECUNO ECONU8IUM SAHTETITT UTAS OUAOHUP I I IAUAQUAÎ

AS DAF ASD DSAD DSA ES HGE JS Î1 JS J  JKD JIK A S T J LKB

NOFARE 
LDV489938KW 

KWD.9000GX 
JJDUJKJ3G89 1254861561354434 

KWBIA909
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preparing fo r  a lecture « pred ic ting  lecture con tent •  making notes

You are a student in the School o f Tourism and 
Hospitality Management o f Hadford University.

1 The title  o f your first lecture is What is tourism? 
W rite a defin ition o f tourism.

2 What other ideas w ill be in this lecture? Make some 
notes.

See Skills bank

¡1 Q 1 Listen to  Part 1 o f the lecture.

1 What is the lecturer going to  ta lk about? Make a list.

2 The lecturer mentions some reasons fo r studying 
tourism. Make a list.

C In Part 2, the lecturer talks about the impacts o f tourism.

1 What are the main impacts o f tourism? Make a list.

2 O ' Listen to  Part 2 o f the lecture. Tick any points on 
your list. Add any extra points.

D In Part 3, the lecturer talks about some aspects o f 
tourism.

1 Copy Table 1 into your notebook. You w ill need 
space fo r 12 aspects.

2 Q  Listen to  Part 3 o f the lecture. Take notes and 
complete Table 1 w ith  five aspects o f tourism.

3 Add examples o f each aspect from your own 
experience.

In Part 4 o f the talk, the lecturer describes tw o more 
aspects o f tourism.

1 Q  Listen to  Part 4 and add these aspects to  your 
table. Add examples.

2 What three branches o f tourism are mentioned? 
(Clue: look at the pictures!)

In the final part o f the talk, the lecturer discusses five 
more aspects o f tourism.

Q  Listen to  Part 5 and add these aspects to  your table. 
Add examples.

Rewrite your defin ition o f tourism from Exercise A. Use 
words and ideas from Table 1.

Look back at your notes from Exercise A. Did you predict: 

« the main ideas?

• most o f the special vocabulary?

Table 1:
Aspects of tourism (according to Leiper)

2_

3

Aspect Exam ple

8



1 W HAT IS TOURISM? t :;

choosing the r ig h t kind o f notes

In tourism, what can you ...

1 satisfy? 4 book?

2 change? 5 pollute?

3 spend? 6 embark on?

7 foster?

8 engage in?

9 tolerate?

How can you organize information in a lecture? Match the beginnings and endings.

1 question and contrast

problem and definition

classification and disadvantages

4 advantages and

5 comparison and

6

effect

events

cause and..... ..........— supporting information

sequence of process

stages o f a solution

theories or opinions then answer

How can you record information during a lecture? Match the illustrations w ith  the 
words and phrases in the box.

tree diagram flowchart headings and notes spidergram table timeline tw o  columns

^4l
4£  

i

II
I

I7Z 0

Match each organization of information in Exercise B w ith  a method o f note-taking 
from  Exercise C. You can use one method fo r d ifferent types o f organization.

Listen to  six lecture introductions. Choose a possible way to  take notes 
Tom  Exercise C in each case.

Example:
You hear: I would like to define tourism as travel fo r the purpose o f  recreation, 
and the provision o f services fo r this.

You choose: tree diagram  or spidergram

9



j j j j  N u m b er o f firm s

hotels 4,485
motels 4,235
bed and breakfasts 1,064
housekeeping cottages
and cabins 975
resorts 679
other travel accommodation 223 
casino hotels 5

Source: Tourism Gazette Canada

— hotels 36%

—  motels 34%

—  casino hotels 0,04%

—  other travel accomm. 2% 

m otor hotels 5% 

resorts 6%

bed and breakfasts 9%

housekeeping cottages+cabins 8%

Great Britain -  regions
Choose a regtoss

Wales

The West

South Seottanct

Describe pictures 1-5 above. Use words from the box.

hospitality Grand Tour mass travel information reservation transport

Cover the opposite page. Listen to  the lecture introductions from Lesson 3 again. Make an outline 
on a separate sheet o f paper fo r each introduction.

Look at your outline fo r each lecture. What do you expect the lecturer to  ta lk about in the rest o f the
lecture? In what order?

D Listen to  the next part o f each lecture. Complete your notes.

E Uncover the opposite page. Check your notes w ith the model notes. Are yours the same or different?

F W ork in pairs.

1 Use the notes on the opposite page. Reconstruct one lecture.

2 Give the lecture to  another pair.



1 WHAT IS TOURISM?:

TOURISM

provis ion

cu ltu re

trans po rf adventure

services 
e.g., banking; 
insurance

5PACE TOURISM -  key developments 
Date Event
I '150s in te re s t in ro c k e t designs, space stations, moon bases 
I785 passenger spacecra ft designed: Phoenix.
1787 space hotel design
1773 firs t market research survey on space tourism 
1178 'X  Prize launcfied
2001 Dennis T ito  -  -first paying space to u ris t 
2004- Richard Branson plans hotel in space and regular space travel 
2007 NASA and Bransons V irgin Galactic agree to  collaborate in -fu ture 

manned space -flight technology 
ZOOS -first space terminal built in Nlew Mexico

Grand Tour

Who? 

wealthy 

British 

yo u n g  men

Why? 

complete e d u ca tio n  

see  g re a t  buildings 

co llec t a rt 

try  new cu¡Sine

h e re ? 

Europe:

•  Rome

• "lûscany

• Alps

MASS TRAVEL
~~vo important -factors 
IJ Improvements in technology 
2  More leisure time

First examples
Thomas Cook -  firs t 

package to u r

~srget groups
5.. Victonans -  upper + middle 
c. asses
3 2  CZOth -  most people in 
dev. countries

: UK T O U R IS T  m a r k e t

Value tounSm/hoSp. industry ¿74- bn

GDP 4- .5%

Employees 2.I m

Overseas tounsts spend til bn

Domestic spend LS I bn

'iounSm earnings league 7

Top five overseas markets USA, France, Germany, Insh Rep., Netherlands

UK residents:

vacations o f one night o r more 101 m

overnight business tnps 23 m

overnight tnps to  fnends 
and relatives

37 m

(D  How a holiday/leisure experience works

5 ic id e  where"I—t  

travel agent 

Internet /

Plan/prepar

hearsay

In ternet

books

ads

11



Guessing words in context

Using related words

Sometimes a word in general English has a special meaning in tourism. 
Examples:
package, book, prom otion

If you recognize a word but don 't understand it in context, think:
What is the basic meaning o f the word? Does tha t help me understand the 
special meaning?

Example:
A package is something you wrap up. A package holiday must mean a 
holiday which is wrapped up in some way. (It does -  i t  is a holiday which 
has flights and accommodation and perhaps car hire all in one.)

Rem oving prefixes

A prefix = letters at the start of a word.
A prefix changes the meaning o f a word.

Examples:
reconfirm -  confirm again 
dissatisfaction -  opposite o f satisfaction

If you don 't recognize a word, think:
Is there is a prefix? Remove it. Do you recognize the word now?
What does tha t prefix mean? Add it to  the meaning o f the word.

Rem oving suffixes

A suffix = letters at the end of a word.
A suffix sometimes changes the part of speech of the word.

Examples:
accommodate accommodation -  verb noun 
prom otion prom otional -  noun adjective

A suffix sometimes changes the meaning in a predictable way.
Examples:
summar(y) + ize -  make or make into 
broad + en -  make or make more 
stress + f u l -  fu ll of

If you don't recognize a word, think:
Is there a suffix? Remove it. Do you recognize the word now?
What does tha t suffix mean? Add it to  the meaning o f the word.



Making the most of lectures

Before a lecture ...

Plan
•  Find out the topic o f the lecture.
•  Research the topic.
•  Check the pronunciation of names and key words in English. 

Prepare
•  Get to  the lecture room early.
•  Sit where you can see and hear clearly.
•  Bring any equipment you may need.
•  W rite the date, topic and name o f the lecturer at the top o f a sheet

During a lecture ...

Predict
•  Listen carefully to  the introduction. Think: What kind o f lecture is this?
•  W rite an outline. Leave space fo r notes.
•  Think of possible answers/solutions/effects, etc., while the lecturer is 

speaking.

Produce
•  W rite notes/copy from the board.
•  Don't try to  copy everything -  you need time to  look, listen, process what 

the lecturer is saying and w rite  at the same time.
•  Record sources -  books/websites/names.
•  A t the end, ask the lecturer/other students fo r missing information.

Making perfect lecture notes
Choose the best way to record information from a lecture.

Speaking from  notes
Sometimes you have to  give a short ta lk in a seminar on research you 
have done.
•  Prepare the listeners w ith an introduction.
•  Match the introduction to  the type o f information/notes.

o f paper.

cause and effect 
classification and definition 

comparison and contrast 

facts and figures 

sequence o f events 

stages of a process 

question and answer

advantages and disadvantages two-column table
spidergram
tree diagram/spidergram

table

table

timeline

flowchart

headings and notes

1 3



WHAT S YOUR KIND OF TOURISM?

2.1 Vocabuiar
............

using an English—English d ictionary

J4 How can an English—English dictionary help you understand and produce spoken and written English?

Study the dictionary extract on the opposite page.

1 Why are the two words (top left and top right) important?

2 What do the words tour, transport and trip  have in common?

3 How many meanings does tour (noun) have?

4 Are transport (noun) and transport (verb) pronounced exactly the same?

5 What adjective can you make from the word tourist?

6 How many ways can you pronounce the word tourist?

7 Where is the stress on tourist trap? How do you know?

8 Can you say tourist classes'? Explain your answer.

9 What can you say about the spelling of the word traveller!

10 Can you say We tripped to Dubai. Explain your answer.

accommodation transport lobby 
resort luxury experience 

independent adventurous budget 
development itinerary environment

Look at the bold words in the dictionary extract.

1 What order are they in?

2 Write the words in the blue box in the 
same order.

Look at the top of a double page from 
an English—English dictionary.

1 Which word from Exercise C will 
appear on these pages?

2 Think of words before and after 
some of the other words in 
Exercise C.

Look up the red words from the blue box in a dictionary.

1 How many meanings can you find fo r each word?

2 What kind o f noun/verb is each word?

3 Which meaning is most likely in a tourism and hospitality text?

Look up the green words.

1 Where is the stress in each word?

2 What is the sound of the underlined letter(s) in each word?

3 Use each of these words in a sentence about tourism or hospitality.

Test each other on the words from Exercises E and F. Give the dictionary definition of one of the 
words. Can your partner guess which word you are defining?

What do the pictures on the opposite page show? Use some of the words from this lesson.

1 4



tour
tour /tua(r)/ n 1. [C] a journey during which you 

visit several places of interest: a tour around 
the British Isles 2. a short trip through or to a 
place in order to see it: They took a guided tour 
o f the palace. 

tour v [I, T] to visit as a tourist: I ’ll be touring 
around Canada this year. 

tourism /'tusrizam / n [U] 1. the practice of 
travelling for pleasure, esp. on holiday 2. the 
business of providing holiday services, tours, 
hotels, etc. for tourists 

tourist /‘tuarist/ /'toirist/ n a person travelling for 
pleasure

touristy /'tuaristi/ ad] full of tourists: The seaside 
towns are very touristy now. 

tourist class /'tusrist kla:s/ [U] travelling prices 
and conditions on planes, trains, etc. suitable 
for travellers who do not wish to spend much 
money

'tourist office n [C] an office that provides
information for people who are visiting an area 
or town

tourist trap n [C] a crowded place which 
provides entertainment or things to buy for 
tourists, often at high prices

tripper
transport /'trænspoit/ AmE transportation n [U] 

a system of vehicles, such as buses, trains, 
planes, etc. for getting from one place to 
another: The Tokyo transport system is very 
efficient.

transport /træn'spo:t/ v [T] to carry goods or 
people from one place to another 

travel v /'trævl/ [I, T] 1. to make a journey from 
one place to another: They travelled to Hong 
Kong. 2. [I] to move from one place 
to another: Light travels faster than sound. 

traveller /'trævotair)/ AmE traveler n [C] 
someone who travels 

trip /trip/ n [C] a short visit for business or 
pleasure

trip v 1. [I] to lose your balance after walking 
into something: I tripped on a step. 2. [T] (trip 
up) to make someone fall by putting your foot 
in front of them 

tripper /'trip3(r)/ n [C] someone who visits a 
place briefly, often with a large group of other 
people: Many day trippers go to the seaside.



Do you th in k  tourists only go 
to  the beach? In this m onth’s magazine, 
we look at all of these ... and m ore!

aypf/UpJüüri:iii 
'J rlbullii iüuriîill 
j  Jfjüfiî iüurijlil 
j jptica iüurbrrj

Tourism in the 21st cen turyA How many kinds o f tourism can you th ink of?

Study the text from Tourism Today.

1 Define each type o f tourism.

2 Find a picture o f each type.

Discuss these questions.

1 Have you experienced any o f the types of 
tourism on this page?

2 Which is/would be your favourite type of 
tourism? Why?

You are going to  read a text. What should you
do before you read a text in detail?
See Skills bank

This text is about a special type o f tourism.

1 Read the heading. What kind o f tourism 
do you th ink this text is about?

2 Think o f three research questions before 
you read.

Study these topic sentences from the text.

1 What w ill the paragraphs describe?
2 Which paragraphs are likely to  answer 

your research questions?

| M any students go backpacking in their gap year, 
that once-in-a-lifetime period between school and 
college, or college and work. .

Backpacking is a great way to travel, they say.

f Backpackers are proud that they'rough if.

j Flashpacking is the latest development in personal tourism.

j Flashpackers are looking for adventure Hke backpackers, but '> 
there is one important difference.

Travel companies are cashing in on this development. |

IThere are three countries where flashpacking works
particularly well.

First, there's Australia.

Thailand is very cheap, relatively speaking.

i Finally, Argentina is enjoying a boom from 
i, three types of traveller. , —

W Read the fu ll article now and check your ideas.
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Backpacker monthly review

Many students go backpacking in their gap year, that once-in-a- 

lifetime period between school and college, or college and work.

Have you considered going to a foreign country thousands of miles 

away, all on your own? Could you cope w ithout plane tickets, car-hire 

vouchers and booked accommodation?

Backpacking is a great way to 
travel, they say. As a backpacker, 
you're free to do w hat you want, 
within your shoestring budget, of 
course. You only need clothes, a 
passport and an independent 
spirit. You have no itinerary, 
except for some vague plans to 
do' Asia or 'go walking' in the 

Rockies. There's no tour operator 
to hold your hand.

Backpackers are proud that they 
rough it'. They are free and 

adventurous. But do they really 
nave fun, hitching on dusty roads, 
fleeping in uncomfortable lodging 
nouses, eating poor-quality food 
and w andering aimlessly through 
towns w ith no interest for the 
tourist? Perhaps they should wait 
until they can be a flashpacker.

Flashpacking is the latest 
development in personal tourism. 
As a flashpacker, you get the best 
of both worlds: the joy of 
real travel, but also luxury 
accommodation and transport 
'.•rhen vou w ant it.

rlashpackers are looking for 
adventure like backpackers, but 
mere is one im portant difference. 
They have money. They are 
u~uallv in their thirties and forties. 
Tr.ev may' be on extended holidays 
or career breaks. They probably 
-.•rent backpacking in their youth

and think they are doing it all over 
again. But unlike your average 
gap-year student, they will spend 
w hat it takes to get the experience 
they are after. That outback tour of 
Central Australia costs £5000? 
W here's the 4WD? Start the 
engine!

Travel companies are cashing in 
on this development. They are 
selling round-the-world tickets 
like hot cakes. Greg Halpin, a 39- 
year-old m arketing director, is a 
typical example: 'Flashpacking is a 
perfect w ord for w hat I've done. 
When I've changed jobs, I've used 
the break to go travelling. The last 
time, I w ent for six weeks, around 
Kenya and Tanzania. I pu t the trip 
together as I w ent along. I visited 
safari parks -  some upmarket, 
some not. Then I w ent to Zanzibar, 
where I checked into a very flash 
hotel. It's always interesting doing 
that when you've been on the 
road. You turn  up a bit grubby, 
w ith a dusty old backpack, and 
they look rather alarmed. They're 
very relieved an hour later, 
though, w hen you've cleaned up 
and w alk back across the lobby 
looking decent. That's one 
essential tip for travelling this 
way: always keep a set of smart 
clothes in a plastic bag inside 
your pack.'

There are three countries where 
flashpacking works particularly 
well. Each one can offer some of 
the most enjoyable aspects of 
budget travel -  adventure, cultural 
insights, earthy simplicity -  but 
with plenty of choice along the 
way.

First, there's Australia. It's no 
surprise that Oz is well set up  for 
budget travel, w ith a good 
network of cheap accommodation, 
silver beaches and the outback. 
Every Australian was a 
backpacker once. On the other 
hand, the Aussies have got a bit 
flash recently -  cultural events, 
fancy cooking, etc. It adds up to 
perfect flashpacker territory.

Thailand is very cheap, relatively 
speaking. The tem ptation is to be 
all flash and no pack. After all, 
w hen an upm arket Bangkok 
restaurant only charges £10 per 
head, why settle for anything less? 
But you should. If you use your 
money to spoil yourself all the 
time, you'll never touch the real 
character and excitement of 
Thailand. So stay in that £4 beach 
hut, eat that 50p street snack and 
only buy yourself luxury when 
you really need it.

Finally, Argentina is enjoying a 
boom from three types of traveller. 
Gap-year kids have added the 
Andes to their list; holiday 
travellers are arriving in well- 
organized groups to trek around 
the countryside and now 
flashpackers have discovered that 
the continent has exactly their mix 
of w ild adventures and home 
comforts. ■

page 23
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A Study the words in box a. They are all from the text in Lesson 2.

1 Give tw o common meanings o f each word.

2 Choose the meaning o f the word in the text.

3 Check w ith  your dictionary.

SJ Study the words in box b. They are all from the text in Lesson 2.

1 What is the base word in each case? What is the part 
o f speech o f the base word?

2 Does the prefix/suffix change the part o f speech?

fl,flash spirit rough break 
smart boom

independent adventurous 
uncomfortable development 

accommodation simplicity
isSi

3 How does the prefix/suffix change the meaning o f the base word?

Look back at the topic sentences from the text in Lesson 2 (Exercise F, page 16). Don't look at 
the text on page 17. What information comes after each topic sentence? Suggest content.
Example:

Advantages o f  backpacking, e.g., freedom, cheapness ...

D  W rite a summary o f the text on page 17. Paraphrase the topic sentences. 
Add extra information and examples.

See Sk№s bank

2 .4  Extending skills

A Can you remember the d ifferent types o f tourism from Lesson 2? List as many as you can remember 
and describe the ir meaning.

S§ You are going to  read about a special type of tourism tha t is very popular.

1 Give your defin ition o f ecotourism. Then check w ith  the first paragraph o f the text on the 
opposite page.

2 What conditions must Praia do Forte satisfy, according to  TIES, to be an eco-resort?

3 What is the best way to  record information about the resort while you are reading?

Study Alison Marshall's report.

1 H ighlight the topic sentences.

2 Read each topic sentence. What w ill you find in the rest o f the paragraph?

3 Which paragraphs w ill probably tell you if Praia do Forte is an eco-resort? Read those paragraphs 
and make notes.

O  Use the Internet to  research one o f the types o f tourism described in Lesson 2.

1 W rite three research questions.

2 Make notes.

3 W rite a series o f topic sentences which summarize your findings.

4 Report back to the other students. Read out each topic sentence then add extra details.

1 8
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: v tlPlgl 2  WHAT’S YOUR KIND OF TOURISM?

www.globalecotourism.com/environmental/

Ecotourism -  is it as green as it is painted?
More and more travellers realize that tourism has an effect 
on the environment. Ecotourism is a result of this growing 
awareness. According to the International Ecotourism 
Society (TIES), ecotourism is ‘responsible travel to natural 
areas that conserves the environment and improves the 
well-being of local people.’ Ecotourists or organizers should 
make sure the impact on the environment is as small as 
possible. They should provide positive experiences for both 
visitors and hosts, and create financial benefits and a feeling 
of empowerment for local people.

Brazil is an example of a country which is developing 
ecotourism. Praia do Forte claims to be Brazil’s first eco- 
resort. We sent our reporter, Alison Marshall, to check out its 
green credentials.

The environmental impact of 
travel is huge. Did you know that a return 
flight from London to Brazil releases 2,606 
kg of carbon dioxide per passenger into the 
atmosphere? That’s four times the annual 
carbon emissions of an average African. So 
just getting to the country damages the 
world environment. Then there’s the long 
drive from the airport to the resort through 
the rainforest in a taxi on its last wheels. I’m 
beginning to wonder if this kind of tourism 
can be ‘green’ at all.
I try to be ‘green’ in my everyday life. I 
recycle the Sunday papers, and all my light 
bulbs are those expensive ones that last for 
ages, but I also really enjoy driving around 
London, and can never quite remember to 
turn the tap off when I’m brushing my teeth. 
Was this trip part of the green me or the 
other one?
Praia do Forte calls itself Brazil’s first ‘eco- 
resort’. The four-star, 247-bedroom hotel 
was opened by a Swiss-Brazilian 
industrialist who bought up 30,000 hectares 

of subtropical rainforest to the 
north of Salvador. The resort’s 
motto is ‘use without abuse’. It 
says it can cater for tourists 
without damaging the 
environment.

The hotel certainly makes good use of the 
environment. There are forest hikes, river 
kayaking expeditions and moonlit walks to 
the silver beaches, where you can watch 
turtles lay their eggs. Biologists and guides 
accompany tourists on all these trips. They 
really try to show people the natural beauty 
of the area. They use local people as guides, 
and educate and train the local community. 
There are some features I do not like as 
much. For example, they have built a village 
for employees next door to the resort. They 
use the village as a toy town which the hotel 
maps refer to as ‘the fishermen’s village’. It 
has been nicely done, and it is a lively and 
pleasant place. No doubt it brings financial 
benefits to the local economy but the little 
sandy strip is for the holidaymaker. There 
are no fishermen in sight.
However, perhaps it is unfair to criticize 
Praia do Forte for the things it could do 
better. It is a really lovely resort, and they 
are serious about the environment. Praia do 
Forte is not really green, in other words, but 
it is greener than many other resorts. If you 
are going to build something right in the 
middle of a natural paradise, then it is much 
better to build it like this. It is, after all, better 
to recycle the Sunday papers than to do 
nothing at all about the environment.

Q

http://www.globalecotourism.com/environmental/


V o c a b u la ry  b a n

I
Using your English-English dictionary
This kind o f dictionary helps you actually learn English.

I
Using headwords and parts o f speech

1 Find the correct headword.
These bold words in a dictionary are in alphabetical order. Look at the 
words on the top le ft and top right o f the double page. Find a word 
which comes just before and after your word.

2 Find the correct meaning.
If there are d ifferent meanings o f the word, they appear in a numbered 
list. Look at all the meanings before you choose the correct one in 
context.

3 Find the correct part of speech.
Sometimes the same headword appears more than once, followed by a 
small number. This means the word has more than one part o f speech, 
e.g., n and v. Work out the part o f speech before you look up a word. 
Clues:
•  Nouns come after articles (a/an/the) or adjectives.
•  Verbs come after nouns or pronouns.

Learning to  pronounce w ords

The symbols after the headword show you how to  pronounce the word. 
Learn these symbols (the key is usually at the fro n t or the back o f the 
dictionary).

The little  line in the symbols shows you how to  stress the word.
Example:
tourist /'tuarist/

Learning to  use w ords correctly in context

Nouns can be countable or uncountable. This information is im portant fo r 
using articles and verb forms (e.g., is/are) correctly. Look fo r the symbol [C] 
or [U],
Some verbs need an object. They are transitive. Some verbs don 't need an 
object. They are intransitive. This information is im portant fo r making 
good sentences. Look fo r the symbol [T] or [I],
Some words can be spelt in British English (e.g., colour, traveller) or 
American English (e.g., color, traveler). Choose the correct spelling fo r the 
text you are working on.



2 WHAT’S YOUR KINS OF TOURISM?

Skills bank jjsay.v. ■■ > .... ssaau. w-:v.— .

Doing reading research

Before you start reading ...

•  Think o f research questions. In other words, ask yourself: 1/1/hat must I 
find  out from my research?

•  Look at headings, sub-headings, illustrations. Look fo r patterns or 
variations in presentation, e.g., a series o f dates; words in bold or italic 
script. Think: What inform ation do they give me?

•  Decide how to  record information from your reading. Choose one or 
more methods o f note-taking. See Unit 1 Skills bank

While you are reading ...

•  Highlight the topic sentences.

•  Think: Which paragraph(s) w ill probably give me the answer to my 
research questions?

•  Read these paragraph(s) first.

•  Make notes.

After reading ...

•  Think: Did the text answer a ll my research questions?

Using topic sentences to  summarize
The topic sentences o f a text normally make a good basis fo r a summary.
Follow this procudure:

•  Locate the topic sentences.

•  Paraphrase them -  in other words, rewrite them in your own words so 
tha t the meaning is the same. Do not simply copy them. (This is a form 
o f plagiarism.)

•  Add supporting information -  once again, in your own words.

Example:
Paraphrase of topic sentence Tourists are becoming aware o f what 

the ir travel does to the environment.

Supporting information and 
examples (summarized)

There is a growing number o f green 
resorts.

Check your summary. Check tha t the ideas flow  logically. Check 
spelling and grammar. If your summary is short, it may be just one 
paragraph. Divide a longer summary into paragraphs.
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3,1 Vocabulary vords

A Study the tw o  sentences on the right.

1 What is the key difference in the meaning of 
hospitality  in the tw o  sentences?

2 What is the relationship between the tw o 
meanings?

My parents were famous fo r the ir hospitality. 
People loved coming to stay fo r the weekend.

He works fo r a hospitality company. They get 
tickets fo r all the top theatre shows and 

sporting events in London.

A rsstsursrrt purchases -food) 
wk&h if . . .  / . . .  <snd . . , to 
customers who . . .

The prices reflect the 
investment in . .

Study Figure 1 on the opposite page.

1 What process is shown here?

2 Copy and complete the notes on the right w ith words from 
the diagram.

3 'v? Listen and check your ideas.

4 Where is the main stress in each multi-syllable word in Figure 1?

Use a word from Figure 1 or the texts above to  complete each 
of these sentences. Change the form if necessary.

1 T h e .......... ........... ....  in the restaurant's kitchen is very modern,
which makes food preparation easy.

2 One cannot run any business w ithou t the r ig h t___________ _ .

3 Countries hosting spo rting ........................  like the World Cup need to  make sure
they have enough hotel accommodation.

4 Good _ __________  is essential in the hospitality industry.

5 Before you open a new restaurant, you m ust_____________ your market carefully.

6 A restaurant needs t o _____________ good food and give value fo r money.

Study the words in the blue box.

1 What is the relationship between all the words?

2 Can you see four logical groups?

3 Check your ideas w ith  Figure 2 on the opposite page.

4 Where is the main stress in each multi-syllable word?

Match the words to make phrases related to  hospitality.

aeroplane airport bar 
casino cinema hospital 
office prison restaurant 
school theme park train

1 hospitality associationr-TSSS*£M=££2s2---—
2 real behaviour
3 kitchen systems
4 food equipment
5 information estate
6 consumer \ industry
7 quantitative methods
8 industry science

2 2



1 organize 2 prepare

. n.
real estate

■v.
staff

7 research 3 cook

equipment service
6 charge 4 serve

5 consume
Figure 1: Hospitality in the restaurant trade

Freestanding
businesses

hotels

holiday centres 

cruise ships 

time-share 
bars

restaurants

Leisure 
venues

casinos

night clubs

cinemas

theatres

sports stadia

theme parks

health clubs

attractions

Travel
venues

airports

train stations

bus stations

ferry terminals

aeroplanes
trains

ferries

Subsidized
hospitality
workplaces

hospitals

education

military

prisons

retailers

Figure 2: Hospitality outlets



3.2 Listening predicting lecture con tent • making notes • asking fo r  in fo rm ation

Study the slide on the right and the handout from a 
lecture at the bottom o f this page.

1 What do you expect to  hear in this lecture?
Make a list.

2 Write down some key words you expect to  hear.

3 Check the pronunciation o f the key words w ith 
other students or w ith a dictionary.

4 How are you going to prepare fo r this lecture?

Listen to  Part 1 o f the lecture.

1 What exactly is the lecturer going to  talk about?
Look at the list o f topics on the right. Tick the 
topic(s) you heard.

2 Why is the lecturer talking about hospitality research?

3 What is a good way to  organize notes fo r this lecture?

W  Listen to  Part 2 of the lecture.

1 What is the main purpose o f this section?

2 What tw o  kinds o f hospitality does the lecturer identify?

Listen to  Part 3 of the lecture.

1 What is the meaning o f the word approach in 
hospitality research?

2 What is the environment which the lecturer mentions?

3 What examples does the lecturer give to  help you 
understand the follow ing aspects o f the management 
approach?

« the external environment 

® human resources

•  the technical infrastructure 

© management information systems

4  What do you expect to  hear in the next part of 
the lecture?

b ! Listen to  Part 4 of the lecture.

1 What purposes do Taylor and Edgar see for 
hospitality research?

2 What makes research

•  positivist or scientific?

•  normative?

Study the Skills bank. Use phrases to  check your 
understanding o f information in this lecture.
Complete the table in the handout on the right.

Hospitality research

history, practitioners, theories and issues

f t - !

Topics

computer systems 

hospitality

legislation ___

personnel _.. ....

research histoiiry

research methods 

research theories

researchers ........

the restaurant industi 

tourism ___ _

tp*

Z ^ H A D F O R D  University

Faculty: Tourism and  Hospitality

Hospitality research

1990s Littlejohn scientific approach

_ - approach

Late 90s Taylor & discovery

management

Lash ley 

&

Morrison

social domain

domain

domain



3.3 Extending skills stress w ith in  words • using in fo rm a tion  sources • reporting  find ings

. : Listen to  some stressed syllables. Identify the word below in each case. Number each word. 

Example:
You hear: 1 da /de i/ You write:
accommodate .... consume -----  industry

accommodation L entertainment _  _ investment -----

association equipment purchase

casino facilities subsidized

Where is the main stress in each multi-syllable word in Exercise A?

1 Mark the main stress.

2 Practise saying each word.

Work in pairs or groups. Define one of the words in Exercise A. The other student(s) must find and say 
the correct word.

Pronounce these words related to  doing research.

1 Mark the stress on each word.

2 W rite an example sentence w ith  each word.

academic approach argue behaviour consider contribute define journal 
normative performance practitioner qualitative quantitative reflect review

Before you attend a lecture you should do some research.

1 How could you research the lecture topics on the right?

2 What information should you record?

3 How could you record the information?

You are going to  do some research on a particular 
lecture topic. You must find:

1 a dictionary definition

2 an encyclopedia explanation

3 a useful Internet site

V > /h A D F O R D  University

Faculty: Tourism and Hospitality

1 Hospitality and tourism

2 Systems theory in hospitality research

3 Hospitality education
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3.4 Extending skills

A  You are going to  listen to  a continuation o f the lecture in Lesson 2.

1 Make a list o f points from that lecture.

2 What is the lecturer going to  ta lk about now?

3 0  Listen to  Part 4 o f the lecture again and check your ideas.

Look at the handout on the opposite page.

1 What do you th ink are the key ideas o f the hospitality science and hospitality management 
approaches? The illustrations on the handout may help you.

2 Q 1 Listen to  Part 5 o f the lecture and check your ideas.

3 What is a good way to  make notes? Prepare a page in your notebook.

Q  Listen to  Part 6 o f the lecture. Make notes. Ask other students fo r information.

Q  Listen to  Part 7 of the lecture. What is the main difference between the hospitality systems theory 
and the other approaches?

Listen to  Parts 5-7 o f the lecture again and say whether these sentences are true (T) or false (F). 
The approaches the lecturer discusses do not overlap......

Researchers follow ing the hospitality science approach publish a lot in tourism journals. ___

The hospitality management school is mainly interested in fac ts .____

The hospitality studies school is based mainly in Am erica.____

Lashley and Morrison are representatives o f the school tha t focuses on experiences and 
relationships.____

The systems theory approach doesn't look at one specific aspect o f hosp ita lity.____

Neil Leiper is a representative o f the hospitality management school.....

Imagine you had to  report this lecture to  a student who was absent.

1 Study the transcript on pages 115-117. Find and underline or highlight key sections o f the lecture.
2 Find and underline key sentences from the lecture.

3 Make sure you can say the sentences w ith  good pronunciation.
4 Compare your ideas in groups.

Describe a possible research project fo r each o f these theories in the hospitality industry. What could 
researchers decide to  research?

® hospitality science
•  hospitality management 

® hospitality studies

•  hospitality experiences

•  hospitality systems

E

1

2

3

4

5

6 

7
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3 HOSPITALITY RESEARCH

HADFORD University
Faculty: Tourism and Hospitality

Hospitality research
These notes go with the hospitality research lecture.
The images might give you a hint as to the kind of research in this area.

Hospitality science

The first approach focuses on what people eat and 
do when they are enjoying hospitality.

Electrical hazards

t Food and beverage
t Food and safety resources

> Hospitality health and safety

» Kitchen safety

Hospitality management

The second approach looks at collecting data 
about consumer behaviour and preferences to 
improve services. This approach often has a
marketing dimension.

A B X  M a r k e t i n g  S o l u t i o n s

The Stella Group wanted their cruise ships 
photographed for their website and promotional 
materials.
Click herp for more information.

Never underestimate your looks ... Both you and your packaç*. hospläalily

product always need io look the best they can. marketing. All these work together to get your message

- - - _ j ~ :L:.èiI !:I ways your customers csn't ignore.
word. Images mnko customers reineinbar y c l and A BX  has teesn around for years. Our portfolio is so

motivate them to do business with you tnnt wo con ifîr^ ic  any indiiotry — tf/o arc sblü io
Aarkcti understand your business!

Hospitality studies

The third approach deals with
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Stress w ith in  words
Nouns, verbs, adjectives and adverbs are called content words because 
they carry the meaning.

One-syllable words
Some content words have one syllable or sound. This is always stressed. 

Examples: 'host, 'chef, 'staff

Two-syllable words

Some content words have two syllables. Two-syllable nouns and adjectives 
are often stressed on the first syllable. Two-syllable verbs are often stressed 
on the second syllable.

Examples: Exceptions:
Nouns 'outlet, 'venue

Adjectives 'dirty, 'tranquil

Verbs pre 'pare, con 'sume

Nouns d e 'bate, do'main, de'sign

Adjectives u 'nique, se'rene

Verbs 'travel, 'purchase

M ulti-syllable words
Some content words have three or more syllables. Multi-syllable words are 
often stressed three syllables from the end.

Example:
Ooo 0O00 00O00
This is true fo r most words ending in:

~ise/ ~ize 'advertise, 'organize

~sis a 'nalysis, hy'pothesis

~ate a'ccommodate

~ify 'classify, 'specify

~ical techno'logical

~able hos'pitable

~ular par'ticular, 'regular

~ive 'normative

Exceptions:
Multi-syllable words ending in the fo llow ing letters are normally stressed 
tw o syllables from the end.

~ance perform ance

~ic aca'demie

~tion a ttrac tion

~sion dis'cussion

~ent e'quipment

-a t ex'ternal



Getting inform ation from  other people 

From the lecturer
We can sometimes ask a lecturer questions at the end o f a lecture. 
Introduce each question in a polite or tentative way.

Examples:
Could you go over the b it about systems theory again?
/ d idn 't quite understand w hat you said about the hospitality industry.
I wonder i f  you could repeat the name o f the researchers who reviewed 
the debate?
Would you m ind giving the source o f tha t quotation again?

From other students
It is a good idea to  ask other students after a lecture fo r information to 
complete your notes.

Examples:
What d id  the lecturer say about management inform ation systems?
Why d id  he te ll tha t story about the restaurant?
I d idn 't get the b it about the technical infrastructure.

Be polite!
It sometimes sounds impolite to  ask people a direct question. We often add 
a polite introduction.

Examples:
Has food science anything to do w ith  hospitality?

4  Do you know  i f  food science has anything to do w ith hospitality?

What does 'norm ative' mean?
Can you remember w hat 'normative' means?

Reporting inform ation to other people
We often have to  report research findings to  a tu to r or other students in a 
seminar. Make sure you can give:
•  sources -  books, articles, writers, publication dates
•  quotes -  in the writer's own words
•  summary findings -  in your own words



Study the words in box a.
1 Which words or phrases relate to  computers 

and the Internet? Which relate to books and 
libraries? Find tw o groups of words.

2 Find pairs o f words and phrases w ith  similar 
meanings, one from each group.

3 Check your ideas w ith the Research words box 
on the opposite page.

books browse/search catalogue 
close cross-reference database 
electronic resources exit/log o ff 

hyperlink index library log in/log on 
look up menu open page 

search engine results table o f contents 
web page World Wide Web

Complete the instructions fo r using the Learning 
Resource Centre w ith  words or phrases from box a.

Study the abbreviations in box b and box c.

1 What do the abbreviations in box b refer to?

2 What do the abbreviations in box c refer to?

3 What does each abbreviation mean?

4  Read Career update and Tourism abbreviations 
on the opposite page. Check your ideas.

5 How do you say each o f the abbreviations?

Study the acronyms in box d.

1 What do all these acronyms refer to?

2 What does each acronym mean?

3 Check the meanings on the Internet.
4  How do you say each o f the acronyms?

See V o c a b u la ry  b a n k

Study the nouns in box e.

1 Make a verb from each noun.

2 Make another noun from the verb.

A D F O R D  University

Learning Resource Centre

Instructions for use:
You need to find out about careers in 
tourism, hospitality and leisure. If you 
want to access web pages on the
.......... .............. , you must first
________________ to the university

Intranet with your username and 
password. You can use any
________________ but the default is
Google.________________ for web
pages by typing one or more keywords in 
the search box and clicking on Search, or 
pressing Enter. When the results appear,
click on a _ ..........  -.... ... .....
(highlighted in blue) to go to the web 
page. Click on Back to return to the 
results listing. You can also use the
university________________ of learning
resources. Click on Careers in Tourism
on the m ain ________________ .

- -  P N i k i — i ni i pi n i i i i n i i i i i i i  „I Tf i im . . . . . . . . .  i i ui n i i i i i rn

CEO CFO COO DOO GM
HRD MD

AIT APD ARR B&B BABA F&B
FIT IT QA T&T TIC TIP VAT J

ACE ANTOR BATO ETOUR
NAITA VISTA j

class computer d ig it 
identity machine



Career update Research words
Who's who in the T&T business, 
and could this be you?

Jennifer Saunders has taken on 
the role of general manager sales 
at Amco hotels. She will oversee 
sales activities in Thailand. She 
was recently director of sales at 
Brink's Inc.

Lauren Ko has moved into the 
position of chief executive officer of 
China Trade International. Ko has 
been involved in the operational side 
for many years.

Leon Gonzales has been appointed 
regional HR director for the Brazil 
Eco Resorts chain. He has been 
transferred from the position of 
marketing manager.

Are you doing research on the web? Many web 
research words have common equivalents.

Research word 
or phrase

electronic resources

hyperlink

database

World W ide Web

menu

browse/search

web page

log in/ log on

exit/log off

Common word or phrase 
for printed information

books

search engine results index

cross-reference

catalogue_

library

table of contents

look up

page

open

close

| Imran Hussain has been promoted to
1 managing director of Skydiving Inc., 
! an international group of leisure Tourism abbreviations
; events companies. AIT air inc lus ive  tour

John Summers has been named chief

A P D air p a s senge r  duty
A ft ft average  room rate

operations officer at the British
Tourist Authority in the UK. Summers B&B bed  and breakfast
was working as director of operations 

| for the Coca-Cola Company. BA BA b o o k - a - b e d - a h e a d

Sarah Brinkman joins the rooms 
division of the Ritz-Carlton as chief 
financial officer. She was previously

F ^ ß
<F ) IT

food  and beverage  

( f u l l y )  i nc lus ive  tour

QA qual i ty assurance  

tour i sm and travel
director of housekeeping at the Ritz 

¡ in Los Angeles. Ш

Claudio Ruegger has moved to the TIC/P tour i s t  in fo rmat ion  centre/po int
| new role of reservations manager at 

the Grand Hyatt Muscat. Prior to this 
position he was events supervisor for

VAT va lue  added  tax

the SKYCITY in Auckland.



r
4 .2  Reading preparation for reading research ° topic developm ent

« ....

Ht Discuss these questions.

1 W hat careers do you associate w ith the 
tourism, hospitality and leisure industry?

2 There are more jobs in this industry now 
than twenty years ago. What development 
in society has caused this?

3 How can you succeed in this industry?

B  Look at the title  o f the text on the 
opposite page.

1 What exactly does it mean?

2 What would you like to  know about this 
topic? Make a list o f questions.

C One student wrote down ideas about careers 
before reading the text on the 
opposite page.

1 W rite A (I agree), D  (I disagree) or ? (I'm 
not sure) next to  the ideas on the right.

2 Add any other ideas you have.

¡5 Read all the topic sentences.

1 What is the structure of this text? Choose 
Structure A or B (below right).

2 What do you expect to  find in each 
paragraph?

1C Read the text and check your predictions.

F  Discuss these questions.

1 People perceive the industry in a certain 
way. What is the effect of tha t perception?

2 What characteristics does employment in 
this industry generally have?

3 Which ways into a career are described in 
the article?

Topics sometimes develop inside a paragraph.

1 Does the topic develop in each paragraph 
o f the text? If so, underline the word or 
words which introduce the change.

2 What is the effect o f the word or words on 
the development o f the topic?

?ео^1в' s vie^o o-f tWe tourism industry 
is usually incorrect,

TWere is a uiide ran<^e o f  possible 
ca reers  in tou ris^ .

hospitality is sor^ettain^ tV\at Was only 
limited e f f e c t s  on oar lives.

T t 's  Ward to  use touris^ sKills in 
otWer areas o f  society. ......

T V ere  are about \ 1 S )0 0 0  tourism 
businesses utorlduVvde.

TVe Key sKvW in touris^  is dealing i îtW 
•people. ......

TVe touriSrvx industry rv^aKes 
demands on flexibility o f  its s ta ff.

TVe best u)ay to  ^et into touris^  is 
tV\roû V% a traineesWip.

Qualifications are valuable but 
personality is more important.

Structure A

"~?ага C on ten te

"Peop le  s p e rc e p t io n s  o f  
tWe in d u s try

T V e  natu re o f  employm ent 
in tV%e industry

4-

uiWat Kind o f  p eo p le  a re

' ' 3
tK e

su ited  t o  tV\e industry

Uotû t o  <^et 
industri

\<лс 

a ^ob in

Structure B

Para

/  ZI~©ьд’ \f\ \V\& -Veuri-s^, iei-sure

<D\\\er s£C.\ers

3 î>es-irab\e ~?e<rs&i\a\rV̂  -Vrai-V̂ - -Ve 
uisrvi irt -VVie

4  -Ve <^\ja\i-f^ -V© ui®r\c. îa -VUe 

mdu5--Vr^
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” t  ■  ®  “  | A I \ »  opportunities for em ploym ent in the TTH sector
Careering «V” - — ................ .............

World T&T economy 
employment was estimated 
at 234,305,000 jobs in 
2006 ,8 .7%  of total 
employment, or 1 in every 
11.5 jobs. By 2016, this 
should total 279,347,000  
jobs, 9% of total employment 
or one in every 11.1 jobs. 
(WTTC, 2006)

World T&T generated 
U S $6,477.2  bn of economic 
activity in 2 0 06 . This is 
expected to grow to 
U S $12,118 .6  bn by 2016 . 
(WTTC, 2 0 0 6 )

Most people, when they consider a career in tourism, hospitality or leisure, think of 
waiters and chefs, fitness instructors and travel agents. Obviously, these people don’t 
really know the tourism industry very well. They see an industry that offers part-time, 
low-paid jobs in hotels or restaurants, jobs that people do until they find a ‘real’ career. 
Needless to say, that type of career is part of tourism, but there is so much more.
Interior designers, marketing agents, event planners, museum curators and hiking 
guides are all part of the industry, too. In the same way, hospitality is not just about 
hotels. It affects us every day. We grab a sandwich for lunch, stop off for a coffee or 
drinks with friends, stay at a hotel, go to the cinema or theatre, eat in a canteen at work, 
catch a train, get fuel at a motorway service station. All this falls within the scope of 
hospitality.

Tourism-related employment is different from many other employment sectors. For one 
thing, tourism is a highly mobile industry. Also, the skills learnt in most tourism 
occupations are easily transferable to other sectors in the industry. What you learn in, 
say, accommodation, you can apply to transportation, F&B services, event and 
conference planning, attractions, tourism services, outdoor adventure and recreation. 
Fortunately, these skills transfer to just about anywhere in the world, which makes it 
one of the most flexible industries. If you are really dedicated, the industry also enables 
you to rise quickly on the career ladder. Moreover, there are a large number of people 
who take advantage of the flexibility offered by the tourism industry to work on a part- 
time basis. Finally, statistics do not always show the benefits offered to many tourism 
employees, such as clothing and footwear allowances, dry cleaning services, free 
meals, and staff discounts (such as cheap flights).

This makes working in the TTH sector sound appealing, but it may not be suitable for 
everybody. Certainly, it’s an industry that is constantly expanding and opening up 
opportunities for interesting careers. It sounds great, doesn’t it? Travel, see the world, 
meet people: but that’s not really what the industry is about. Like any job or career, it’s 
what you make it, and of course the variety of this sector is enormous: 125,000 tourism 
businesses exist in the UK alone and 1.75 million people are employed in these 
businesses. So what sort of person do you need to be to work in hospitality, leisure and 
tourism? It’s not an open door. You need to like people, and to enjoy the challenge of 
working in an environment focused on the customer. This means putting up with 
customers’ dissatisfaction. You need to be flexible, adaptable, to enjoy problem­
solving, and to be able to think on your feet. It goes without saying that you need to be 
able to work as part of a team.

Not surprisingly, in such a varied world, there are many ways of entering the industry. 
So, what’s the best way, and what qualifications do you need? You can simply get a job 
and benefit from company training and development, possibly alongside a part-time 
course. Many hotels and restaurants also offer apprentice or traineeship schemes, which 
combine training in the workplace with time to study. Alternatively, you can enrol in a 
full-time college or university course. Qualifications alone, however, are no guarantee 
of a job. Much depends on your personality, attitude, communication skills and 
common sense. The variety of responsibilities, the chance to work with people from 
around the world, the potential for quick growth, training opportunities and benefits: 
these are just some of the many reasons that attract hundreds of thousands of tourism 
employees across the world and keep them interested in this dynamic industry.



4.3 Extending skills u sing  the  In te rne t effective ly

A Discuss these questions.

1 You want to  find out about careers in tourism, 
hospitality and leisure. Where would you look fo r 
the information? Why?

2 W hat keywords would you use to  make this 
search? Why?

" Your search produces 50 results. How can you select 
the most useful ones w ithou t reading all o f them?
Look at the list of criteria on the right and put a tick or '?'.

C  You have some more research tasks (below). Choose up 
to  four keywords or phrases fo r each search.

1 Which country employs most people in the tourism 
industry?

2 How many people are employed in the UK 
hospitality industry?

3 W hat human resource careers are there in the 
tourism sector?

D  Go to  a computer and try out your chosen keywords.

Criteria -for choosing to  read a result

X t  contains oil o f  tyy keyioords. ------

The document coweS -from a journal. ------

X t  is in the -firs t ten re5ult5. ------

X t  has th is /e a r 's  dote. ------

X t  is a large do current. ------

The Loebsite address ends in .org ____

"The Loebsite address ends in .edu ____

The Loebsite address contains .ac

X t  is a PDf file. ------

X t  refers to  tourism. —

X t  re-fens to  a person X  knoio (of). ____

X t  refers to  an organization X  knoio (of).

4 .4  Extending skills analysing In te rne t search results • reporting  research find ings

A W hat information is contained in the results listing of a search engine?

1 Make a list.
2 Check w ith  the results listings on the opposite page.

B  Scan the results listings. Answer these questions.

1 W hat keywords were entered?

2 Why was jou rna l used as a keyword?

Answer these questions.

1 Which results contain abbreviations or acronyms?

2 Where is each website address?
3 Where is the size o f each document?

4 Are there any PDF documents?

5 Do any results give dates?

6 Why are the words in d ifferent colours?

7 Which result has all the keywords?

8 Which results refer to  journals?

9 Which results come from educational sites?

10 Which results come from commercial sites?

11 What does similar pages mean?

12 What does cached mean?

D Continue your research on careers in the tourism, hospitality and leisure industry now by entering the
keywords into a search engine and accessing three of the results. Compare your findings with other students.

Choose the most interesting result. Write a paragraph about the information you discovered. 
Develop the topic w ith in  the paragraph w ith  discourse markers and stance markers.



Web Images Groups News Frooole Maos more »
' Search ' Advanced Seafeti
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Web Results 1 -1 0  of about 316,000 for...(0.42 seconds)

Altis: The Guide to Internet Resources in Hospitality. Leisure ...
Hospitality, Leisure, Sport and Tourism  Adding Value and Employability is a jo in t... and separate 
sections for em ployers and recruiters, containing FAQs, ...
altis.ac.uk/browse/127/278.pagel .html - 22k - Cached - Similar pages

Altis: The Guide to Internet Resources in Hospitality. Leisure ...
... and the Journa l of Hospitality, Leisure, Sport and Tourism  Education (JoHLSTE) which is ... 
Horwath Asia Pacific : Hotel, Tourism  and Leisure Consulting ...
altis.ac.uk/browse/cabi/ 1a009b81dfa8f2edcd0e78a442abb799.page7.html - 24k - Cached - Similar pages 

Portal de Biblioteca :: Universidad del Este
Journal of H osp ita lity  and Leisure Marketing Journal of H osp ita lity  & Tourism Research ... 
Em ploym ent Review Em ploym ent Recruitm ent and Retention ...
www.suagm.edu/SUAGM/une/portal_biblioteca/ biblio_revistas_impresas.htm - 51k - Cached - Similar 
pages

Retail Sales and H osp ita lity  Jobs Xpress Recruitm ent
Professional Hospitality, Leisure & Tourism Body Scottish branch ... The Recruitm ent and
Em ploym ent Confederation (REC) is the UK association th a t... 
www.xpressrecruitment.com/links.asp - 50k - Cached - Similar pages

hosp ita lity  I HOSPITALITY HOSPITALITY NEWSHospitalitv News ...
Hist Itsn JoHLSTE Online The Journal of H ospita lity Leisure Sport & Tourism  Education JoHLSTE 
Go to H osp ita lity  Leisure Sport and Tourism Network Homepage ...

.vw.free-business-webdirectory.com/ business/hospitality/ - 8 1 k -  Cached - Similar pages

-cb Search Resources - Cornell Hotel School
Hospitality Jobs Online - Provides internet recruiting services to ... H osp ita lity  Online Jobs - 
Hospitality, tourism , and travel industry em ploym ent and ...
,v,vw.hotelschool.cornell.edu/links/hslinks.html?scid=27&name=General+Hospitality+and+Business 
-Resource... - 18k - Cached - Similar paces

-o sp ita lity . Leisure. Sport and Tourism  Network
ts recru itm ent of students to part time work for its clients, em ployers in ... The HLSTN is indebted

tDthe ...
■,v,v.hlst.heacademy.ac.uk/HAVE/reportjune03.html - 29k - Cached - Similar pages 

-o sp ita lity . Leisure. Sport and Tourism  Network
E.ents • Journa l of Hospitality, Leisure, Sport, and Tourism  Education ■ What's ... Em ployers in the
*ev, Graduate Labour Market: recru iting  from a w id e r...

■v,.hlst.heacademy.ac.uk/resources/employability.html - 60k - Cached - Similar pages

• ‘ : 's  results from www.hlst.heacademv.ac.uk ]

V - Careers guidance for the le isure industry 
. ournal of Hospitality, Leisure, Sport and Tourism  Education (JoHLSTE)... staff development and 
e :f itm e n t organisation for local government employees ...

*  am.co.uk/pd-careers.asp - 46k - Cached - Similar pages

- :  soitality/Hotel. Restaurant Administration
- _~an  Resources: Human Resource Management, Recruiting and Training, ... Self- 
r-doym ent/Freelance Newspapers, magazines, and trade journa ls  Tour operators ...
■ .asu.edu/studentaffairs/career/ Students/ChoosingAMajor/html/hotelrest.htm -1 4k - Cached - Similar pages

http://www.suagm.edu/SUAGM/une/portal_biblioteca/
http://www.xpressrecruitment.com/links.asp
http://www.hlst.heacademv.ac.uk


Understanding abbreviations and acronyms
An abbreviation is a shorter version o f something. For example, PC /p i:s i:/ is 
an abbreviation fo r personal computer.

An acronym is similar to an abbreviation, but it is pronounced as a word.
For example, ALVA /'aelva/ is the Association o f  Leading Visitor Attractions.

We normally w rite  an abbreviation or acronym w ith  capital letters, 
although the fu ll words have lower case letters.

We pronounce the vowel letters We normally pronounce the vowel 
in abbreviations in this way: letters in acronyms in this way:

A le i/
E IhJ

1 /ai/
0 /au/
U /ju :/

A / æ /

E /e/
1 N
0 h i
U / A /

Common suffixes
1

Suffixes for verbs

There are some common verb suffixes. 
Examples:

~ize computerize

~ify identify

-a te accommodate

When you learn a new noun or adjective, find out how you can make it 
into a verb.

Suffixes for nouns

There are many suffixes fo r nouns. But verbs ending in ~ize, ~ify 
and ~ate form nouns w ith  ~ation .

Examples:

Verb Noun
~ize ~ization computerization

~ify -if¡cation identification
~ate ~ation accommodation



Developing ideas in a paragraph

Introducing the topic

In a text, a new paragraph signals the start of a new topic. The topic is 
given in the topic sentence, which is at or near the beginning o f the 
paragraph. The topic sentence gives the topic, and also makes a comment 
about the topic.

Example:
Tourism-related employment is d iffe rent from many other employment 
sectors.

Here tourism-related employment is the topic. The comment is tha t it is 
d ifferent from many other employment sectors.

The sentences tha t fo llow  then expand or explain the topic sentence.

Example:
For one thing, tourism is a highly mobile industry.

Developing the topic

A paragraph is normally about the same basic topic (the 'unity principle'). 
However, often the ideas develop beyond the comment in the topic 
sentence.

Example:
Moreover, ... a large number o f people ... work on a part-time basis.

This sentence introduces a development extending employment in the 
tourism industry from full-tim e to  part-time. Topic developments may be 
contrasts, comments, additional information, etc.

Development is often shown by:
•  a discourse marker: but, however, etc.
•  a stance marker: unfortunately, sadly, needless to say, etc.

Discourse markers generally make a connection between the previous 
information and what comes next. They mainly introduce contrasts or 
additional information.

Stance markers show the attitude of the w rite r to  the information, i.e., 
whether he/she is surprised, pleased, unhappy, etc. about the information.

Recording and reporting findings
When you do research, record information about the source. Refer to  the 
source when you report your findings.

Examples:
As Drucker suggests in his 2001 article in The Economist, ...
According to Kotler, Bowen and Makens in the ir book Marketing fo r 
Hospitality and Tourism (2006), ...
Morrison (2002) states th a t ...
As the w rite r o f the article on The Guardian Unlim ited (March 4, 2008) 
says, ...
You should give the fu ll information about the source in your reference list 
or bibliography. For more information about this, see Unit 10 Skills bank.



5.1 Vocabulary word sets: synonyms, antonyms, etc. • describing trends

A  Look at the photographs on the opposite page.

1 Name the types o f resort you see. What do they 
specialize in? What sort o f people visit each type?

2 In what way are resorts d ifferent from, fo r instance, 
hotels?

B  Study the words in box a.

1 Make pairs w ith  similar meanings.

2 What part of speech is each word?

Study the Hadford University handout on this page.

1 Find a word in box a fo r each blue word.
Change the form if necessary.

2 Find another word in the handout fo r each red word.

B  Study the words in box b.

1 Find pairs of opposites.

2 Add more words to  make a set.

3 Give a name to  each word set.

careful conventional elderly female impulsive 
low-income male manual married professional 

single trendy wealthy young

; Work w ith  a partner.

1 Choose a resort on the opposite page. Describe its 
target market. Use words from box b and others.

2 Your partner should guess which resort you are talking 
about.

Study Figure 1 on the opposite page.

1 What does the graph show?

2 What happened to  the market shares?

3 Which company outperformed the others? Why?

4 Which company lost the biggest market share? Why?

Study the description o f Figure 2 on this page. Write 
one or tw o words in each space.

3 8

■y --^ H  A DF O R D University

Faculty: Tourism and Hospitality

Lecture: Introduction to tourism m arketing  

M arketing of tourism is not ...

•  ... the same as advertising. This is only 

a small part o f marketing.

e  ... just about selling. There are many 

other related activities w hich are 

involved.

So w hat is it?

There are fou r main aspects, known as the 

'marketing mix' -  also called the 

'Four Ps' -  to w hich com panies must pay 

attention.

1 The Product -  must meet the needs of 

the consumers.

2 Promotion -  there are several methods 

o f promoting a product, including 

advertising, special offers, m ailing and 

sponsorship.

3 The Price -  this depends on the 

financia l objectives as w e ll as the kind 

o f consumer you aim  at.

4  The Place -  w here d o  people buy the 

products? This concerns both means of 

distribution and type o f retail outlet.

Figure 2 shows changes........ .... sales

.............resort ho lidays____ __ the year

2006/7. There was a ..............of 15% ____

sales of eco-resorts while sales ...... ..... lake

resort holidays went dow n .............10%. Ski

holidays showed a 17% ...... _  in

sales, and beach resort sales also

_____________ _ However, health resort sales

........... ...... ........ a 1 0 % _______________
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A  You are going to  hear a lecture about key concepts in 
tourism marketing.

1 Look at the lecture slides. What w ill the lecturer 
ta lk about? Make a list o f points.

2 Put your points in a logical order.

B  Q  Listen to  Part 1 o f the lecture. How w ill the 
lecture be organized? Number these topics.

•  market research ___

• defin ition o f marketing ___

« types o f market ___

•  importance o f marketing ___

•  basic characteristics o f markets ___

C Study the topics in Exercise B.

1 Make a list o f words associated w ith  each topic.

2 Use the words to  describe Slides 1-4.

3 What is a good way to  make notes?

4  Make an outline fo r your notes.

O ' Listen to  Part 2 o f the lecture.

1 Add information to  your outline notes.

2 Which o f the topics in Exercise B are discussed?
In what order?

3 What are theme park resorts an example of?

4  What has Disney done when it comes to 
accommodation in their resorts?

©  Listen to  Part 3 o f the lecture. Make notes.

1 Which topics in Exercise B are mentioned?

2 Which topic has not been mentioned?

3 Give two ways in which we can measure market size.

4  What is the lecturer talking about when she 
loses her place?

5 Describe tw o  types o f market.

Match synonyms from the lecture.
1 key concept identify
2 know, find out a narrow category
3 market leader accurate data
4 aimed at im portant point
5 a small part top-selling brand
6 good information suitable fo r

Top 10 US theme and  am usem ent parks  by  

estimated attendance:

W a lt D isney W orld 's M a g ic  K ingdom  

Disneyland  

Epcot
D isn e y -M G M  Studios 

Disney's A n im al K ingdom  

Universal Studios Florida 

Disney's California Adventure  

Universal's Is lands of Adventure  

SeaW orld  Florida 

Universal Studios H ollyw ood

Slide 1

Slide 3

Your hom e aw ay from  home

P W f  1 5 » H i  4 ;
luxury apartm ents * f  • ' 18
*  family-friendly accommodatloh

Slide 2



: 5 TOURIST fSiñRKETiSS

symbols •  stress w ith in  words • lecture language

^  Look at the student notes on the right. They are from 
the lecture in Lesson 2.

1 What do the symbols and abbreviations mean?

2 The notes contain some mistakes. Find and correct 
them.

3 Make the corrected notes into a spidergram.

B Q  Listen to  the final part o f the lecture (Part 4).

1 Complete your notes.

2 Why does the lecture have to  stop?

3 What is the research task?

O ' Listen to  some stressed syllables. Identify the word 
below in each case. Number each word.

Example: You hear: 7 sem /sem/

You write:

3) basic characteristics o f markers 

fi) .size

e.g.. beach resort market (UK)

• c. £12 m 

> Z bn hols.

(H) market share (newest brand - market leader•) 

4-) types o f market

e.i

(i) beach/ski resort -  niche market 

(H) Over 50s hols. -  mass market

analyse

anticipate

assignment

category

characteristics

identify

overview

qualitative

Study the extract from the lecture on the right.

1 Think o f one word fo r each space.

2 Q  Listen and check your ideas.

3 Match words or phrases from the blue box 
below w ith  each word or phrase from the 
lecture.

4 Think o f other words or phrases w ith 
similar meanings.

as I was saying basically clearly crucial 
in fact in other words obviously 

of course possibly probably 
some people say tha t is to  say 

we can see that

2 scuss the research task set by the lecturer.

1 What kind o f information should you find?

2 What do you already know?

3 Where can you find more information?

seminar

strategy

successful

variety

________________ , m arketing is

________________  the m ost im portant

aspect of m anagement. So, it

______ __-... ............ that m arketing m ust

ensure that a business can satisfy custom ers’

needs. W hat I _________________is, they

anticipate consum ers’ requirem ents.

________________ , successful m arketing is

about having accurate data. Anyway, er ...

to  return to the m a in ________________ ,

it’s ____ _____________ to identify basic

characteristics of the m arket.

______ ___________, it is the aim of all

companies to become the m arket leader.
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A  Study Figure 1 on the opposite page.

1 What does it show?

2 Where do you th ink the information has come from?

B  9 Listen to  some extracts from a seminar about market mapping.

1 What is wrong w ith  the contribution o f the last speaker 
in each case? Choose from the follow ing:

•  it is irrelevant

•  the student interrupts

•  the student doesn't contribute anything to  the discussion

•  it is not polite

® the student doesn't explain the relevance

2 What exactly does the student say, in each case?

3 What should the student say or do, in each case?

C  Q  Listen to  some more extracts from the same seminar.

1 How does the second speaker make an effective contribution in 
each case? Choose from the follow ing:

•  by making clear how the point is relevant

•  by bringing in another speaker

•  by asking fo r clarification

•  by paraphrasing to  check understanding

•  by giving specific examples to  help explain a point

2 What exactly does the student say, in each case?

3 What other ways do you know o f saying the same things?

Make a table o f Do's (helpful ways) 
and Don'ts (unhelpful ways) of 
contributing to  seminar discussions.

H  Work in groups.

1 Study the go lf product group on the opposite page.

2 Discuss how you put these products on a market map. Make sure you can justify your decision.

3 Conduct a seminar. One or tw o people should act as observers.

Report on your discussion and present your market map, giving reasons fo r your decisions.

Work in groups o f four. Each person should research the advantages and disadvantages o f one o f the 
four main types o f market research. Report back to  the group and ask other people about their 
research.

•  Student A: find out about secondary research (information on page 104)

•  Student B: find out about primary research (information on page 103)

•  Student C: find out about quantitative research (information on page 104)

•  Student D: find out about qualitative research (information on page 103)

Do 5 Dor i fs

ask politely fo r information demand information 
from other students :
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Iuxury EcoPlus: five-star
luxury
accommodation
with scientist-led
excursions

child adult
Eco-kids: family hotel Frr\n irort- h o n rn
with animals and huts w ith
activities excursions to see

dolphins

economy

Figure 1: M arke t map fo r  eco-resorts

r  gu re  2: G olfing holidays



Vocabulary bank

Vocabulary sets
It is a good idea to learn words which go together. Why?
• It is easier to remember the words.
• You will have alternative words to use when paraphrasing research 

findings.
• It is not good style to repeat the same word often, so writers, and 

sometimes speakers, make use of words from the same set to avoid 
repetition.

You can create a vocabulary set with:
synonyms words with similar meanings, 

e.g., products/goods/items
antonyms words with opposite meanings, 

e.g., male/female
hypernyms a general word for a set of words, 

e.g., vehicle = car, truck, lorry, etc.
word families e.g., young, teenage, in his/her 20s, 

middle-aged, old

Describing trends
You can use a variety of phrases to discuss trends and statistics. 
Examples:

Go up No change Go down Adverbs
rise
increase
grow
improve
soar

stay the same 
remain a t ... 
doesn't change 
is unchanged

fall
decrease
decline
worsen
drop
plunge
plummet

slightly
gradually
steadily
significantly
sharply
dramatically

Stance
Speakers often use certain words and 
phrases to show how they feel about 
what they are saying.
Common stance words are:

adverbs arguably
naturally
sadly

phrases of course, ...
it's essential to/that...
we might say th at...

In many cases, different 
stance words and phrases are 
used in spoken and written 
language.

Spoken Written
another thing additionally
it seems evidently
unfortunately regrettably
believe contend



Signpost language in a lecture
At the beginning of a lecture, a speaker will usually outline the talk. 
To help listeners understand the order of topics, the speaker will use 
phrases such as:
To start with I'll talk about...
Then I'll discuss ...
After that, we'll look a t ...
I'll finish by giving a summary o f ...
During the lecture, the speaker may:
indicate a new topic Moving on (from this) ...
say the same thing in 
a different way

What 1 mean is, ...
That is to say, ...
To put it another way, ...

return to the main point Where was 1? Oh, yes.
To return to the main point... 
As 1 was saying ...

Seminar language
The discussion leader may:

ask for information What did you learn about... ?
Can you explain ... ?
Can you tell me a bit more about...?

ask for opinions What do you make o f ...? 
This is interesting, isn’t it?

bring in other speakers What do you think, Majed?

Participants should:
be polite when disagreeing Actually, 1 don't quite agree ...
make relevant contributions That reminds me ...
give examples to explain a point 1 can give an example of that.

Participants may:
ask for clarification Could you say more about...?
paraphrase to check understanding So what you're saying is ...
refer back to establish relevance Just going back to ...
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6.1 Vocabulary paraphrasing a t :

A Study the words in the blue box.
1 Copy and complete the table. Put the words in 

one or more boxes, in each case.
2 Add or take away affixes to make words for the 

empty boxes. (Some will not be possible.)
3 Find a synonym for each word.
4 Group the words in the blue box according to 

their stress pattern.

Study Figure 1 on the opposite page. Discuss these 
questions.

1 What does the diagram show?
2 Give a short description of each phase of the life 

cycle of an annual festival.

Student A has written about the life cycle of an 
event, but there are some mistakes. Change the blue 
words, so the sentences are true.

&
D Student B has also written about the life cycle of an 

event. Match each sentence with a corrected sentence 
from Exercise C.

Look at Figures 2 and 3 on the opposite page. Which 
of the two life cycles are most likely for the following 
events? Why?

• the 2000 UK millennium celebrations
• the annual Sydney writers' festival

Choose one of these events, 
a an art exhibition
• an annual Star Trek convention
© the launch of a seaside resort in a country just 

out of war
1 Draw its probable event life cycle.
2 Write some sentences to describe the life cycle 

of your event.
3 Give your sentences to your partner. Your partner 

should try to guess which event you have described.
4 Rewrite your partner's sentences with the same meaning

attend celebration complicated 
considerable corporate 

event investment involve 
opt predict provide significant 

value venture virtual

IW©un Verb Adjective
cx-V-Vcac!

........... ■ ______ ______ - -

Student A

1 Cash -flow is positive during the 
development phase o f an event.

2 In  the development phase o f an 
event, co sfs are high.

3 Cash flow becomes positive in the 
growth phase.

4- Decreasing attendance means that 
costs per visitor are reduced.

5 Attendance is at its peak once the 
market has declined.

t> Attendance may start to rise when 
the market reaches saturation.

Student B

o. "XT-V ua'VA -VVa£ vn̂cX'Vur
pWase is- reached -VVia+ cash -F\ous 
is ne \«M.ger A£.ga-Vw£.

b Peat a-H-enc/anee are
achiev-e^ a+ +he ma-l-ori+y "phase.

e VOhile +he even+ is- bein.g d e s i r e d  
and Jrria\\ed1 +here are m a^  
expenses’ bu+ income.

d  There «a y  be a ree/oc+i©n in 
bus-i>ies-s- i-r +here are +s<e many 
C<9m pe*f l +<£>rs\

e ees'+s' a ls+ +<s pr<sc/oce each 
ei/eri+ early m -Hie cycle.

-F As- +icc.e+ sa le s  Qo op, each 
w'si+ar u)ilI Cos+ +he even-hs 
©rganizers- less  money.
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Figure 1
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A Discuss these questions.
1 How do 'events' relate to tourism? What type of tourism events can 

you think of? List and order them according to popularity.
2 How would you define 'tourist' in this context?
3 What aspects do you think are most important in the organization of 

such events?

Study Figure 1.
1 What do you think the figure represents?
2 What title would you give this figure?
3 Where does research come into events management?

Look at the illustrations, the title, the introduction and 
the first sentence of each paragraph on the opposite 
page. What will the text be about?

C Using your ideas from Exercises A, B and C above, write 
some research questions.

Read the text. Does it answer your questions?

Study the highlighted sentences in the text. Find and 
underline the subject, verb and the object or complement 
in each sentence.

identifying subject-verb-object in long sentences • paraphrasing

Student B

/  Fe.s’+iVal.s' a re  hu ^e even+s, ooi+h m any 

'peo'ple involved} Cows'pUca+ed l<943Ûs‘-hc«s', 
î a n a ^ e ^ e n &  a n d  c o n s i d e r a t e  

I n v e S  .

c? T h e  -h s > u r i.s 'm  s e c + o r  ha«s* s e e n  a

si^ni-F ican-X  ¡ ^ c r e a s e  in \ h e s e  u n iq u e

v e n + v re s j c rea + in ^ , + he n e e d  - fo r  

~pro-Pessiona\ e v e n t s  w ^ a n a ^ e r s .

3  T h e  ru \e  o - f  s e e ^ s  v*e + h a +

e v e n + s  ca n  h e  a s  c<£)*w"pl ic a + e d  a s  

'p e o p le  Can a-P -ford . ¿ E v e n ts  can  k>e 

r e a l  o r  v i r + u a l .

/  T h e o r i e s  c ia iV *  + h a +  b û g  e v e n t s  'p rov ide  

a  -Peru™ -f o r  s v C h c e \e h r a - \ io n s  a s  

~i>eo~p\e a ^ e .

S  A d d e d  +o a ^ e i n ^  a n d  + e c h n o \o ^£ }

in c r e a s e d  incom e a n d  \e i s u r e  M v^e  al«s"<s> 

~Porw\ a  r e c ip e  -For .gr<s>u>+h in e v e n + s
+ £ ) u r  iSw\.

Work in groups. Each group should write a paraphrase of a different part of the text.
See Vocabulary bank

See Skills bank

Two students paraphrased parts of the text.
1 Which parts of the text do they paraphrase?
2 Which paraphrase is better? Why?

Student A

l festivals a re  m a jo r events \£V\\cM a re  attended by 
larc^e ijrou^>s o f  ^e o ^le ^  t^ e y  a re  V\î Wl<j com plex 

fro m  an organisational ■poirvL o f  Vie^o, arid a re  

expensive to  0<̂ '

2. TW e demand -Cor professional events m anagers Was 

increased as tWe num ber o f  bi<̂  events V\as c^roiOn.

3  "W e re  is no limit to  >̂ V\at tourism  events can looK 
liKe, and tWetj can be virtual as ioe\l as real.

>4- One tW eory says tWat ac^ein^ c o n trib u te s  to  tWe 
cjroistV» o f  events tourism .

b ftpart fro m  a<^e and tecVw olo^ij, incom e and

increased le isure  tim e c o n trib u te  to  tWis <̂ rou>tV\ 
as ii>ell.

6.2 Reading

leisure

value

income

technology

4 8
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t rvvvvv.'

The event of your life?

Festivals are the most popular tourist 
events. They are huge, with hundreds if 
not thousands of people active and 
involved, complicated logistics, stressful 
management and considerable investment.

Researchers have already predicted interplanetary 
broadcasting events for the 2020s which, in the 
light o f recent developments in spaceflight, may 
not seem such a remote idea anymore.

If you are a young adult, the chances are that 
you belong to the large group of people who 
have visited a music festival at one point during 
their teen years. Perhaps you are a lover of 
festivals and go to many every year. Perhaps 
you are one of many people who have 
occasionally participated in or attended a sports 
festival, ranging from a regional competition to 
the Olympic Games. In America alone, more 
than 40,000 festivals are organized every year, 
including food festivals, music festivals and 
religious festivals. Some are one-off events; 
others are ongoing.

The organization of events is big business and 
has a direct relationship with tourism. In fact, 
although events attract some 'locals', most are 
organized to draw people in from outside the 
area, either internal tourists or visitors from 
abroad. In the 20th century, there was a boom in 
world fairs and major sports events.
Millennium celebrations and live music events 
provided a further boost to events tourism. The 
tourism sector has seen a significant increase in 
the size, scope, length and visibility of these 
unique ventures, known as 'hallmark' or 'mega' 
events, creating the growing need for 
professional events managers.

Even though events organization is a 
professional skill, there do not seem to be hard 
and fast rules. People participate in events as 
individuals, but companies, too, provide 
corporate events tourism by organizing trips, 
themed weekends and festivals for their 
personnel and families. The rule of thumb 
seems to be that events can be as outrageous or 
complicated as money can buy. And nowadays, 
events can even be virtual: millions of people 
participate in highly organized events on the 
Internet every day.

Quite a few theories have been put forward as 
to why events tourism is so popular. There is 
one theory (Goldblatt, 2000) which claims that 
there is significantly more to celebrate as the 
Earth's population ages, and big events provide 
a forum for such celebrations. Another theory is 
that, with the huge advances in technology of 
the last few decades, people are seeking 
experiences that go beyond what they have 
experienced before, some say to balance the 
high-tech influences in their lives.

So what really attracts people to events? 
Researchers have found that participants feel 
they add value to their personal and work lives. 
In terms of tourism, there is a trend where 
people reduce the length of holidays and opt for 
shorter and more frequent breaks, during which 
they often attend festivals. It seems as if four 
factors play a role. We have already mentioned 
ageing and technology. Add to these increased 
income and more leisure time and you have a 
recipe for events tourism which increases the 
demand for events all around the world. This 
trend is expected to continue.



Extending skills understanding complex sentences

A  Study the words in box a from Lesson 2.
1 What part of speech are they in the text?
2 Think of one or more words that have a similar 

meaning to each word.

B  Complete the summary with words from Exercise A.
Change the form or part of speech if necessary.

C  Study the words in box b.
1 What is each base word?
2 How does the affix change the part of speech?
3 What is the meaning in the text in Lesson 21

O  Study sentences A-E on the opposite page.
1 Copy and complete Table 1. Put the parts of each 

sentence in the correct box.
2 Rewrite the main part of each sentence, changing 

the verb from active to passive or passive to 
active.

E Look at the 'Other verbs' column in Table 1.
1 How are the clauses linked to the main part of 

the sentence?
2 In sentences A-C, what does each relative 

pronoun refer to?
3 Make simpler versions of the original sentences.

participate in ongoing 
boost put forward claim seek 

trend reduce frequent

An increasing number of people

....... _  - ......... .....mega events. These

events................. ............. tourism in an

area. Researchers ....................... ......that

participants are _________  ___new

experiences in our age of technology.

Other theories have b een ... _.... ..............._ 

which show that th e _____________ is

for people t o _______________ the number

of long holidays they have and opt for

m o re ..... ...  ...............  short breaks.

Hallmark events seem to top the list of 

tourists’ preferences. Some are one-off 

events, others are ................  .........  .

stressful regional 
visibility professional themed 

outrageous population interplanetary

6.4 Extending skills writing complex sentences

A  Make one sentence for each box on the 
right, using the method given in red. 
Include the words in blue. Write the 
sentences as one paragraph.

i  Study the notes on the opposite page 
which a student made about a case study. 
Write up the case study.

1 Divide the notes into sections to make 
suitable paragraphs.

2 Decide which ideas are suitable topic 
sentences for the paragraphs.

3 Make full sentences from the notes, 
joining ideas where possible, to make 
one continuous text.

Vodafone made a deal with the Summadayze music 
festival in Australia and New Zealand.
Vodafone sponsored the festival.
relative, passive In 2006

The stages displayed Vodafone’s name.
The entrance tickets displayed Vodafone’s name.
passive, ellipsis In the deal

People attending the festival had access to special mobile 
phone services.
These services gave information about the bands performing. 
These services gave information about the latest gigs.
relative, passive, ellipsis In addition

Vodafone created new added value.
Vodafone attracted a new range of customers.
participle As a result
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In the UK the name of the annual music festival 
i :h  was previously known as Music on the Sea 
£ changed to the International Shanty Festival.

Three of the many ways in which an event 
can be evaluated will be described here.

As w e ll as understanding its target audiences, an 
events management com pany m ust fu lly  understand 
the qualities of its products.

_ can also post messages on the Internet blog 
_ is so useful that this benefit has played 
i-portant part in the rate at which thisr 

~ : -.as developed.

Having taken these steps as part of an 
integrated events management approach, the 
organizers saw a satisfactory increase in attendance.

Table I: Breaking a complex sentence into constituen t parts

Main 5 Main V Main O /C Other V 
+ 5/O /C.

Adv. phrases

the name 
(erf the annual 
music -festival)

was changed (to) the 
International 
Shanty Festival

which was 
known as Music 
on the Sea

In  the UK; 
previously

Marketing strategy in a nature Market-.
И case з tucfy -  ¿Organising Fundays a t the Crty A rt Gallery_______________
• a rt gallery operating in a small Market -  needs to  Maintain a competit ive edge

• good e.g. o f  this situation  =  C ity A rt  Gallery sponsorship ргодгамме_________________

• analysis o f -figures — t  Museum attendance lou>: Marke t reached Maturity

• gallery developed £  Major neu> nr-fjv'rtjes-_______________________________________

ho*}’’

О activities fo r faMities on Sundqy afternoons - магу attractions

online gallery -  pre/during/after Visit  -  shoio all collection + Many other 

frntures_________ __________________________________________
parents Saui benefits  quickly

> s harp increase in lueb hits
* -—» attendnnre up________

peopleget interested in gallery/activities

Sundqy nPt-rrnrtan events -  V.toell attended

racted neia (eSpyounger)cuStoM ers 

krpf: eXi3tj/TG c.uSt’S'>*4‘?tr' _____________
increaSedaUJareneSS c f  gallery

eXeotS^gomgl

family perfarm aaceactivities attracted interest, cfm edia

Sundqy Telegraph neuspaper^r--fa/M : younger readership

 * to  keep ahead paper h a d to /o o k a tp cS S - extra benefits -—^ a t tr a c t

existing * neuj readers

 • deal Mi

arrangement = beneficial to  both^parties

лз.^created added Value

S I



Reporting findings
You cannot use another writer's words unless you directly quote. Instead, 
you must restate or paraphrase.
There are several useful ways to do this:

use a synonym of a word or phrase costs 4  expenses
in the introduction phase early
in the project

change negative to positive and 
vice versa

attendance declined -» attendance 
didn't increase

use a replacement subject attendance may decline -» there 
may be a decline in attendance

change from active to passive or 
vice versa

the organizers can put on the event 
more cheaply -*■ the event can be 
put on more cheaply

change the order of information in the introduction phase, unit costs 
are high it costs a lot to put on 
an event early in the life cycle

When reporting findings from one source, you should use all the methods 
above.
Example:
Original text Cash flow is negative during the event's development 

phase.
Report While the event is being designed and trialled, there 

are many expenses but no income.

Important
When paraphrasing, you should aim to make sure that 90% of the words 
you use are different from the original. It is not enough to change only a 
few vocabulary items: this will result in plagiarism.
Example:
Original text If attendance starts to fall, does this indicate a decline?
Plagiarism If sales drop, does this mean a decline?
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Finding the main inform ation
Sentences in academic and technical texts are often very long.
Example:
In terms of tourism, there is a trend where people looking for 
entertainment and relaxation considerably reduce the length of annual 
holidays and opt for shorter and more frequent breaks, during which they 
often attend festivals.
You often don't have to understand every word, but you must identify the 
subject, the verb and the object, if there is one.
For example, in the sentence above, we find: 
subject = people 
verb = reduce/opt 
object = holidays/breaks

Remember!
You can remove any leading prepositional phrases at this point to help you 
find the subject, e.g.. In terms of tourism, ...
You must then find the main words which modify the subject, the verb and 
the object or complement.
In the sentence above we find:
Which people? = those looking for entertainment and relaxation 
How reduce? = considerably 
What holidays? = annual ones

Ellipsis
Sometimes, if the meaning is clear, words are implied rather than actually 
given in the text.
Examples:
There are many strategies (which were) considered by such events 
companies.
Vodafone's name was displayed on the stage and (Vodafone's name was 
displayed) on the tickets.



f

A  Study the words in box a.
1 Match nouns in column 1 with nouns in column 2 

to make compound nouns.
2 Which word in each phrase has the strongest stress?

S  Study the phrases in box b.
1 Complete each phrase with one word.
2 Is each phrase followed by:

• a noun (including gerund)?
• subject + verb?
• an infinitive?

1

M L

advertising
business
capital
cash
life

service
theme

TV

flow
cycle

exposure
campaign
industry

investment
park
plan

3 What is each phrase used for?

Look at pictures A-F on the opposite page 
showing the process of setting up the 
Goldorama Theme Park.

1 Put them in the correct order.
2 Describe what is happening at each stage.

D  Study extracts A-F on the right from the 
Goldorama business plan.

1 Complete each sentence with a phrase from 
box b. Use each phrase once only.

2 Which extracts are probably from the finance 
section of the plan?

Look at the Gantt chart on the opposite page. 
What does it show?

Read the text under the Gantt chart. Match the 
phrases in box c with the highlighted phrases.

;; Look at pictures 1-3 on the opposite page. 
Complete the Goldorama memo using phrases 
from Exercise B and box c.

as shown... as well... in addition ... 
in o rder... in such a way ... in the case ... 

known... the end... the use...

ipleting technical specifications,
investment companies will also want to know what 
events and shows the park intends to organize, and 
how the park plans to attract visitors.

_______  to offering exciting rides, a theme
park must also offer visitors shops and shows to 
complete their experience.

------------  ------to satisfy the visitors, events in a
theme park will, most importantly, have to entertain
— education can be part of the experience but only
 — ________that visitors don’t get bored.

_____  in table 2 below, financing a theme
park requires high capital investment.

--------- -------- of Goldorama Theme Park, the
advertising campaign will begin six months before 
the park opens.

Simulator rides are also ; virtual
reality events; more and more parks offer these.

My recommendation is that the design_______picture 1 should go

into production. My opinion is_______personal preference but also

o n _______other points. Firstly,_______  maximize our visitor

numbers we need to_______the younger market. The_______ this

market is important for the success of this theme park ._______this

design, the speed and challenge of the ride are very attractive for 

younger people...............this, the construction process is not complex.

bear in mind

a number of a variety of 
at the same time

based on deal with 
from the point of view of 

the beginning of 
the development of
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Gantt chart: Developing a new theme park ride
Week 1 Week 2 Week 3 Week 4 Week 5 Week 6 Week 7

Idea development
Drawings of new designs
Prototypes
Evaluation of prototypes
Approval of best design
Production begins

A Gantt chart is a useful planning tool, especially for project management. The chart makes it easy to handle 
a situation where different stages overlap. For example, this chart shows the evolution of a new theme park 
ride. The start of the process involves several designers making drawings. Then, using the drawings, 
rrototypes of the rides are made. Simultaneously the prototypes are evaluated by the company directors, who 
■jse various criteria to choose the best design.



7.2 Listening
ÜBjlp
WMf fixed phrases <> sequencing information in sentences

A You are going to hear this lecture. Write three 
questions you would like answered.

B Q Listen to Part 1 of the lecture.
1 What is the lecturer going to talk about? 

Write Y (yesj, N (no) or NG (not given).
• attracting and entertaining people
• the history of theme parks ____
® stages of development ____
® making people aware of the park
• current/future trends ____
• theme parks and the environment

2 How does the lecturer define a theme park?

£  $  Listen to Part 2 of the lecture.
1 Make notes in an appropriate form.
2 What is another word for corporate?
3 Were your questions in Exercise A answered?

D Match each phrase in the first column of the table 
on the right with the type of information that 
can follow.

$  Listen to Part 3 of the lecture.
1 Makes notes on the information that comes 

after the phrases in Exercise D.
2 Were your questions in Exercise A answered?

Listen for sentences 1-4 in Part 4 of the lecture. Which sentence (a or b) follows in each case? Why?
1 The amusement park market is mature.

a In such a market, a few big players will own most of the parks around the world, 
b A few big players will own most of the parks around the world in such a market.

2 There will always be the race for bigger and better parks.
a Examples of this are better facilities, faster rides, the highest rollercoaster and the latest 

technology.
b Better facilities, faster rides, the highest rollercoaster and the latest technology are examples of 

this.
3 An ageing population means that parks need to offer entertainment that suits older visitors, too. 

a In developing your theme park, the important thing is to realize that it's the older people who
are bringing their grandchildren along, 

b What's important to realize in developing your theme park is that it's the older people who are 
bringing their grandchildren along.

4 Finally, theme parks have to be media savvy.
a Now a park must be designed for television; this is different from 30 years ago. 
b What's different from, say, 30 years ago, is that now they must be designed for television ...

This lecturer is not very well organized. What problems are there in the lecture?

'y . <v> HADFORD University

Producing the experience
Lecture overview

•  Theme parks and tourism
®  Setting up a pork -  the process
•  Marketing the venture
•  Current/future trends

Fixed phrase Followed b y . . .

1 What do I mean 
by ...?

a different way to think 
about the topic

2 As yon can see, ... an imaginary example

3 Looking at it 
another way, . . .

a key statement or idea

4 In financial 
terms, ...

a concluding comment 
giving a result

5 Say . . . a comment about 
something visual

6 The point i s . . . an explanation of a word 
or phrase

7 In this way M a general idea put into a 
financial context
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ess within words • fixed phrases • giving sentences a special focus

A  w Listen to some stressed syllables. Identify the word below in each case. Number each word. 
Example:

You write: 
financial 
ingredient 
manufacturing 
maximize

population
resource
sequence
simultaneously

I#  Listen to the final part of the lecture from Lesson 2.
1 Complete the notes on the right by adding a 

symbol or abbreviation in each space.
2 What research task(s) are you asked to do?

Study the phrases from the lecture in the blue box. For 
which of the following purposes did the lecturer use 
each phrase?

to introduce a new topic
to emphasize a major point
to add points
to finish a list
to give an example
to restate

Rewrite these sentences to give a special focus.
Begin with the words in brackets.

1 Walt Disney came up with the idea of starting a 
theme park. (It)

2 In 1853, the first amusement park was opened. (It)
3 The location of the park is very important for the 

whole business operation. (What)
4 Planning is complex because planning decisions 

are based on a wide variety of different factors.
(The reason)
A good design plan shows what the park will look 
like when it is finished. (The advantage)

See Skills bank

Choose one section of the lecture. Refer to your notes 
and give a spoken summary. Use the fixed phrases and 
ways of giving special focus that you have looked at.

Work with a partner.
1 Make a Gantt chart for an activity, project or process.
2 Present your chart to another pair. Practise using fixed 

phrases and ways of giving special focus.

Future o f theme parks
big theme parks____  demand for other
services ( ____  hotels, restaurants, shops)
____  visitors need these -facilities
best e .g .____  Disney World (whole park
Z8,000 acres, Magic Kingdom 100 acres!)
Surrounding "Facilities,____
- golf course
- hotel/other accom.
- retail centre
- cinemas
- concert halls
- restaurants
- shops 
Summary

must have clear vision ____  know what
you want fwKicfi them e____ rides

markets to focus

each step requires careful planning 
(economic analysis, management)
theme parks____ v. complex.
businesses
make guests feel special ____
entertain them

etcetera 
In other words, ...

Let's take ...
Let me put it another way. 

Not to mention the fact th a t .. 
Plus there's the fact th a t ... 
The fact of the matter is, ... 
You've probably heard of ...

57



7.4 Extending skills

A  Look at the map on the opposite page.
1 What does it show?
2 Why does it show the information like that?
3 Where does the information come from?

Cf Listen to the first extract from a seminar about 
business location.

1 What question will the students discuss?
2 Why is Goldorama's decision surprising?

Q  Listen to the second extract from the seminar. Are 
these sentences true or false?

1 Bristol is a good location for tourists.
2 Bristol is not an important town in 

the region. ___
3 The speakers agree that Bristol is a good 

location for a new theme park. ____
4 Higher entrance fees are not necessarily 

a bad thing. _____
5 Costs are the main issue in choosing a 

business location. — ...

D Study tasks a-d below and the phrases in the blue box.
1 Write a, b, c or d next to each phrase in the box to show its use. 

a introducing
b asking for clarification 
c agreeing/disagreeing 
d clarifying

2 W  Listen to the second extract from the seminar again to check your answers.

Work in groups of five. You are going to carry out the research task from Lesson 3, Exercise B.
1 First, study the photos on the opposite page and think about the best theme for the park.
2 Have a practice seminar in which you decide what the theme should be.
3 Report to the class on your discussion, giving reasons for your decisions.

Continue working in your groups.
1 Each student should choose and research one of the following:

« determine the best location for your theme park
• design the park and list the events, rides and shows
• think up a marketing campaign

2 Report your findings to the other students in your group, and explain your decisions. 
Convince your fellow students and come to a joint decision.

3 Groups report back orally to the class. Use fixed phrases to ask for and give clarification 

In your groups, list three things to do to develop the park further in the future.

I'd like to make two 
points. First, ...
Can you expand on that?
The point is ...
What's your second point?
My second point is th a t...
Yes, b u t...
I don't agree with that 
because ...
Sorry, but who are we talking 
about, exactly?
We need to be clear here.
I'd just like to say th a t...
In what way?
What I'm trying to say is, ... 
Can you give me an example? 
Look at it this way.
Absolutely.
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•Bradford

Manchesti

Cork

Plymouth

News Press -> Press Releases -> Press Release

Th e m e  P a rk  N e w s
Press 
Release: 
Goldorama 
to build 
major theme 
park in 
Bristol

Newcastle

Newquay
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Recognizing fixed phrases from tourism and hospitality (1)
There are many fixed phrases in the field of tourism and hospitality.
Examples:
Phrase Meaning in the discipline
amusement park an outdoor entertainment location
theme park an amusement park with a distinct theme
service industry an industry that provides a service rather than a product
TV exposure being seen on television
hotel accommodation rooms and apartments for tourists in a hotel
retail development the building of shops at tourist locations

Keep a list of fixed phrases used in tourism and remind yourself regularly of the meaning.

Recognizing fixed phrases from academic English (1)
There are also a large number of fixed phrases which are commonly used in academic English. 
Examples:
Phrase What comes next?
As we have seen ... a reminder of previous information
An important concept is ... one of the basic points underlying the topic
As you can see, ... a reference to an illustration OR 

a logical conclusion to previous information
As shown in ... a reference to a diagram or table
... in such a way th a t... a result of something
In addition to (X, Y)

X = reminder of last point, Y = new point
As well as (X, Y)
In the case o f ... a reference to a particular topic or, more often, sub topic
At the same time, ... an action or idea which must be considered alongside 

another action or idea
... based on ... a piece of research, a theory, an idea
Bear in mind (that)... key information which helps to explain (or limit in some 

way) previous information
The point is ... the basic information underlying an explanation
in order to (do X, Y) X = objective, Y  = necessary actions/conditions
In financial terms, ... the cost of something previously mentioned
In other words, ... the same information put in a different way
Looking at it another way, ...
In this w ay... a result from previous information
Say... an example
What do 1 mean by (X)? an explanation of X

Make sure you know what kind of information comes next.



'Given' and 'new' inform ation in sentences
In English, we can put important information at the beginning or at the 
end of a sentence. There are two types of important information.
1 Information which the listener or reader already knows, from general 

knowledge or from previous information in the text. This can be called 
'given' information. It normally goes at the beginning of the sentence.

2 Information which is new in this text. This can be called 'new' 
information. It normally goes at the end of a sentence.

Example:
In Lesson 2, the lecturer is talking about the amusement park market, so 
the amusement park market in general = given information.

Given New
The amusement park market is mature.
In such a market, a few big players will own most of the 

parks around the world.

Giving sentences a special focus
We sometimes change the normal word order to emphasize a particular 
point, e.g., a person, an object, a time.
Examples:

Normal sentence Walt Disney invented the modern theme park in the 1950s.
Focusing on person It was Walt Disney who invented ...
Focusing on object It was the modern theme park which Walt Disney invented ...
Focusing on time It was in the early 1950s that Walt Disney invented ...

Introducing new inform ation
We can use special structures to introduce a new topic.
Examples:
Amusement parks are my subject today.

4  What I am going to talk about today is amusement parks.
Planning is very important.

4  What is very important is planning.
Bad management causes these problems.

4  The reason for these problems is bad management.
Poor marketing leads to commercial failure.

4  The result o f poor marketing is commercial failure.

Clarifying points
When we are speaking, we often have to clarify points. There are many 
expressions we can use.
Examples:
Let me put it another w ay... What I'm trying to say is ...
Look at it this w ay... The point/thing is ...
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% 1

8.1 Vocabulary synonyms • nouns from verbs • paraphrasing

Study the words and phrases in box a. What do they 
relate to?

B  Study the diagram on the opposite page.
1 What does the diagram illustrate? Describe the process.
2 Which aspects of marketing are shown in the pictures?

C  Look up each noun in box b in a dictionary.
1 Is it countable, uncountable or both?
2 What is its business/marketing meaning?
3 What is a good synonym?
4 What useful grammatical information can you find?

D Study the two lists of verbs in box c.
1 Match the verbs with similar meanings.
2 Make nouns from the verbs if possible.

Look at the text about marketing on the right.
1 How does the writer restate the heading 

(Budget marketing) in the first paragraph?
2 Find synonyms for the blue words and phrases.

Use a dictionary if necessary.
3 Write a paraphrase of each sentence. Use:

® your own synonyms 
e words from Exercises C and D
• passives where possible 

Example:
The perception that you can do without 
marketing altogether is false.
4  It is incorrect to assume that marketing can be 
ignored.

Study the information about the Hadford University 
Tourism operations course on the opposite page.

advertising direct mail 
internal marketing localization 

word of mouth

expense objective opportunity 
perception staff strategy 

trade turnover

Match the skills on the right (A-P) with 
the modules on the left.
Which modules would you follow if you wanted 
to learn more about the marketing of tourism?
Which modules would be relevant to a tourism 
operator that had noticed the problems in 
box d in their organization?

1 , . ....

achieve profit
allocate (to) reserve (for)
attract go down
boost see
decline manage (to)
gain appeal (to)
perceive keep
retain promote

Budget marketing
Most small hospitality businesses arc 
undercapitalized. Even i f  they have allocated 
funds to marketing, new owners often find that 
the actual expenses are much higher; they also 
often find that marketing is a great deal less 
effective than they had anticipated. Therefore, 
the use o f strategies that reduce the cost of 
marketing can mean the difference between 
survival and collapse.

Usually, small business owners cannot call upon 
specialist external marketing support without 
having to pay costly fees. So the more they can 
use the skills o f in-house staff, the less work they 
need to outsource, and the more cost-effective 
the marketing becomes.

The perception that you can do without 
marketing altogether is false.

a brochure that is unclear
meals that take too long to prepare and serve
high staff turnover
double bookings
spending more than the business earns 
frequent accidents
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M arketing strategy

research

analysis

opportunities

marketing mix

sales strategy 
promotional material 
direct mail 
advertising 
public relations 
special promotions

product development

^ / h A D F O R D  University

Hadford University's Tourism operations 
course offers the following modules:

Module

1 Tourism industry knowledge

2 Workplace procedures

3 Tourism administration

4 Information technology

5 Product information

6 Bookings and quotations

7 Sales and marketing

8 Workplace safety

9 Event management

10 Workplace operations

11 Business development

12 Financial management

13 Project management

14 Leadership

15 Risk management

16 Customer service

©

@
©
@
ffl

Skills

Deal with conflict situations 

Manage quality customer service 

Source and present information 

Develop and implement a business plan 

Receive and process reservations 

Monitor work operations 

Manage projects

Provide on-site event management services

Develop and manage marketing strategies

Implement workplace health, safety and security procedures

Plan and manage meetings

Manage finances within a budget

Develop and update local knowledge

Integrate technology into the event management process

Establish and maintain a safe and secure workplace

Access and interpret product information



1 essay types • complex sentences with passives • definitions

Look at the names for hospitality outlets in the blue box.
1 What type of marketing process is most likely to be 

successful for each product? Give examples.
2 What could go wrong in the marketing 

process in each case?

Look at the four essay types on the right.
1 What should the writer do in each type?
2 Match each essay type with one of the 

questions below the slide (A-D).
3 What topics should be covered in each 

essay question?

Read the title of the text on the opposite page 
and the first sentence of each paragraph.
1
2

What will the text be about?
Choose one of the essay questions on 
the right (A-D). Write four research 
questions which will help you to find 
information for your essay.

Read the text.
1 Find out whether there is information 

for your essay question in the text and 
make notes in your own words.

2 Work with another person who has 
chosen the same essay question as you. 
Compare your notes.

Study the highlighted sentences in the text.
1 What grammatical feature do these 

sentences share?
2 Underline the passive verb forms in each 

sentence.
3 Rewrite each sentence in an active form. 

Example:
Marketing is often considered to be 'just' 
advertising and selling ...
4  People often consider marketing to be 
just advertising and selling ...

Study the table on the right.
1 Match each word or phrase with its 

meaning.
2 Underline the words or phrases in the text 

which the writer uses to give the definitions.
See Vocabulary bank

a casino an eco-resort 
a gourmet restaurant 

a health spa a local café

H ADFORD I  h  ih fe rs h y

There are four main essay types in 
tourism and hospitality studies:

• descriptive

• analytical

• comparison

• argument

What are the best marketing tools for a hospitality 
business and what are their advantages and 
disadvantages?

‘Hospitality is a service industry dealing in intangible 
goods. Therefore marketing must focus on 
experience.’ To what extent do you agree with this 
statement?

Explain why there are three distinctly different 
'worlds' within the hospitality industry and why it 
is difficult in a hospitality career to cross over from 
one to the other. >........ ........... .

What are the basic components that make up tourism 
and hospitality products or services? Describe one or 
two products or services that you know which show 
evidence of these. , — —-

Word/phrase Meaning

1 localization addressed to clients outside the 
organization

2 intangible decline

3 outlet embedding services and 
products in the local setting

4 negative 
growth

place of retail business

5 external 
marketing

the service and sales skills of 
people within the company

6 internal 
marketing

you cannot see it/them



8  HO SPITALITY MARKETING

Finding your w ay  in hospitality marketing
The hospitality industry, whether 
corporate, government or retail, is 
important for the economies of many 
countries in an age where travel is easy 
and the world becomes smaller every 
day. Businesses have known for a long 
time that their success is increased by 
good marketing; but misconceptions 
about marketing are widespread.

Marketing is often considered to be 'just' 
advertising and selling of attractions, transport, 
accommodation and entertainment. Of course it is 
much more, and includes the development of 
services, distribution, pricing, and also localization, 
which involves ensuring that services and products 
are embedded in the local setting. Through 
marketing, the right product or service is matched 
to the right market or people. As hospitality is a 
service industry, its main products are intangible, 
that is, you cannot see them. This means that 
businesses must consider improvement of the 
overall experience, including customer service and 
staffing. Companies should use a marketing system 
in which these aspects are continuously reviewed. 
Efficiency in marketing is required for this.

Let's focus on restaurants specifically. In this area, 
government hospitality may not be sales-driven 
enough, corporate hospitality may be subject to heavy 
competition, and there may simply be too many retail 
businesses, but the mix of people, systems and career 
paths is relevant to all sectors (although differing cultures 
may make it hard to cross from one to the other).

Not many catering organizations generate the 
turnover that is necessary to support the hiring of 
specialist staff or the funds to retain an external 
consultant to attend to their marketing for them. The 
majority of small business owners have to take the 
initiative themselves. One of the basic objectives of 
marketing is to attract new customers. Another is to 
repeat trade from customers so that the business can 
reach operational capacity. Visitor numbers may be 
insufficient to justify the expense of opening your 
outlet (place of retail business). What alternatives do 
operators have?

If an operator decides to build up their trade, there are 
certain matters which should be addressed before they 
begin. It is one thing acquiring new customers; it is, 
however, entirely different getting them to spend their 
money. Firstly, it is important to establish whether the

present customer service is of a high enough standard 
to gain new customers by word of mouth. If not, there 
is no point in investing to attract new trade until there 
is certainty the operation is going to retain it. Secondly, 
the question must be asked whether the operator and 
staff are properly trained to make the most of sales 
opportunities when new customers present themselves. 
It is clear that these questions are now being addressed 
by the majority of hospitality operators.

According to research, there are two main ways to 
boost income. Operators can either increase customer 
numbers by marketing, or they can try to increase the 
average amount they take from each customer. Another 
option could be to increase prices, but most 
entrepreneurs do not consider this a workable option. 
They often see it as a last resort. If a business is 
showing negative growth or decline, while its operators 
are investing in marketing, it is clear that it must be 
losing customers.

To attract more customers, both external and internal 
marketing should be applied. External marketing is 
addressed to clients outside your organization. 
Examples are advertising, special promotions and 
direct mail. Simultaneously, operators should develop 
internal marketing -  service and sales skills. The 
distinction between the two is very important, for 
without good internal marketing, any campaign to 
attract new customers is bound to lead to disappointing 
results.

Research has shown that it does not matter greatly 
what operators and staff think of their own business 
because customer perception is all there is in 
marketing. Customers will view any service in what 
Tom Peters described as 'their idiosyncratic and 
irrational way'. Excellent quality, above average 
service, consistency and the perception of value for 
money -  that's what it's all about. If these conditions 
are fulfilled, research (as well as our own personal 
experience) has shown that growth will come naturally. 
Marketing is all about managing perceptions.



A  Find the words in the box in the text in Lesson 2 (page 65).
1 What part of speech is each word?
2 Think of another word which could be used in place of 

the word in the text. Use your dictionary if necessary.

nilB  Study sentences A-D on the right.
1 Identify the dependent clause. „

I s2 Copy the table under the sentences and write the 
parts of each dependent clause in the table.

3 Rewrite the sentence using an active construction.
©Example:

A Areas which companies have to consider 
incude customer service and staffing.

Read the essay plans and extracts on the opposite page.
1 Match each plan with an essay title in Lesson 2.
2 Which essay is each extract from?
3 Which part of the plan is each extract from?

misconception retain attend (to) 
objective justify establish 
gain properly consistency

Areas which have to be considered by companies 
include customer service and staffing.

Hospitality businesses have known for a long 
time that their success is increased by good 
marketing.

Companies should use a marketing system in 
which all these aspects are checked.

It is clear that this question is now being 
addressed by the majority of hospitality 
operators.

Subject Verb By w hom /w hat

(areas)
which

have to be 
considered

by companies

D Work with a partner.
1 Write another paragraph for one of the plans.
2 Exchange paragraphs with another pair. Can they identify where it comes from?

8.4 Extending skills W! complex sentences • writing essay plans • writing essays

A Make complete sentences from these notes. Add words as necessary.

(a ) through marketing - right
product or service - matched
-  market or people

©  if  -  opera+or -  decide - build up
-  business -  some matters
- address - at start

tourism - service industry -  main 
products -  recreational experiences 
and hospitality - intangible

-j operators -  increase - customer 
numbers - marketing - oi—  try  
to increase -  average amount"
-  take -  from  each customer

basic objective - marketing - attract
- new customers - also -  repeaf 
trade -  existing customers -  reach

operational capacity

if  -  conditions -  fu lfil -  research
- personaI experience -  show
-  growth - follow

Imagine you have been asked to write the essay titled: 'What are the best marketing tools for a local 
hospitality business and what are their advantages and disadvantages?' What would be the main topic 
for each paragraph of the essay: introduction / definition / advantages / disadvantages / conclusion?

Look at the essay question on the 
right.

1 What kind of essay is this?
2 Do some research and make 

an essay plan.
3 Write the essay.

Emma Jones ran a business on a very popular campsite in France. She 
provided childcare and children’s activities so parents could relax and 
spend time together. She advertised on the campsite’s public notice- 
board and on their website. However, although Emma’s services were 
very popular, the business ran into problems. She could not retain 
competent and motivated staff and so she lost business. What were the 
possible shortcomings of Emma’s marketing activities?
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Essay plans

\ "XcvtrociucA\o<v. tWree ¿\-iXerer\t iOor\ds \r\ tV%e 

Woŝ -taU-tAj \r\dustrij
2, L\st lOorlds1, ôverrNrrvervt; corporate; retail
3 'De-T\r\e A\£Cerer\c.es'. ^eoyle; values, <s>Lj<ster̂€

rv^ana^er-rent, p r o b l e m s ;  c a r e e r  ^atV\S

14. Give exarw^Aes1. Wos^ital can teen s, specialised  

dlar^e) Wospitalitij companies, St̂ all 
restau ran ts

b C.o<Yx^cnre/ana\ijse'.
a  ^ovemr^ent'. not Sales-driven, 

b u re a u cra tic , can be inefficient 

C ——-7* outsourcing)

b c o r p o r a te 1, toy-Weavij management, Weavy 
Competition

c  Small business', to o  manij businesses; not 

enou^W cu sto m ers; loncj .¿orKin^ WourS

to C ro ss -o v e r  js s u e s 1. management o f  eacV\ 

requires different sKills, cultural 
d iffe ren ce s require different attitudes, 
'ijra ss  is green er on otWer Side attitudes, 
re s e a rc h  sWouss it s Ward

"I C-oncluSion', leaping from  tV\e fr<jin<̂  van into 

tWe fire ?

1 Introduction'. What do lounsm  + hospitality 
products and services really con sist of? 
Im portance o f understanding this question.

2 List basic components: attractions, 
entertainment, transport and accommodation

3 Further basic components', services, 
distribution and pricing

4- Key additional component: the overall 
customer experience

S  Company A: description o f their 
productis) / servicels)

b Company B : description o f their 
productis) / servicels)

7 Conclusion: tourism and hospitality products 
con sist o f several basic components and 
m usi be marketed as a composife

Essay extracts

This is the third component in the tourism and hospitality product. It covers transportation to the 
attraction, and also proximity to a sufficiently large population to make a market for the 
attraction. ‘Proximity’ should not be seen as physical distance. It can best be defined in terms of 
the time and the cost it will take to reach the attraction.

B

This sector differs from the other two in that traditionally it is not sales-driven. The culture 
can also be more bureaucratic. In the UK, it is decreasing steadily in size. Managers in 
this sector often believe that efficiency is best achieved through outsourcing to the private 
sector. The majority of managers do not seek to improve efficiency through internal 
changes. Research has shown that many managers find themselves under continual threat 
of privatization.
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Vocabulary bank

Understanding new words: using definitions
You will often find new words in academic texts. Sometimes you will not be 
able to understand the text unless you look the word up in a dictionary, but 
often a technical term will be defined or explained immediately or later in 
the text.
Look for these indicators:
is or are 'Marketing' is basically about...
brackets ... outlet (place of retail business).
or A t the end of the marketing process we have the 

marketing campaign or the activities carried out to 
promote ...

which ... localization, which involves ensuring that services and 
products are embedded in the local setting.

a comma or 
dash (-) 
immediately 
after the word 
or phrase

... internal marketing - service and sales skills.

phrases such as 
in other words 
that is

... the core activity of a business: that is, how the 
business does what it does. In other words, how a 
company manages its marketing.

Remember!
When you write assignments, you may want to define words yourself. 
Learn to use the methods above to give variety to your written work.

Understanding direction verbs in essay titles
Special verbs called direction verbs are used in essay titles. Each direction 
verb indicates a type of essay. You must understand the meaning of these 
words so you can choose the correct writing plan.

Kind of essay Direction verbs
Descriptive State ... Say... Outline ... Describe ... Summarize ... 

What is/are ...?
Analytical Analyse... Explain... Comment on... Examine... 

Give reasons fo r... W hy...? H ow ...?
Comparison/
evaluation

Compare (and contrast) ... Distinguish between ... 
Evaluate ... What are the advantages and/or 
disadvantages o f ...?

Argument Discuss ... Consider... (Critically) evaluate ... 
To what extent...? How fa r ... ?



Skills bank

Choosing the correct w riting plan
When you are given a written assignment, you must decide on the best 
writing plan before you begin to write the outline. Use key words in the 
essay title to help you choose - see Vocabulary bank.
Type of essay - content Possible structure

Descriptive writing
List the most important points of something: e.g., in 
a narrative, a list of key events in chronological order; 
a description of key ideas in a theory or from an 
article you have read.
Summarize points in a logical order.
Example:
What are the key features of marketing 
management?

• introduction
• point/event 1
• point/event 2
• point/event 3
• conclusion

Analytical writing
List the important points which in your opinion
explain the situation.
Justify your opinion in each case.
Look behind the facts at the how and why, not just 
what/who/when.
Look for and question accepted ideas and 
assumptions.
Example:
Explain the rise in online bookings from a marketing 
perspective.

• introduction
• definitions
• most important point:

example/evidence/reason 1 
example/evidence/reason 2 
etc.

• next point:
example/evidence/reason 3 
example/evidence/reason 4 
etc.

• conclusion

Comparison/evaluation
Decide on and define the aspects to compare two 
subjects. You may use these aspects as the basis for 
paragraphing.
Evaluate which aspect(s) is/are better or preferable 
and give reasons/criteria for your judgment. 
Example:
Compare marketing practices in America and Great 
Britain.

• introduction
• state and define aspects
Either:
• aspect 1: subject A v. B
• aspect 2: subject A v. B 
Or:
• subject A: aspect 1, 2, etc.
• subject B: aspect 1, 2, etc. 

etc.
• conclusion/evaluation

Argument writing
Analyse and/or evaluate, then give your opinion in a 
thesis statement at the beginning or the end.
Show awareness of difficulties and disagreements by 
mentioning counter-arguments.
Support your opinion with evidence.
Example:
'Bad internal marketing is demotivating for the 
workforce.' Discuss with reference to two or three 
companies.

• introduction: statement of issue
• thesis statement giving opinion
• define terms
• point 1: explain + evidence
• point 2: explain + evidence 

etc.
• conclusion: implications, etc. 
Alternatively:
• introduction: statement of issue
• define terms
• for: point 1, 2, etc.
• against: point 1, 2, etc.
• conclusion: statement of opinion
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9.1 Vocabulary fixed phrases

A Match the words to make fixed phrases. 

1 developing resources

2

3

4

5

6

7

8 

9

capital planning

agent of travel

natural country

public

retail

health

resort

destination city

budget 

health

development

change

Study the words and phrases in the blue box.
1 Complete each phrase in column 2 with a 

word from column 1.
2 Which phrase can you use to: 

agree only partly with a point 
begin talking about several points 
compare two ideas 
focus on an important point 
give a reason for a point 
mention an idea 
talk about certain circumstances

8

©

C Look at pictures 1-6 and quotes A-F on the opposite 
page.

1 Match each picture with a quote.
2 What is each person's connection with tourism? 

What aspects of tourism are they interested in?
3 In the quotes, replace the words in italics with a 

phrase from Exercise B.

D Read the extract on this page from the Hadford 
University handout about tourism in developing 
countries.

1 Match the blue words in this extract with the 
definitions on the opposite page.

2 Use your dictionary to check words you do 
not know.

1 2

a ... start with

some
... people think 
on ... other hand

many to ... extent
this on ... one hand

that ... real question is

the
on ... grounds that 
in ... case like this

to in ... sort of situation

HADFORD University

. . .  destination planning is important for 
the management of tourism. Players in the 
field have to realize that the resources of 

some destinations are limited and a large 
influx of people can have negative effects. 
A  country that is not used to mainstream 
tourism will not have the infrastructure in 

place to deal with it. In this way, tourism 
can become a controversial agent of 
change, and in the long term may not be 
sustainable. It can often cause a culture 
clash which may adversely affect a 
country and its people, especially if the 
destination was very naccessible before. 
The best tourism is based on a genuine 
interest in the country, its people and their 
values and beliefs. Tourists must 
understand that in countries with scarce 

resources and strong traditional ro< the 
indigenous population will want to 

preserve their heritage. So, tourism 
policies need to be developed carefully, 
and always in cooperation with the 
community.
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« a

Definitions

A a mass arrival J originating and living or occurring naturally in an area
B plans of action drawn up by a government or business K remote or unapproachable
C supplies that can be used when needed L the type of holiday activities that are popular with many
D characteristics of a community which have grown over people

many generations M thinking about how to develop a tourism area before
E the past and its traditions you allow tourists in

F capable of continuing with minimal long-term effect on N ideas that people firmly believe in
the environment 0 the basic facilities and sen/ices needed for the

G free from hypocrisy or dishonesty, real functioning of a community

H hard to find
1 something or someone that causes things to develop

P when people with very different beliefs and lifestyles 
come together

Q keep in perfect or unchanged condition

fg '! ‘There are so many interesting places to see in this country. 
Firstly, there are lots of historic sights, and then there are the 
nature reserves ... ’

"We feel that we are lost, and the spirits o f our ancestors are 
unhappy. But everybody tells us we should be happy, because 
tourism brings us wealth.’

fp '\  ‘At the moment, we make about 75 deliveries a week to the 
'  hotels in town. But the important thing is whether we can keep 

up with demand.’

fiT'- ‘I ’m shocked, because most people I talk to have no idea o f the 
pressures that tourism development puts on the natural resources 
o f this country.’

\r?\ ‘They say that the quality o f tourism services is reasonably good 
here. I don’t agree completely. My party wants to create a better 
infrastructure.

‘Profits are up quite a lot this year. When this happens we 
usually give the staff a generous pay increase -  but this year we 
want to fund the building of extra rooms.’
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9.2 Listening ■ Cornell note-taking system

M  Study the slide on the right. What questions do 
you think the lecturer will answer?

a 9 Listen to Part 1 of the lecture.
1 Complete the Notes section below.
2 Complete the Summary.
3 Answer the Review questions.
4 Is the lecturer's story a 'real' story?

w  Create a blank Cornell diagram. 
Listen to Part 2 of the lecture.

1 Complete the Notes section.
2 Write some Review questions.
3 Complete the Summary.
4 Were your questions in Exercise A 

answered?

9  Study the phrases in column 1 of the 
blue box. Listen to some sentences from 
the lecture. Which type of information 
in column 2 follows each phrase?

ffp / H A D F O R D  University

Tourism and  culture (Lecture 1)
• Impact of industry on people

• Issues of people and infrastructure

• From a good start into a downward spiral 

9 Solutions: regulation

1 2

1 As we shall see ... a developing trend
2 In terms o f... information about a point
3 It could be argued the speaker will make

th a t ... later

4 Research has shown an aspect of a topic the
th a t ... speaker wants to focus on

5 Increasingly, we find a statement the speaker
th a t ... agrees with

6 It's true to say that ... a conclusion

7 So it should be clear an idea the speaker may
th a t ... or may not agree with

Rpvioti » I
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9 TQumsm Am culture;

9.3 Extending skills

Study the words in box a.
1 Mark the stressed syllables.
2 O ' Listen and check your answers.
3 Which is the odd one out in each group? Why?

Study the phrases in box b.
1 Do you think the phrases show a digression 

(start or end) or a relevant point? Write D 
or R.

2 Look at the D phrases. Do they start or end 
the digression?

$  Listen to the final part of the lecture from
Lesson 2.

1 Take notes using the Cornell system. Leave 
spaces if you miss information.

2 What topic does the lecturer mention that 
is different from the main subject?

3 Why does the lecturer mention this topic?
4 What is your research task?
5 Compare your notes in pairs. Fill in any 

blank spaces.
6 Complete the Review and Summary sections.

What information does the lecturer provide about sources? 
Jsten to the extracts and complete the table below.

b : ~ —
1 impact (n), influx, mainstream, preserve
2 acknowledge, consequence, heritage, 

influence
3 indigenous, infrastructure, publicity, 

sustainable
4 probably, generally, usually, financially

Now, where was I?
It's the first of these points that I'm going to 

focus on now ...
By the way, ...
So to get back to the topic ...
I have a story to tell you ...
If we move on now to ...
You don't need to take notes on th is ...
Let's turn to ...
When we look a t ..., we'll find ...

Extract 1 Extract 2 Extract 3 Extract 4

Name of writer

Title and date of source

Location

Type of reference

Relevant to ...?

Introducing phrase

Use your notes to write 75-100 words about tourism and culture.

■York in groups. Study the five negative factors that 
-nay affect tourism in box c and find information on 
;nem and examples.

1 What kind of information will you need to find?
2 What ideas do you already have? Write some notes.
3 Where can you go to find more information?

local culture is affected 
physical environment is damaged 
explosive growth of low-status jobs 
expressions of neo-colonialism 
inappropriate conduct by foreigners
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/ / X Reasons

Extract 1

Extract 2

Extract 3

Extract 4

, I You are going to hear some students in a seminar. 
They have been asked to discuss the question:
'Why is culture important in tourism?'

1 I j i  Listen to the seminar extracts. Put a /  for a 
good contribution and a X for a poor one in 
the table below.

2 Give reasons for your opinion.

K# Study Figure 1. Which negative effects of tourism 
are shown in the photographs?

Work in groups of three or four.
1 Discuss and exchange the information you 

found for the topics in Lesson 3, Exercise F.
2 Discuss how best to present this information.
3 Present the result of your discussion to the class.

F  You are going to take part in a seminar to discuss a 
new tourism project.

1 Study the case information on the opposite 
page about Haru.

2 Work in groups of six. Read your role card (see 
page 105) and prepare your role.

3 In your group, discuss and agree how tourism 
should develop in Haru. Use the ideas, words 
and phrases from the unit.

4 Finally, design a one-page brochure that explains 
your plans. Present the plans to the class.

Figure 1: Some negative aspects o f tourism

fk  Look at the words in the blue box. Identify their 
stress patterns.

i  Work in pairs.
Student A: Think of good ways to take part in a 
seminar.
Student B: Think of bad ways to take part in a 
seminar.

atmosphere confidence destination 
development economy effect 

employment environmental exploit (v) 
guidelines monitor positive unique
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9 TOURISN AND CULTURE

orest í>  S

Sarulang * 
tribe 

“ village

river

beach

airport

highway 
to Shanda 
(100 km)

Haru

to Shanda

Road conditions 
Indiginous attraction 
Natural attractions

dirt roads, some tarmac
Harulang tribe (500 people), active art community 
river, lake, rainforest

Developing tourism in Haru

Inhabitants_ _ _ _ _ _ _ _ _ _ _ 25,000_ _ _ _ _ _ _ _ _ _ _ _ _ _ _
Closest city_ _ _ _ _ _ _ _ _ _ _ Shanda (100,000 inhabitants)
Closest airport Haru (only light planes)
Distances 100 km to Shanda

30 km to coast 
100 m to lake

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec
Average temperatures °C

Haru is a medium-sized town situated on a 
beautiful lake. For decades the inhabitants 
of this small township of some 25,000 
people have lived a fairly isolated life, 
despite the arrival of television and the fact 
that national newspapers are on sale.
However, a group of local business people 
has started discussions with an 
international hotel chain to establish 
tourism in the area. At the same time, the 
neighbouring Harulang tribe, who are 
artistically very active, want to cash in on 
tourism by offering tours to their forest and 
village.

The closest large city is two hours away 
on dirt roads, but the natural beauty of the 
area seems to offer opportunities to draw 
tourists from the city and from abroad to 
this area. The hotel operators wish to tackle 
the project cautiously and have consulted 
with people in the town, as well as with 
elders from surrounding tribes. There is a 
general feeling of excitement, but also of 
fear: many people are afraid that the 
traditional way of life will get lost.

A seminar has been organized to bring 
representatives of the stakeholders together for 
a discussion.



Recognizing fixed phrases from tourism  and hospitality (2)
Make sure you understand and can pronounce these phrases and words.
budget travel
destination planning
developing country
health resort
host country
low-income jobs
mainstream tourism
natural resources
public health
retail development
tourist destination

Recognizing fixed phrases from academic English (2)
Make sure you understand these fixed phrases from general spoken academic English. 
As we shall see, ...
But the real question is ...
From the point of view o f ...
In a case like this ...
In terms o f ...
In the sense that...
In this sort of situation ...
The first thing is ...
That's the reason w hy ...
Increasingly, we find th a t...
It could be argued that...
It's true to say that...
Many people think ...
On the grounds that...
On the one hand, ...
Research has shown th at...
So it should be clear that...
That would be great, except...
To some extent...
To start with, ...



1

Using the Cornell note-taking system
There are many ways to take notes from a lecture. One method was
developed by Walter Pauk at Cornell University, USA.
The system involves Five Rs.
record Take notes during the lecture.
reduce After the lecture, turn the notes into one- or two-word questions 

or 'cues' which will help you remember the key information.
recite Say the questions and answers aloud.
reflect Decide on the best way to summarize the key information in the 

lecture.
review Look again at the key words and the summary (and do this 

regularly).

Recognizing digressions
Lecturers sometimes move 
away from the main point in 
a lecture to tell a story or an 
anecdote. This is called a 
digression. You must be able 
to recognize the start and end 
of digressions in a lecture.
Sometimes a digression is 
directly relevant to the 
content of the lecture, 
sometimes it has some 
relevance and sometimes, 
with a poor lecturer, it may be 
completely irrelevant. 
Sometimes the lecturer points 
out the relevance.
Don't worry if you get lost in 
a digression. Just leave a 
space in your notes and ask 
people afterwards.

Recognizing the start That reminds me ...
1 remember once ...
By the w ay...

Recognizing the end Anyway, where was 1?
Back to the point.
So, as 1 was saying ...

Understanding 
the relevance

Of course, the point of that story is...
I'm sure you can all see that the story 
shows...
Why did 1 tell that story? Well, ...

Asking about 
digressions

What was the point of the story about 
Tibet?
Why did she start talking about note-taking?
1 didn't get the bit about...

Referring to other people's ideas
We often need to talk about the ideas of 
other people in a lecture or a tutorial.
We normally give the name of the writer 
and/or the name of the source. We 
usually introduce the reference with a 
phrase; we may quote directly, or we 
may paraphrase an idea.

Name and
introducing
phrase

As Leiper points o u t...

To quote Leiper...

Where in Principles of Tourism ...

What we can think of culture as ...

V,



10.1 Vocabulary 'neutral' and 'marked' words • expressing confidence/tentativeness

H  Study the words in box a.
1 Use your dictionary to find out the meanings.
2 What part of speech is each word?

¡1 Read the Hadford University handout.
1 Use your dictionary or another source to check 

the meanings of the highlighted phrases.
2 Which are the stressed syllables in each phrase?

Look at the pictures on the opposite page.
1 Who are the people in each picture? What kind 

of organization do they work for?
2 Describe which role in the organization these 

people fulfil.
3 Indicate where they would be on the 

organization chart.

¡0 Study the words in box b.
1 Check the meanings, parts of speech and stress 

patterns.
2 Put the words into the correct box in the table 

below, as in the example.

Neutral Marked

rise, increase ro c  kef, soar

fall, decrease

big, large

good

small

adopt commitment corporate 
empower enhance implement 

operational perform productivity 
strategic tactical

¿ .^ H A D F O R D  University

Changes in corporate  
m anagem ent

In tourism and hospitality there appears to be a 
shift from companies using process-oriented 
management, where standardized__ . '
operating systems are important, to adopting 
performance-driven management, where 
empowerment of workers is central. A top-down 
management style does not always seem to 
serve business interests best. Therefore, 
employee involvement has become a business 
strategy for many operations. However, 
managers are still important in deciding how to 
use human resources and how to implement 
long-term strategic decisions.

brilliant collapse enormous 
fantastic great huge insignificant 

massive minimal minor outstanding 
plummet rocket significant slump 

soar superb tremendous

Read the extract from a chairman's letter to shareholders.
1 Use a marked word in place of each of the blue (neutral) words.
2 Look at the red phrases. How strong or confident are they?

It is generally accepted now that companies need to involve their staff in important decisions. Undoubtedly, 
the number of departments in our company empowering employees is rising, but it is fair to say that 
empowerment is not large in this organization at present, and we have a good opportunity to improve in this 
area. We may start to introduce changes over the next few months. You can be confident, however, that we 
will not make any managerial changes which lead to a fall in profits.
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10 ftlANAGING PEO PLE AND ffiQHEY

accounts
rec/pay

accountant
resort
sales

functions
supervisor

so
cl

us
ef

general
manager

executive
secretary

housekeeper

reservations
reception/porters

activities/ 
golf shop

rooms 
duty manager

functions
manager

food and bev 
duty manager

grounds
maintenance

manager

chief engineer 
hotel 

maintenance
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10.2 Reading identifying stance and level of confidence • inferring implicit ideas

the sentence on the right. Each phrase in box a
could go in the space. What effect would each one have 
on the bds? Afe/fr.//z>/7? ***- i/eryconf/c/ent to

* = very tentative.

B  Survey the text on the opposite page.
1 What will the text be about?
2 Write three research questions.

Read the text. Does it answer your questions?
I

D  Answer these questions.
1 What level of decision-making is involved when 

a company decides to merge with another?
2 A tour operator decides to try to buy extra 

rooms for one season only. What kind of aim is 
this?

3 What is the opposite of a top-down 
management style?

4 What reason does Murphy give for the need for 
good management?

5 What does Page believe is the main objective of 
most tourism producers?

6 What is Leiper's case study an example of?
7 Who has to change in Buhalis and Costa's 

'transformations'?

Poor management last year

the decline in visitor numbers.

probably caused
may have contributed t o .......
was possibly one of the factors which 

contributed to .......
could have been a factor which led 

to
caused
seems to have caused

It is obvious ...
Many writers seem to agree
It appears to be the case ...
many writers have claimed ..
Leiper's 1995 study found ...
Much of the data in that 

study suggests ...

: Find the phrases in box b in the text. Is the writer 
confident (C) or tentative (T) about the information 
which follows?

Study the last sentence of the last paragraph.
1 Underline the marked words the writer uses.
2 What does the choice of these words tell you 

about the writer's opinion of the Hilton chain?
3 Find neutral words to use in their place.

Study the example sentence on the right, and then 
sentences A and B.

1 Divide sentences A and B into small parts, as in 
the example sentence.

2 Underline any linking words (e.g., conjunctions).
3 Find the subjects, verbs, objects/complements 

and adverbial phrases which go together.
4 Make several short simple sentences which show 

the meaning.

Example:

Many w riters | seem to agree | that [ in 
tourism , | as in any other business, I management
I takes place I at three levels: strategic, tactical and 

operational.

However, many smaller businesses, like the 
resort described below, opt for a different 
solution altogether, which Briedenhann and 
Wickens define as 'empowerment and 
progressive capacity-building of local people into 
management positions.'

In recent years, many writers have claimed that 
decentralizing management has a very positive 
effect on the success of a business, but not all 
evidence supports that belief.
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Top-down or bottom-up?

All businesses need good management, and one important principle that managers should follow 
is 'focus on the customer'. It is obvious, therefore, that 'Organisations that specialise exclusively 
or largely in tourism need business strategies centred around tourists' (Leiper, 2004, p. 259).

Many writers seem to agree that in tourism, as in any 
other business, management takes place at three 
levels: strategic, tactical and operational. Strategic 
decisions are long-term, affect the whole organization 
and are made by senior managers. They are complex 
and based on uncertain information. Tactical decisions 
are focused on how to implement strategic decisions. 
They are medium-term, made by heads of business 
units, and affect parts of the organization. Operational 
decisions are concerned with short-term aims and 
day-to-day management. Junior managers or 
supervisors can make these decisions.

It appears to be the case that, despite sharing general 
principles, tourism and hospitality organizations 
structure themselves in many different ways 
depending on where they are, what size they are and 
what they offer. Some, especially for instance large 
hotel chains, will often adopt a traditional top-down 
style, with a general manager and a management 
team representing human resources, finance, 
operations, marketing, IT, legal, etc. However, many 
smaller businesses, like the resort described below, 
opt for a different solution altogether, which 
Briedenhann and Wickens define as 'empowerment 
and progressive capacity-building of local people into 
management positions.' (Richards, 2007, p. 88). A 
large number of companies seem to adopt this 
management style and many try to combine the two.

Murphy and Murphy (2004) claim that pulling 'the 
various industry and community components 
together to form an approved and competitive 
community tourism product will be fundamental to 
the success of a destination' (pp. 405-406). They go on 
to say that this process needs good management in 
the form of leadership. Page (2006) asserts that the 
majority of businesses involved 'in the delivery and 
production of tourism products ... operate for a profit 
motive, and for them to achieve this objective they 
need management in order to get things done.' (p. 249)

Leiper (1995) describes how the manager of a Pacific 
resort changed the way it was run and the roles of the 
employees. He changed a resort hotel with more than 
100 accommodation units into eight small hotels 
arranged around shared facilities (front desk, pool 
and restaurants) and allowed the new hotels to be

operated without GM supervision or line managers.
In doing so, the owner combined two management 
theories. The first is that 'breaking up big 
organisations in small teams can enhance productivity 
and quality' (Leiper, 1995, p. 272). The second states 
that 'empowering workers, giving them the right to 
make decisions on matters which might otherwise 
require managerial authority, can enhance quality and 
encourage commitment from employees' (ibid.).

In recent years, many writers have claimed that 
decentralizing management has a very positive effect 
on the success of a business, but not all evidence 
supports that belief. For example, Leiper's 1995 study 
found that the resort experienced considerable 
managerial difficulty. This was partly caused by 
managers who could not adapt to a new role which 
required them to coach rather than manage. Also, 
workers found it difficult to deal with the new 
responsibilities. Much of the data in that study 
suggests that the experience was typical and confirms 
the suspicion that empowerment is a feature that 
needs strict management. At the time of writing, the 
hotel seems to have gone back to its previous 
centralized management style.

Buhalis and Costa (2005) talk about tourism initiatives 
that show three characteristics: 'first, a shift away 
from centralized, process-oriented bureaucracies to 
more decentralized, performance-driven management 
structures; secondly, a shift away from fragmented, 
standardized operating systems to more ... integrated 
forms of working where there is greater employee 
involvement and empowerment; thirdly, a change in 
the role of managers' (p. 87).

However, as Evans, Campbell and Stonehouse (2003) 
assert, in 'all industries ... some organizations are 
more successful than others. This is as true for ... 
travel and tourism as for any other industry. The 
best performers ... possess something special that 
weaker competitors do not have and this enables 
them to outperform their rivals.' (p. 48) After all, 
even very large companies start small, as can be seen 
in the case of the Hilton brand. Its development has 
been astonishing, from an insignificant one-hotel 
operation in 1919 to a gigantic global brand almost a 
century later.



A  Read the four essay questions. What types 
of essays are they?

Look at text A on the opposite page. Copy 
and complete Table 1 below.

C Look at text B on the opposite page. Copy 
and complete Table 2.

B  Read the title of essay 4 again.
1 Make a plan for this essay.
2 Write a topic sentence for each paragraph 

in the body of the essay.
3 Write a concluding paragraph.

Table 1

Compare decisions a company might take to 
achieve a short-term goal, and those it might take 
to achieve a long-term goal.

Explain from a managerial viewpoint how some 
of a company’s main resources might help it to 
achieve its goals.

Outline some of the ways in which a company 
can raise finance for its operations.

Describe, with some examples, the financial 
problems faced by small tourism or hospitality 
business start-ups. Consider how small businesses 
can best solve these difficulties.

Table 2
Situation
Problem
Solutions

Solution
Argument for
Argument against

10.4 Extending skills writing complex sentences • references • quotations

Expand these simple sentences. Add extra information. Use the ideas you discussed in Lessons 2 and 3.
1 High street banks do not always give loans to new small businesses.
2 Small entrepreneurs cannot issue shares to the public.
3 Not all evidence shows that decentralizing

management is positive.
4 Allowing employees to take strategic 

decisions is risky.

B  Look at the reference list (C) on the opposite 
page. Copy and complete Tables 1-3.

Look at the pages from a book (D) on the 
opposite page.

1 Complete a further row of Table 1.
2 How could you write this as a reference?

D What do the abbreviations in the blue box mean?

Table 1: Referencing books
Author(s) Date Place Publisher

Table 2: Referencing journals

Name of journal Volume Pages

Table 3: Referencing websites

Retrieval date URL

& © cf. edn. 
ibid. n.d. op. cit.

ed(s). etal. 
p. pp. vol.

Look back at the text on page 81 (Lesson 2).
1 Find all the research sources (e.g., Leiper, 2004, page 259).
2 Add the page numbers to the correct reference in the list on the opposite page.
3 W hat punctuation is used to introduce each direct quote?
4 W hat words are used to introduce each direct quote? Why does the writer choose each word?
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A

Case Study 1: Financing a tourism business

In 2006, Alison Cole left her nine-to-five job and set 
up a company called Moreton’s Myth Horse Treks 
which organized horse-riding adventures for tourists. 
She operated from her five-acre country property. Her 
high street bank refused her a loan but agreed to an 
overdraft of £4,000. With this and a government Small 
Business Start-up loan of £5,000, Alison was able to

Management of a small hospitality business 
involves dealing with money as much as with 
people. It is clear that small businesses 
cannot rely on banks for financial help. 
Another alternative which may be considered 
by small entrepreneurs is to raise finance 
through the sale of equity in the business to a 
venture capitalist (Brookes, 2003). Grange 
(2005) argues that this represents ‘a sound 
option’ (p. 34) since these investors are often 
experienced business people and the small 
business owner may benefit from their 
business advice. However, Grange (Ibid.) 
also points out that, The disadvantage is that 
the small entrepreneur is no longer the sole 
owner, and more importantly perhaps, may 
well see their hard-earned profits go to 
someone else.'

lease a stall in a market in her local town and also set 
up a website through which she could sell her treks. 
When, in 2007, she wanted to expand her business to a 
small stables operating from the local park, her bank 
again refused her a loan, despite the fact that she was 
now beginning to make a profit. Eventually, Alison 
borrowed the money from her mother and brother. jpg J |

(adapted from Venture, 2005)
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Recognizing fixed phrases from  tourism  and hospitality studies (3)
Make sure you understand these key phrases relating to management.
top-down management style business strategy human resources
process-oriented management style business interests management team
strategic decision long-term senior manager
tactical decision medium-term line manager
operational decision short-term employee involvement

Recognizing fixed phrases from  academic English (3)
Make sure you understand these key phrases from general academic English.
One of the ... In this sort of situation ...
In some circumstances, ... It is obvious/clear th a t...
Even so, ... It appears to be the case th at...
..., as follows:... Research has shown ...
The writers conclude/assume/suggest th a t... The evidence does not support this idea.

Recognizing levels of confidence in research or inform ation
In an academic context, writers will usually indicate the level of confidence in information 
they are giving. When you read a 'fact' in a text, look for qualifying words before it, which 
show the level of confidence.
Examples:
It appears to be the case th a t... / This suggests th at... (tentative)
The evidence shows th a t... / It is clear th at... (definite/confident)

Recognizing 'm arked' words
Many common words in English are 'neutral', i.e., they do not imply any view on the part of 
the writer or speaker. However, there are often apparent synonyms which are 'marked'. 
They show attitude, or stance.
Example:

Neutral Marked
Occupancy rates rose by 10% last year. Occupancy rates soared by 10% last year.

When you read a sentence, think: Is this a neutral word, or is it a marked word? If it is 
marked, what does this tell me about the writer's attitude to the information?
When you write a sentence, think: Have I used neutral words or marked words? If I have 
used marked words, do they show my real attitude/the attitude of the original writer?
Extend your vocabulary by learning marked words and their exact effect.
Examples:
Neutral Marked
go down, fall, decrease slump, plummet
say, state assert, maintain, claim, argue, allege
good great, brilliant, tremendous

8 4



IB  M ANASINS PEO P LE AND MONEY
■■■ .

Identifying the parts of a long sentence
Long sentences contain many separate parts. You must be able to recognize these parts to 
understand the sentence as a whole. Mark up a long sentence as follows:
• Locate the subjects, verbs and objects/complements and underline the relevant words.
• Put a dividing line:

■ at the end of a phrase which begins a sentence
■ before a phrase at the end of the sentence
■ between clauses

• Put brackets round extra pieces of information.
Example:
In recent years many writers have claimed that decentralizing management has a very 
positive effect on the success of a business, but some evidence does not support that belief.
In recent years | many writers have claimed [ that decentralizing management has a very 
positive effect (on the success of a business,) | but some evidence does not support that belief.

Constructing a long sentence
Begin with a very simple SV(0)(C)(A) sentence and then add extra information.
Example:

Small companies need help.
As many 
recent studies 
have shown,

small companies in every 
kind of 
industry

need help of many 
kinds,

including 
money 
and advice.

W riting a bibliography/reference list
The APA (American Psychological Association) system is probably the most common in the 
social sciences. Information should be given as shown in the following source references for a 
book, an Internet article and a journal article. The final list should be in alphabetical order 
according to the family name of the writer. See the reference list on page 83 for a model.

Author Date Title of book Place of publication Publisher
Lei per, N. (1995). Tourism management. Melbourne: RMIT Publishing.

Writer or 
organization

Date 
(or 'n.d.')

Title of Internet 
article

Date of 
retrieval

Full URL

Google. (2007). Hilton hotels. Retrieved 
December 4, 
2007, from

http://en.wikipedia.org/wiki/
Hilton_Hotels

Author Date Title of article Title of journal Volume and page numbers
Northcote, J., 
& Macbeth, J.

(2006). Conceptualizing 
yield: Sustainable 
tourism management.

Annals of
Tourism
Research.

33, 199-220.

More information on referencing (including other systems such as MLA) can be found on: 
http://owl.english.purdue.edu/owl/resource/560/05/ or www.westwords.com/guffey/apa.html

дмявшу̂ 1>гн|тлиаа̂ а|'’'''|г1'ге«'гто1|г','1''1гтп1Т1'1|||адт5ашшмеа
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11.1 Vocabulary linking ideas P

A  Look at the diagram on the opposite page.
1 Name the five factors.
2 Discuss how the examples of each 

factor might influence businesses.
3 Give more examples of each factor.

B  Study the linking words and phrases in box a.
1 Put them into two groups for:

a discussing reasons and results 
b building an argument.

2 Is each linking word used to join ideas: 
a within a sentence?
b between sentences?

3 Can you think of similar linking words?
4 Put the linking words in question 1 b in a suitable 

order to list points in support of an argument.

Study the words in box b.
1 Sort the words into groups according to 

whether they are mainly concerned with 
people or with change or both.

2 In pairs, explain your decisions.
3 Are the words nouns, verbs or adjectives? What 

is their stress pattern?
4 What other words or phrases have the same 

meaning?

B  Read the text on the right.
1 Complete each space with a word or phrase from 

box a or box b. Change the form if necessary.
2 Can you think of other words or phrases with 

the same meaning as the blue words?
3 Highlight all the words and phrases in the text 

connected with people and work or change.
4 Match the phrases below with a later phrase in 

the text that refers back to them, as in the 
example.
Example:
people ... in their 70s - these elderly employees
the effects fewer young people 
parts of the world markets

Do the quiz on the opposite page.

Another point is ... As a result, 
because Finally, Firstly, For example.

In addition. Moreover,
One result of this is ... Secondly, since So,

affect ageing consultant diversify 
effect elderly immigrant part-timer 

population rethink shrink youth

According to Peter Drucker (2001), a well-known 
business thinker, there are many demographic
changes which w ill___________ businesses
profoundly over the next 25 years. Firstly, the
___________ is ageing an d _____ .______ patterns
of employment w ill___________ . For
___________ , provision of pensions for retired
people is becoming an increasingly serious
problem for governments............ ..... .....many
people will have to continue in their jobs until
they are in their 70s. I n ____ ___ _ , these
__________ employees are not likely to work for
companies on a full-time basis but a s -------------- ,
part-timers or temporary staff.
___________ , there are the effects of fewer young
people in many parts of the w orld.___________
that many of these countries will have to rely
more and more on a n ___________ labour force.
___________ that markets will need to change:
because the falling numbers of younger people 
mean fewer families, businesses which have built 
their markets on the basis of the family unit will
now have t o ___________ their approach.
___________ , up to now there has been an
emphasis on th e ___________ market; from now
on, the middle-aged segment is likely to dominate
___________ , since the supply of younger
workers w ill___________ , businesses will have to
find new ways to attract and retain staff.

Source: Drucker, P. (2001, November 3-9). The 
next society. The Economist, pp. 3 -2 0 .

8 6



'it EX T ER ííí’.L |I»?¡.I?FHC-E5.

better education
Technological

■factors

factors
^  T  OURISM '''  
AMD HOSPITALITY' 
^ B u s in e s s e s  -climate change

inflation
factorsfactors

Sustainable tourism  quiz

W hat m akes tourism , and  yo u , responsible?

6 Tourism operators should have an environmental 
audit. W hat is the purpose o f this?

7 W hat do you think the Golden Rules of 
sustainable tourism  arc for tourists? Com plete 
these sentences:

1 How would you define tourism?

2 Tourism is most popular in coastal areas. Give 
examples of coastal tourism.

3 Tourism is not considered an environmentally 
friendly industry. Why not?

4 Which one of these is NOT a key aim of 
sustainable tourism?

a social responsibility

b profit for tour operators

c commitment to conservation

d integration of local people

5 Which organizations should be involved in 
making tourism sustainable?

a Think of your holiday as

b Have respect for

c Don’t waste

d Leave nothing behind but footprints -  take 
nothing away b u t ...

e Use non-polluting forms of ...

f  Keep a sense of hum our when ...

g Choose your holiday ...

What factors have an impact on tourism and hospitality businessesP

I t » .A
H A D F O R D  University

com iputers

increase in life 
expectancy

mg birth rate

new business laws

consumer spending pressure
groups
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recognizing the speaker's point of view • making notes • writing up notes

A  You are going to  listen to  a lecture by a guest 
speaker visiting the School o f Tourism and 
Hospitality Management at Hadford University. 
Look at the poster on the right.

1 What is the lecture going to  be about?

2 Decide on how you are going to  make notes. 
Prepare a page in your notebook.

1  Q  Listen to  Part 1 o f the lecture and make notes.

1 What is the focus o f the lecturer's talk?

2 What are the three main factors tha t the 
lecturer w ill discuss?

3 What does the lecturer remind everybody 
of before he begins?

c  9  Listen to  Part 2 o f the lecture and make notes.

D Answer the questions on the handout on the 
right, using your notes.

Refer to  the model Cornell notes on page 106.

1 Check your answers w ith the model.

2 Complete the Review and Summary sections 
o f the Cornell notes.

The lecturer talks about mass tour operators 
as a case in point. Listen again to  tha t part o f the 
lecture. Which words tell us whether the 
information is fact or opinion?

9  Study the phrases in the blue box. Which type 
of information below follows each phrase? Listen 
to  some sentences from the lecture.

•  restatement
•  defin ite point
® summary o f a source
• example
« statement o f a topic
•  another point 
® tentative point 
« clarification
9 purpose fo r speaking

W rite out one section of your notes in complete 
sentences.

See Skills hank

•< 'H A D FO R D University

Visiting Speaker: Dr William 
Grayson
15th February 5 .0 0  p.m.

'Tourism as a global business: 
sustainable checks and balances'

Dr Grayson will explore key factors 

affecting business decisions in 

today's global tourism and hospitality environment.

1 What factor did the lecturer discuss first?

2 What examples of this factor did the lecturer 
mention?

3 What happened in 1979?

4 What were the effects for business?

5 Which organization campaigns on 
environmental issues?

6 Which organization found it hard to recover 
from a negative image?

7 What does Iceland’s whaling industry have to 
do with the influence of pressure groups?

8 Why could it be hard for tourism organizations 
to practise sustainable tourism?

9 What type of economic activity has decreased 
and what type has increased in developed 
countries?

10 What might be the effects of the increasing 
economic power of countries such as India and 
China?

1 that is to  say ...
2 Don't misunderstand me.
3 To some degree, ...
4 It is fa ir to  say th a t ...
5 Not only that, b u t ...
6 In an attem pt to  ...
7 w ith respect to  ...
8 ... is a case in point.
9 ... gives a good description o f ... in

10 Briefly, (he) explains how ...
11 (She) has no doubt t h a t ...

1
11.2  Listening
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11.3  Extending skills stress in phrases • building an argument

Study the phrases in box a.

1 Mark the stressed syllables in each phrase.

2 ©  Listen and check your answers.

3 Which phrases have adjective + noun? Which word has the 
stronger stress in these phrases?

Look at the topics below.

global warming pollution waste management

1 What would you like to  know about these topics in relation 
to  tourism and hospitality?

2 Prepare a page in your notebook to  make 
some notes.

global warming 
waste disposal 
natural phenomena 
business opportunities 
threats to  the environment 
industrial emissions 
environmental issues 
a positive correlation 
aspects such as pollution

3 w  Listen to  the final part o f the lecture 
(Part 3) and make notes. If there is 
information which you miss, leave a space.

4 Compare your notes w ith someone else. Fill 
in any blank spaces.

Answer the questions on the Hadford University 
handout, using your notes.

Study the stages o f building an argument (a-f) 
in box b.

1 Put the stages in an appropriate order.

2 Match each stage (a-f) w ith  a phrase from 
box c.

Look at box b again.

1 O ' Listen to  a section from the lecture.
Make notes o f what the lecturer says fo r 
each stage o f the argument (a-f).

2 Check your answers to  Exercises D and E1.

Use your notes to  write  75-100 words about the 
main points in the final part o f the lecture.

In groups, discuss the research task set by the 
lecturer. Talk about these questions:

1 What are the three environmental topics 
you need to  consider?

2 Which one w ill you choose?

3 What ideas do you already have?

4 What kind of information w ill you need to  find?

5 Where can you go to  find more information?

Report back to  the class on your discussion. In Lesson 4 
you w ill take part in a seminar on this topic.

A D FO R D  University

1 What seems to be the most serious 
environmental issue, according to the lecturer?

2 What aspect of the environmental impact of 
tourism is often forgotten?

3 Who should play a key role in addressing the 
problem of global warming?

4 What other environmental problems are 
mentioned in the lecture?

5 What does taking responsibility for these 
issues mean for business? What is already 
happening?

6 What is your research task?

am a giving a counter argument
b giving your opinion
c stating the issue
d supporting the reason w ith  evidence

e rejecting a counter argument
f giving a reason fo r your opinion

It's quite clear th a t ...
The question is ...
The research has concluded tha t ... 
I'm afraid tha t just isn't true.
Some people claim ...
The evidence lies in the fact th a t ...

8 9



11.4  Extending skills making effective contributions to a seminar

I I  Study the terms in box a.

1 Explain the meaning o f the terms.

2 Mark the main stress in each term.

8  Study the words in box b. Match the words in 
columns 1 and 2 to  make phrases.

Study the GREENSCAPE.com web page on the 
opposite page.

1 What three types o f energy source are shown in 
the photos?

2 What opportunities, useful suggestions or 
threats can you identify fo r tourism and 
hospitality businesses? Make three lists.

D  Study the phrases in box c.

1 What purpose would you use these phrases fo r 
in a seminar?

2 Which phrases can you use fo r linking your new 
point to  a contribution by another speaker?

$  Listen to  some students taking part in a seminar. 
They have been asked to  discuss new technologies 
and some of the new environmental initiatives in 
tourism. While you listen, make a note of:

1 the main topic o f each extract

2 further details o f each topic

Study the Waste in the Workplace web page and 
discuss these questions.

1 What is the main message?

2 What can businesses do to  evaluate the ir level 
of waste?

3 Look at the 'W hat a waste!' list. What could 
tourism and hospitality businesses do about 
each o f the things on the list?

4 What do you th ink it means to  be 'eco-certified', 
and how could this help tourism and hospitality 
businesses?

5 What kind o f information would you expect to 
find under the 'Case study' link?

E  In groups, discuss your research findings on the 
positive and negative aspects o f environmental 
initiatives fo r tourism and hospitality businesses.

One person from the group should report the 
conclusions o f the discussion to the class.

carbon trading scheme 
climate change tax 
packaging reduction target 
recycling business opportunity 
renewable energy source 
sustainable accommodation design 
transit route pollution 
waste disposal regulation

1
z-sgmsag

2

biodegradable energy
carbon farm
emission foo tp rin t
environmentally fuel
fossil impact
greenhouse packaging
low gas
nature friendly
solar reduction
wave reserve
wind power

I'd like to  start by explaining ...

To carry on from this first point, I want 
secondly to  look a t ...

I don't th ink tha t is the main reason.

That seems like a very good point X is 
making.

I'm going to  expand the topic by 
mentioning ...

On the other hand, you might want to  
say th a t ...

As well as this issue, we can also look at 
a very d ifferent issue.

So to  sum up, we can say th a t ...

Does anybody have any opinions or 
anything they would like to  add?

I th ink we need a d ifferent viewpoint.

OK, to  continue then ...

Following on from what X has said ...

3 0



11 E X T E R N A L  INFLUENCES

m
Waste in the Workplace
All businesses produce waste as part of their working practices -  but this waste is actually a 

business cost. If a business is as efficient as it possibly can be, there is less waste and 

therefore lower costs -  not only that but you can help the environment tool

W hat a waste! How to 
manage your guests ... 
and yourself.

glass

cooking oil

pgper

water

wasted energy

packaaina

Get your business 
eco-certified! C lick here.

Tourism businesses 

need to take a look 

at how they can 

reduce waste. For a 

waste audit and 

advice on waste 

reduction, go to 

h t tp ; / /www.wastein 

thew orkp lace .com ./ 

advice

Tip of the week
Ask your guests to change linen every other day: it saves water!

GREENSCAPE.com your tourism  and hosp ita lity  environm enta l advisor

Look here fo r  the  la test regulations 
and in fo rm a tion  on:

A ir pollution

■  Climate change taxes on businesses

■ join a carbon trading scheme

H Latest international climate change 
; agreements

■ Pollution ; prevention

■ Laws on hazardous substances and 
emissions

■ Start your own carbon offset business 

Building

■ Sustainable building

■ How to improve the efficiency of existing 
facilities

W aste management

B Waste disposal regulations

■ Government packaging reduction targets

■ Waste in the workplace

Renewable energy

•  Install an alternative energy 
source, save money and 
help the environment!

Recycling

■ Why should we recycle?

S  How to recycle vour waste

■ Look here for recycling opportunities for you 
and your guests

9 1

http://www.wastein


Linking words
We use linking words and phrases to  join ideas together in a sequence, to  show how the ideas 
are related.
Some linking words can be used to  jo in independent and dependent clauses in a sentence. 

Examples:
Businesses which have bu ilt the ir markets Because falling numbers o f  young people
on the basis o f  the fam ily un it w ill now  OR mean fewer families, businesses which 
have to rethink the ir approach, because have bu ilt the ir markets on the basis o f
falling numbers o f young people mean the fam ily un it w ill now  have to rethink
fewer families. the ir approach.

Other linking words and phrases join sentences in a text.

Example:
Firstly, the population is ageing. As a result, certain types o f holiday are likely to become 
popular.

When building an argument, it is a good idea to  use linking words to  add points.

Firstly, ... Another po in t is ... In addition, ... ... whereas ...
For example, ... Secondly, ... Moreover,... Finally,...

Using words w ith similar meanings to refer back in a text
It is a good idea to learn several words w ith  similar or related meanings. We often build 
cohesion in a text by using d ifferent words to  refer back to  something previously mentioned.

Examples:

First mention Second mention Third mention Fourth mention

older workers elderly employees those o f pensionable 
age

people in their 70s

fe w e r... fa lling numbers o f ... dec lin ing ... reduced...

parts o f the world countries areas destinations

Recognizing fixed phrases from academic English (3)
In Units 7 and 9, we learnt some key fixed phrases from general academic English. 
Here are some more to  use when speaking.

Don't misunderstand me. the history o f ...
I'm afraid tha t jus t isn't true. the presence o f ...
in an attem pt to ... there is a correlation between ... and ...
... is a case in po in t to some degree ...
no t only that, b u t ... to the extent th a t ...
Some people say... What's more ...
the effect o f ... w ith respect to ...



Writing out notes in full
When making notes we use as few  words as possible. This means that when we 
come to  w rite  up the notes, we need to  pay attention to:

•  the use o f numbers and symbols fo r words and ideas, e.g.,
£.0 cycxotW oi" air travel Ward t o  sto^> b ottom  Une = ^>roi\t -Tor airl'vaes
The first point is that the growth o f a ir travel is going to be hard to stop, 
because the bottom  line is p ro fit fo r the airlines.

•  making sure the grammatical words are put back in, e.g.,
-----r^a<vj to u r is ts  '\ciC.reaSi<-\<̂ Uj c o n c e r a e d  abou t irwyacLt or\ eAVirorwervt

Many tourists are increasingly concerned about their impact on the 
environment.

•  making the implied meanings clear, e.g.,
>̂oUtvC.a\ ia c .torS  ta*atior\ yoUc-ies, p re ssu re  ^ rou ^ s}

Political factors which affect tourism include, fo r example, taxation policies, 
pressure groups ...

Building an argument
A common way to  build an argument is:

1 First, state the issue:
Can we change people's perception tha t waste is inevitable?

2 Next, give a counter argument:
Research has shown that changing attitudes is extremely difficult.

3 Then give your opinion:
In fact, m inim izing waste is far from being a new idea.

4 Then give evidence fo r your opinion:
The efficiencies in this holiday farm's waste management approach are based 
on recycling.

Linking to a previous point
When you want to  move the discussion in a new direction, introduce your 
comments w ith  phrases such as:
Following on from w hatXsaid, I'd  like to talk a b o u t...
I'm going to expand the topic by mentioning ...
As well as (carbon offsetting), we can also look a t a very d iffe ren t sort o f issue. 

Summarizing a source
When we talk about the ideas o f other people in a lecture or a seminar, we 
often give a summary o f the source in a sentence or two.

Examples:
A book by (name o f writer) called (name o f book) published in (year) gives an 
explanation o f  h o w ...
Briefly, (name of writer) explains how  ...
An introduction to (topic) can be found in (name o f writer).



opposite page.
does each point in the audit refer

your sentences from Exercise

re fe rring  back s in troduc ing  quotations/paraphrases

H. Study the words and phrases in box a.

1 How does each word relate to  IT in a tourism 
operation?

2 Check the stress and pronunciation.

H  Study the words in box b.

1 How can these people use IT to  create better business 
links w ith  each other?

2 Discuss your experience of booking online tourism or 
hospitality.

C  Read text A on the opposite page.

1 What is a SWOT analysis?

2 Connect each highlighted item to  its noun.
Example: i t  refers to  previously mentioned noun 
(company)

O  Study the verbs in box c. They can be used to  introduce 
quotations, paraphrases and summaries.

1 Check the meanings o f any words you don 't know.

2 Which verbs have similar meanings?

3 Which verbs are not followed by tha t?

4 When can you use each verb?

Example: accept = agree but w ith  some reluctance; 
the idea is often followed by but

Intranet Extranet Internet 
management information system 

decision support system 
touch-screen terminal blog

travel agent tour operator 
retailer events organizer 

hotelier restaurant owner 
transport provider web publisher

accept agree argue assert 
cite claim concede consider 

contend describe disagree dispute 
emphasize illustrate indicate 

insist note observe point out 
report show state suggest

Gaia is a boutique holiday resort offering 
relaxation and personal care to its customers.

Read text B on the opposite page. Look at the 
highlighted sentences.

1 What is the function o f each sentence?

Example: Employees should be involved in workplace decisions = opinion or recommendation

2 In an assignment, should you refer directly to  the highlighted sentences by quoting directly or 
paraphrasing?

3 W rite each sentence w ith  an appropriate introductory verb, a direct quotation or paraphrase, and 
the source references.

¥  Look at the SWOT analysis o f Gaia Boutique Resort Hotel on 
Which functional area (HR, marketing, finance, operations or IT)

11 How should Gaia respond to  the issues affecting its business?

1 Discuss in pairs.

2 Write a paragraph giving your recommendations. Include one of 
question 3.



12 ¡N FO R S tA T iO N , S T R A T E S Y  A N D  CHAÎS6E

A SWOT analysis
When a company's performance is looking poor, 'internal audit' in which its strengths and
it may need to make some changes. However, weaknesses are compared with those of the
before the company can do this, it should competitors. This means that managers should
establish where it is now through a strategic look at all the functional areas: finance, HR,
analysis. A commonly used technique for this is marketing and operations. The results of
the SWOT analysis. In this method, managers such audits are presented in a four-box
carry out an 'external audit' in which they summary of the business's current strengths
examine their business and economic and weaknesses, and the opportunities and
environment as well as the market conditions threats which will affect its future development, 
they face in order to understand the
opportunities and threats to the company. From Jones, M. (2007). Analysing  business performance.

Secondly, the organization needs to complete an Hadford: Hadford University Press.

B Managing change
'When a company is planning to make major 
changes, employees often react in negative 
ways. So managers need to persuade employees 
that change is necessary. An important point 
here is that Employees should be involved in 
workplace decisions. A useful approach is to get 
all employees to examine their operational 
practices using a common framework. Clearly, 
3managers must place value on the contributions 
of staff at all levels, from the boardroom to the 
shopfloor. 4As Albert Humphrey, who developed 
the SWOT analysis technique in the 1960s, 
asserts, managers m u st' ... stop thinking

Gaia SWOT analysis
Internal
audit

Strengths Weaknesses

• Staff are experienced and skilled at making 
visitors feel at home.

• Advertising costs have not been high because 
most advertising is done via the Internet.

• Accommodation and services are high quality and 
modern.

• The resort is well placed in an area of natural 
beauty close to town.

• A lot of money is tied up in real estate.
• Sales figures are beginning to dip.
• Profits are down on the same period last year. We 

could make a loss this year.
• Some staff are absent a lot -  through poor 

motivation.
• The resort is badly presented on its website and there 

are no links with third parties.
• Wages are increasing.
• Management information is not readily available.

External
audit

Opportunities Threats

• Increased leisure time and good pension schemes 
allow ‘baby boomers’ to spend more money.

• A new tour operator with a global network has 
recently been in touch to discuss cooperation.

• The Internet is now a growing source of 
information and a tool for booking.

• There will be a new land release next to the 
resort.

• A new tourism developer has shown interest in the 
new land release and wants to build a luxury resort 
with all facilities.

• Local business taxes will increase next year.
• The national tourism board has been focusing 

attention on adventure holidays, because they want to 
target a younger generation.

that the company is composed of individuals 
with individual job descriptions and a layer-on- 
layer authority structure' (Humphrey & Groves, 
2003)*. Only when comments and suggestions 
have been received from everyone, can the 
company start to consider its objectives and 
strategies for the future.

* Humphrey, A. & Groves, P. (2003). Turning a downturn into 
a major upturn. Finance Today, 7,124-126.

From Pickwell, M. (2006). Introduction to business strategy. 

Hadford: Hadford University Press, p. 24.
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12.2  Reading and paraphrasing

A  Discuss the fo llow ing questions.

1 What do customers expect from an online 
tourism service?

2 How can tourism and hospitality operations 
use IT to  ensure tha t they are successful?

Survey the text on the opposite page. W hat w ill 
the text be about? Write three questions to  which 
you would like answers.

Read the text. Does it answer your questions?

D Number the sentences on the right 1-9 to  show 
the order in which the information is presented in 
the text.

For each paragraph:

1 Identify the topic sentence.

2 Think o f a suitable title.

P Look at the underlined words in the text.
What do they refer back to?

Study the highlighted words in the text.

1 What linking words and phrases can you 
use to show:
• contrast?
® concession?
® result?
® reason?

2 Write the sentences again, using other 
linking words or phrases w ith similar 
meanings.

Read the text on the right. A student has 
w ritten about part of Hitchins' article, but 
the quotations and paraphrases have not 
been correctly done. Can you spot the 
mistakes and correct them?

Write a paragraph fo r a university lecturer, 
summarizing the development o f the 
tourism distribution channel as described in 
paragraph 3 of Hitchins' article. Decide 
whether you should quote or paraphrase 
the material from the text.

Virtual tourism may be good fo r the 
environment.

IT is defined as the tools tha t enable 
management.

IT systems support back- and front-o f- 
house systems.

Tourism organizations now rely on the 
complex integration of technological 
systems.

Business activities can be divided into 
primary and support processes.

Some operators in tourism and 
hospitality need to  redefine their roles.

The tourism and hospitality distribution 
channel has become complicated.

IT systems offer tourism operators many 
advantages.

Virtual tourism is growing fast.

As Hitchins (2007) explains that 
successfully integrating 
technology ... makes it easier to 
run a tourism business. Many 
organizations of all sizes now 
integrate the Internet with Intranet 
and Extranet to communicate with 
customers, business partners and 
employees.

According to Hitchins, he says that 
almost all travel sites now enable 
customers to plan their holiday 
from A to Z and demonstrating 
that integration of information 
technology tools is paramount to 
travel organizations.
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H O T E L  mo n t h l y

A great experience
Technological progress has 
revolutionized the way we think, act 
and even travel. Buhalis (2003) writes: 
'Tourism and technology go hand in 
hand' (p. 2). Kamel (2003) agrees: 
'Tourism is among the largest online 
industries and is one of the most 
important kinds of commerce through 
the Web' (p. 246). In tourism and 
hospitality, we define IT as the 
technological tools that enable 
strategic, tactical and operational 
management. It allows operators to 
manage information and processes, 
take decisions, communicate directly 
with customers and sell their 
products. Consequently, IT has 
become, w ith other core functions, 
such as marketing, finance, HR and 
operations, a major asset for any 
company in tourism or hospitality. It 
cannot be left out of the SWOT 
analysis.

Successfully integrating technology 
across an operation makes it easier to 
run a tourism business.
Organizations, big and small, now 
often depend on the complex 
interaction of Internet (for 
communication between a company 
and its customers), Intranet (for 
communication between employees 
and departments w ith in  a company) 
and Extranet (for communication 
between different parts of large global 
companies or between a company 
and jts immediate suppliers). But 
despite the fact that IT systems have 
become more and more complex, 
travelling has never been easier. Go to 
any travel site these days and you will 
be offered the opportunity to book 
hotels, flights, cars, catering and 
entertainment, and create exactly the 
experience you want, demonstrating 
that integration of information 
technology tools is paramount to 
travel organizations.

IT can play a role in all business 
activities, both prim ary  or support. In 
tourism, most of the prim ary  activities 
are called 'front of house' because 
they are visible to the consumer (for

instance, advertising, reservations, 
check-in and payments). Most support 
activities are called 'back of house'
(for instance, accounting, pricing and 
marketing). IT applications exist for all 
these activities. For front-of-house 
activities, there are such things as 
computer reservation systems, touch­
screen terminals that allow you to 
check in, Internet-based travel 
intermediaries (such as Expedia), or 
interactive websites and blogs where 
customers compare notes. For back- 
of-house activities, there are 
management information systems 
(MIS), decision support systems (DSS) 
and strategic information systems 
(SIS). Although all these applications 
are interconnected and seem to work 
well, the tourism distribution channel 
has become a complex system 
involving travel agents, tour 
operators, retailers, managers of 
attractions, providers of 
accommodation and catering, and 
many more players, as Figure 1 
shows.

Fig,1. from: Buhalis,D. (2003). eTourism: Information 
technology for stategic tourism management, p. 77

There are many advantages of 
integrated systems for a tourism 
operator. They can offer information 
on destinations, events and attractions, 
facilitate interaction, establish clubs for 
customers, provide special offers and 
deals, and create additional services 
through partnerships with other 
companies. In short, they add value to 
the industry and that is what it is all 
about. However, there are also some

By Michael Hitchins

disadvantages in the explosive 
growth of IT in the tourism and 
hospitality industry. One is the fact 
that some parties in the value chain 
seem to have become unnecessary. 
Tour operators and travel agencies, 
for example, primarily act as booking 
offices. As a result it looks as if they 
are not adding much value. As 
travellers become more informed and 
more independent -  especially young, 
experienced and educated travellers -  
they want to decide for themselves 
where to go, how to get there and 
what to do. Tour operators and 
agencies will need to re-establish their 
position and realize that they are 
service providers who possess 
knowledge and information their 
customers want. Perhaps this should 
be seen as an opportunity. Their niche 
could be the human touch in what 
many travellers are coming to see as 
an impersonal industry.

Tourism operates in an environment 
undergoing a great transformation, 
and new technological developments, 
such as virtual tourism, are growing 
fast. Virtual-reality museums, virtual 
communities, personalized electronic 
travel guides and mobile mapping 
software are all enabling us to 
experience tourism destinations 
before we even go there. Not to 
mention the virtual communities like 
Second Life, where virtual tour 
operators are guiding tours in online 
worlds and offering virtual holidays, 
and where real-life travel agents are 
setting up office. Is this perhaps the 
ultimate answer to the environmental 
constraints on global tourism? ■
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12.3  Extending skills
WKÊm

research reports: introduction, method, conclusion

A , Study the words in box a.

1 Check the pronunciation and grammar.

2 What are the ir meanings in a research 
report?

Ü  Read the introduction to  Report A and the 
conclusion to  Report B on the opposite page.

1 What methods were used in each piece of 
research?

2 What are the elements o f an introduction 
and a conclusion?

1 Read the tw o  Method  paragraphs on the right.

1 Put the verbs in brackets in the correct 
form.

2 Identify the original research questions, 
the research methods and other important 
information.

D What are the sections o f a research report? 
What order should they go in?

conduct data discussion findings 
implication interview interviewee 

interviewer lim itation method 
questionnaire random recommendation 

research question respondent results 
sample survey undertake

Report A: Method

A written questionnaire (design)Xo find out perceptions of 
Gaia’s quality of service and how Gaia (see) in relation to 

its competitors. Two thousand questionnaires (send) to a 
random sample of Gaia’s customers, of which 150 (return). 

In addition, 130 people (in terview ) while spending time at 
the resort during one day in June. Seventy per cent of the 

whole sample (be) people over 50.

Report B: Method

In order to find out the business activities of some successful 

boutique hotel companies, a survey of their websites (undertake) 

during the first week of June. The companies which (investigate) 

were Hideaway, Paradise and Just4You.

12.4 Extending skills research reports: questionnaires, find ings, discussion

A Describe the data in Figures 1 and 2 on the 
opposite page.

Look at the first paragraph from the Findings 
section o f Report A on the right.

1 Complete the paragraph w ith  linking 
words and quantity phrases. Put the verbs 
in the correct tense.

2 W rite another paragraph, using Figures 1 
and 2.

Look at the Internet research notes on the 
opposite page.

1 Match the business strategies in box b w ith 
an activity and a reason fo r doing it from 
the research notes.

2 Read the Findings section from Report B 
on page 104. W rite a discussion paragraph 
fo r Report B using ideas from the notes.

Report A: Findings

, on the negative side,

(79%) of customers (say) that 

Gaia’s range of services was not varied enough. Only

.....................  (10%) (rate) them as good quality.

...............................  , a ................ ........ ......minority

(45%) of repeat customers (state) that the quality of 

services over the past five years (deteriorate).

________________, ________________ the

respondents (71%) (want) Gaia to provide more 

virtual services.

building a community 
diversification
developing management information 
systems
jo in t venture/cooperation

98



12 INFORM ATION. S T R A T E G Y  AND CHANGE

Report A: Introduction

For a long time, Gaia Boutique Resort 
Hotel has been a highly successful 
business. However, because the company 
has lost market share recently, it is 
important to know what the customers 
think of the services provided. This report 
will describe a survey undertaken to find 
out customers’ attitudes towards Gaia 
Boutique Resort Hotel. Recommendations 
will also be made as to how the company 
can improve its customer care.

Report A

Report B: Conclusion

To conclude, it is clear that resort businesses which have 
prospered and grown are now making use of a wide range 
of IT technology, including the opportunity for customers to 
have a virtual tourism experience. In addition, in order to 
maintain success, a company needs to have strong financial 
control and to consider strategies such as joint ventures 
with tour operators, travel agents, local retailers and 
important tourist attractions. In our opinion, Gaia Boutique 
Resort Hotel should consider such strategies and look 
closely at the methods adopted by its competitors. Unless 
action is taken urgently, the company is in danger of going 
out of business. There is no reason why the company should 
not have a bright future if the right decisions are taken.

100 100 

90

I P
% yes % no X don't know

■  Is catering good quality? Are levels of comfort good? 3 Staff polite and helpful? 

Figure 1: Gaia Boutique Resort Hotel service quality

I
Prefer Gaia?

% no % don't know

Good discounts?

Figure 2: Gaia Boutique Resort Hotel
compared to other companies

Report 8_____________________________________________________

Xnternet research notes on .Seqrd-.eS o-P boutijue Kate) companies 

Activity____________________________Reason/result?___________

I in ve s t in X T  in fra s tru c tu re A create, luider customer base

9- cooperate Loitk providers abroad 

(travel agents , tour operators)

3  establish clubs fo r customers 

V  rv£Fpr ne>tii cvP H C tlV lt ie S

8 ability to  take sto teg ic decisions 

v. return Visits

_D greater access to  neLo services .

1
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Vocabulary bank

Introductory verbs
Choosing the right introductory verb is important. Your choice o f introductory verb shows 
what kind o f statement the w rite r is making.

Example:
Pickwell (2006) argues tha t everyone should be involved in shaping a company's future.

Your choice o f introductory verb also shows what you th ink of another writer's ideas. This is 
an im portant part o f academic work.

Example:
Hitchins (2007) claims tha t Gaia failed to take adequate account o f IT factors.

Verb The w riter...
agree thinks this idea from someone else is true
accept, concede reluctantly thinks this idea from someone else is true
consider, emphasize, note, observe, 
po in t out, state, suggest*

is giving his/her opinion

argue, assert, claim, contend, insist is giving an opinion tha t others may not agree w ith
cite is referring to  someone else's ideas
disagree, dispute thinks an idea is wrong
suggest* is giving his/her recommendation
describe is giving a definition/description
illustrate, indicate, show is explaining, possibly w ith an example
report is giving research findings

*suggest can have tw o meanings

Linking ideas in a text
- ‘ ■

Linking words, which jo in ideas w ith in  a sentence or between sentences, convey different 
meanings.

Within sentences Between sentences
Contrast but, whereas, while However, In/By contrast. On the other hand
Concession although, despite/ 

in spite o f the fact that
However, A t the same time, Nevertheless, 
Despite/In spite o f  + noun, Yet

Result so, so tha t So, As a result, Consequently, Therefore
Reason because, since, as Because o f+  noun. Owing to + noun. Due to + noun

Referring to quantities and group sizes in a report

A/An overwhelming/large/significant
slight/small/insignificant/tiny

m ajority

(o f + 
nounj

m inority
number

Over ha lf
a quarter 
a th irdMore

than
Less x %



* INFORMATION, S TR A TE G Y  AND CHANSE

«5*9® -SS--M! ~ £ - -  - -Ss - » '

Skills bank wsssaM s awapM«iiia

Structuring a research report
A research report is an account o f some research which has been undertaken to  find 
out about a situation or a phenomenon, e.g., What do our customers think o f our 
services? What are the business activities o f resort hotels?

introduce topic; background information; reasons fo r research

research questions; how research was carried out

answers to  research questions

issues arising from findings; lim itations o f research

summary o f main findings; implications; recommendations; 
possibilities fo r further research

•  Introduction

•  Method

•  Findings/results

•  Discussion

•  Conclusion

Writing introductions and conclusions
Introduction
•  Introduce the topic o f the report.

•  Say why the topic is important.

•  Give background information.

•  Give an outline o f the report plan.

Note: No substantial information; this
belongs in the body o f the report.

Conclusion
•  Summarize the main points in the report 

w ithout repeating unnecessarily.

•  Make some concluding comments such as 
likely implications or recommendations.

Note: No new information; all the main 
points should be in the body o f the report.

Deciding when to quote and when to paraphrase
When referring to  sources, you w ill need to  decide whether to  quote directly or to 
paraphrase/summarize.

•  Quote when the writer's words are special or show a particularly clever use o f language. 
This is often the case w ith  strongly stated definitions  or opinions.

•  Paraphrase/summarize descriptions and factual information.

Incorporating quotations
•  Use an introductory verb.

•  Don't forget the quotation marks.

•  Make the quote f i t  the grammar 
of the sentence.

Show any missing words w ith '...'.

Copy the original words exactly.

Add emphasis w ith  italics and w rite  [italics 
added].

1 0 1



Additional material
5.3 Symbols and abbreviations for notes

Symbols
&,+ and, plus

I - less, minus
± plus or minus

\ is, equals, is the same as

i is approximately equivalent to
* is not, is not the same as, doesn't mean, does not equal, is different from

> is greater than, is more than, is over
< is less than

gives, produces, leads to, results in
is given by, is produced by, results from, comes from

Î rises, increases, grows
f  1 falls, decreases, declines

a ditto (repeats text immediately above)
therefore, so
because, as, since

|  = at
C century, as in 20th C

§ paragraph
# number, as in #1
? this is doubtful

Abbreviations
e.g. for example
c. approximately, as in c.1900
cf. compare
Ch. chapter
ed./eds. editor(s)
et al. and the other people (used when referring to a book with more than two authors)
etc. and all the rest
ff. and the following as in p. 10ff.
fig. figure (used when giving a title  to a drawing or table)
i.e. that is, that means, in other words
ibid. in the same place in the source already mentioned
NB important
No., no. number
op. cit. in the source already mentioned

P- page
pp. pages, as in pp.1-10
re. concerning
ref. with reference to
viz. namely
vol. volume

^  -  -
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4- Qualitative

Ф nu^bers^, usually verbal \n£o} use¿ to find. out 
attitudes, beliefs, etc.. f'tetWods inc. interV\eu>s, 
■focus ^rouyfi; etc.

+ reveal unKnô on ^robs^ basis -for quant. i^etV\ods

Qjrouy>s; opinions easily led bij one уег‘®с,г') onltj 
Sr̂ all numbers .*. difficult to ^enerali^e

\П

5 . 4
------------------

2. "Vrvrrvartj

Student В = леи) info'. -Ггогул СО ^eoyle, e.^.; customers, retailers.
C2S) observation; e.cy, o f  €\ло^^вг,=

+ info = recent^, can asK specific questions
Cc^ooA rv>etV\oA -for >̂ŝ cVi. research)

e*^>ensive  ̂ tir^e-consurain^
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5 . 4 I S e c o n d a ry

Student A = info £rorr> € o u r c e s ; b o o K s, U n te rn e t , t ra d e

rr>a^s; r e p o r t s ,  e t c .  Ci.e., a lread y  e x is ts )

+ cV%ea^) ^ood overview  o f  r^arKet^ b ased  on re a l

s a le s  s ta t is t ic s^  re la tiv e ly  f a s t

r e p o r t s  -— sorY\etirv\es exp en sive  3 y o s s . o u t  o f  d a te

Findings

Key findings are as follows. Firstly, all three of the companies studied have 
several features in common: they are all luxury resort hotels in areas of 
natural beauty. They all emphasize that they use the latest technology, both 
for customer information systems and marketing. They have a strong focus 
on customer service.

Secondly, there are a few differences between the three companies. Hideaway 
has diversified into other areas such as on-site catering and events services. It 
has also gone into joint ventures with companies in Europe. Paradise has 
been active in the USA where it has recently bought up an IT company and 
has become involved in virtual tourism. Just4You is providing health services 
(a spa resort) and has created an online community for its customers.

5 . 4 3  Quantitative

Student C = statistical info, usually tWro* questionnaires

+ ¿jood for factual info  ̂ overview o f  trends Y lar^e
nos,

Sa»wsp\e rY>ust be v. bi<  ̂ yeoyle lie results r^ay ^
reliable ,̂ lô o response rate for questionnaires
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9.4 Role cards

Role card 1 Harulang tribe Role card 2 International hotel group

Wants: to provide eco-tours to Wants: permission to build
tourists hotels/spa resort

Needs: transport, infrastructure Needs: airport extension

Offers: to provide art for public Offers: investment in infrastructure
buildings

Role card 3 Local government Role card 4 Consultant

Wants: foreign income Wants: eco-tourism and education

Needs: permission for hotel group Needs: government

Offers: subsidies for tourism support/investment

initiatives Offers: a tourism development plan

Role card 5 Local retailer Role card 6 Chair of seminar

Wants: tourist income Your role is to chair the meeting. You
must ensure that the seminar runs

Needs: new shopping centre smoothly, everybody gets to talk and
Offers: investment in retail some sort of agreement is reached at

development the end.
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11.2 Model Cornell notes

ReVieio /YoteS

1 Political fac to rs -, taxation  pa/icieS, pressure qro^ps, 

election results j protection thro' tari-ffs or  q uo tas, -Foreign 

companies coding into country

(a) election results , e.g., M arg are t "Thatcher's neto governm ent 

'̂7'7't' UK .— ^  w d -/ % 0 5  privatisation

■— ^  neio business opportunities esp. Service Se cto r incl. tourism  

■— manufacturing declined 

■— ^  policy copied by o th er countries

(b ) pressure groups, e g ,

Greenpeace (environment) ■— ^  She// /<7'<5'5 /o s t 5 0 ^  sales 

¿>ther Greenpeace campaigns relating to  tourism-.

■— ^  Xce/and anti-u>ha/ing p ro te s t 

— ^  expansion //eath ro io  

■— ^  park development 

'Tourism industry =  maximise profit 

^ S u S t a i n o b l e  tourism-, bottom-line

XnterContinental Hotels ■— ^  environmental audit m ajor hotels  

P o rte , Hiltonj Holiday Xnn, S heraton ■— ^  shared programme 

mass tow r operators ■— ^  ujork/ng to g e th e r in UA p ro je c t, bcrt ... T??

i? Economic -factors-, e.q., chanqinq importance o f  different business 

s e c to rs  Drucker ('"The Aeio Society' £oc>D-.

•  1̂ 13-, -farm products = 7 0 ^  o f  ioor/d trade . Aoto < '/s o f  

economic activity

•  developed countries-.

o  = b/g \ ] /  in contribution by agriculture t o  GDP

o  a/so m anufacturing decline .— ^  in Service industries

• 'neto ' economies-, reduce farm ing .— y> manufacturing AAD 

services (e  g., Xndia, China) -— ^  competition lo ith  developed 

countries

•  ? Loill China /Xndiaj etc.. ■— dominate ujor/d econonjy instead

o f  U S?

Summary
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Wordlist
Below is a selection o f words from this book tha t w ill be o f particular use to  students o f tourism and 
hospitality. Unit numbers are given fo r each one. Where a word has multiple parts o f speech, the part of 
speech o f the word as used in the unit is indicated.

U n it U n it U n it
A boutique hotel 12 corporate 6, 7, 10
accommodate 3 brand (n) 5 cost-effective 8
accommodation 1,2 break (n) 2 cultural tourism 2
adaptable 4 budget (n) 2 culture clash 9
add value 7 budget travel 2,9 custom 9
adopt 10 business plan 7 customer base 12
adventure tourism 2 customer loyalty 12
adventurous 2 C customer 1
advertisement 1 campaign (n) 11
advertising campaign 7 carbon foo tp rin t 11 D
advertising 5, 8 carbon offset(ting) 11 data 12
advice 10 carbon trading 11 data analysis 5
agent of change 9 career development 4 decentralize 10
agritourism 2 cash flow 6,7 decline (n and v) 5
amusement park 7 casino 3 decrease (n and v) 5
analyse 5 category 5 dedicated (adj) 4
appeal (n and v) 7 catering 4 demand (n and v) 7
attend 6 celebrate 6 demographic 11
attendance 6 celebration 6 design (n and v) 7
attitude 4 challenge (n) 4 destination planning 9
attract 7,8 charge (n and v) 3 destination 1
attraction 4 check in (v) 1 developing country 9
availability 6 check-in (n) 1 development 2

chef 4 direct mail 8
B climate change 11 disaster tourism 2
back-of-house 12 commercialization 9 dissatisfaction 1
backpacker 2 commitment 10 distribution channel 12
backpacking 2 community 9 diversification 12
beach resort 5 conservation 11 diversify 11
belief 9 consistency 8 diversity 9
benefit (n and v) 4,7 construction 7 drop (n and v) 5
beverage 1 consultant 11
blog (n) 12 consume 3 E
book (v) 1 consumer spending 11 economic 11
boom (n) 2 consumer 3, 5 eco-resort 5
boost (v) 8 convention 6 ecotourism 2
bottom-up 10 core function 12 education 11
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educational tourism

Unit
2

effective 8

efficiency 8

emissions 11

employee rewards 4

empower 10

empowerment 10

enhance 10

entertain 7

entertainment 7

entrepreneur 10

environment 1, 2, 9, 11

environmental 11

environmentally friendly 11

equipment 3

establish 8

event 3,6

events manager 4

events planner 4

events tourism 2

exhibition 6

expand 10

expense 8

experience (n and v) 2, 3,7

exploit (v) 9

external audit 12

external marketing 8

Extranet 12

F

facilities 3

fa ir (n) 6

fantasy 7

festival 6

finance (n and v) 7, 10

fitness instructor 4

flashpacking 2

food and beverage manager 4

fossil fuel 11

frequent 6

front-of-house 12

Unit
G

gain (v) 8

gender 5

generate 7

genuine 9
global warming 11

golf resort 5

greenhouse gas 11

growth 5

guest 3

H

hallmark event 6
health resort/spa 5

health tourism 2

heritage tourism 2

heritage 9

hiking guide 4

hospitality 1, 3, 4, 8
host (n) 3
host country 9

hotelier 12

housekeeper 4

human resources 10

I

immigrant 11

impact (n) 1,9

inaccessible 9

income 6

increase (n and v) 5

independent 2

indigenous 9

industrial and employee 
relations W f

industrialization 11

influx 9

information 1

infrastructure 3, 9, 12
innovation 8

intangible 8

Unit
in terior designer 4

internal audit 12

internal marketing 8

international 1

interview (n and v) 5, 12

interviewee 12

interviewer 12

Intranet 12 

investment 6 ,7 ,12

itinerary 2

i

job tra in ing 4

Jointventure 12

L

lease (n and v) 10

legal 11

leisure 1,7

life cycle 7
loan (n) 10

lobby (n) 2

localization 8

location 7

logistics 6

long-term 10

low-impact 11

low-income 5
luxury 2

M

mailing 5

mainstream tourism 9

maintenance 7

management style 10

managerial 10

manual 5

manufacturing 11

market leader 5

market research 5

market share 5
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U n it U n it U n it
marketing agent 4 preserve (v) 9 S
marketing mix 5 pressure group 11 sales rep 4
marketing 5,7 primary research 5, 12 sample (n and v) 5, 12
mass market 5 product 5 satisfaction 1,4
mass travel 1 productivity 10 satisfy (demand) 5
medium-term 10 professional 5 scope 6
mega event 6 pro fit (n) 10 secondary research 5, 12
museum curator 4 promote 8 serve 3

promotion 1 ,5 ,8 service 3
N promotional 1 shoestring 2
niche market 5 protection 9 short-term 10

purchase (v) 3 simulator 7
0 ski resort 5
objective (n) 8 Q smart 2
occupation 4 qualification 4 social 1
one-off 6 qualitative research 3, 5 socio-economic status "'5.
operate 7 quantitative research 3, 5 space tourism 2
operation 7 questionnaire 5, 12 special offer 5
operational 10 sponsor (n and v) 6
opportunity 4 ,8 R sponsorship 5
outlet 3 ,8 real estate 3 sports tourism Mia
outperform 5 receptionist 4 stadium/stadia 3
outsource 8 reconfirm 1 staff (n) 3
overbook 1 recreation 1,4 start-up (n) 10
overnight 1 recruitment 4 statistical 5
overseas rep 4 recycling 11 statistics 5

redundancy 4 stay (n and v) 1
P region 1 strategic 10, 12
package (holiday) 1 regional 6 strategy 5, 8, 12
participant 6 relaxation 1 subsidized 3
participate 6 renewable energy 11 survey (n and v) 5, 12
peak (n and v) 6 research (n and v) 3 sustainable 9, 11
perception 8 reservation 1 SWOT analysis 12
perform 10 resort (n) 2
performance management 4 resources 9 T
performance-driven 10 retail (n) 7 tactical 10
personality 4 retain 8 tangible 8
policy 9 ride (n) 7 target (n and v) 5
political 11 rise (n and v) 5 technological 11
pollution 11 rise (v) 4 terminal (n) 3
population 11 rough(ing) it

2 theme park 3,7
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themed weekend

themed

ticket

top-down

touch-screen

tradition

traineeship

transferable skills

transit route

transport (n and v)

travel (n and v)

travel agency

travel agent

traveller

trend

trip  (n)

turnover

TV exposure

U
unique

V

value (n) 

value chain 

values 

venture (n) 

venue 

virtual

virtual community 

virtual tourism

W
waste (n and v) 

web publisher 

word o f mouth
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Transcripts

Today we're going to  ta lk about tourism. We'll 
look at why you study tourism. We'll also study the 
core theory o f tourism, the basic theory, developed 
by researchers such as Leiper and Tribe. If we have 
time, we'll go into interdisciplinary studies that 
link tourism to  other fields o f study.

First o f all, why do you study tourism? Probably, 
most o f you w ill be studying tourism because you 
realize it's required to get a degree. Possibly, you 
feel it may be useful fo r a future career, or 
perhaps you're simply motivated because you've 
decided it's an interesting area o f study. Tourism is 
certainly having a very great impact on our world.

This is something tha t Professor John Tribe 
recognizes when he writes tha t tourism is the 
world's biggest industry and it attracts 
undergraduates in ever-increasing numbers. He 
raises the very interesting point that because 
tourism has a large impact on the world, tourism 
courses need to  show students what this impact is.

Unit 1, Lesson 2, Exercise C Q  1.2 

Part 2
I'll just summarize fo r you this one paragraph from 
an article by Tribe -  The Philosophic Practitioner.
He says tha t the purpose o f a course in tourism is 
to enable graduates to  operate in the ir career. 
However, if we just focused on that alone, this 
would overlook an important feature o f a big 
industry like tourism. Yes, it generates consumer 
satisfaction, employment and wealth; but tourism 
also leaves its im print on the world in other ways.
It creates an industrial landscape and causes 
changes to  the social and economic relationships 
between people. When we develop tourism we 
create what you could call a tourism society. This 
society is made up not just o f tourism-associated 
businesses, but o f all individuals, communities, 
governments and the physical environments 
affected by tourism. So a special responsibility is 
placed on education to  make people aware o f the 
important role tourism plays.

Unit 1, Lesson 2, Exercise B 9 1 . 1

Part 1

Unit 1, Lesson 2, Exercise D Q  1.3 

Part 3
Let's move on. What does 'tourism ' mean? In a 
theory o f tourism put forward by Professor Leiper 
in his book Tourism Management, it is defined as 
'travelling away temporarily on overnight trips and 
visiting places fo r leisure-related purposes'. Leiper 
explains tha t there are a number o f essential 
aspects to  this definition, which I'll run through 
very briefly today.

To begin w ith, tourism involves travelling away 
from home and expecting to return to  your usual 
residence. The second point is tha t you must spend 
at least one night away: it is, after all, a time when 
you're away from home. Thirdly, tourism involves a 
TGR, and fourth ly a TDR. In other words, there is a 
place which the tourist comes from -  the TGR or 
tourism generating region, and a destination -  a 
place which the tourist goes to  -  the TDR, or 
tourism destination region. So if you live in 
London, then London is your TGR; if you live in 
Tokyo, then tha t is your TGR. That is where you 
would normally buy the resources tha t you 
require: you w ill buy your ticket there, you w ill 
buy your rucksack there; you w ill buy extra clothes; 
you w ill possibly even book hotels through an 
accommodation booking agency which, o f course, 
gets paid fo r that service.

All right, the fourth  point is tha t you would be 
visiting at least one, and possibly many more, 
tourist destinations. You might be taking just a 
single trip  to  one particular place; you might 
decide to  go to  Dubai and spend a week there; 
you might be doing a world tour, visiting many 
different places over a longer period o f time.
These are the destination regions, the TDRs.

A fifth  and very crucial aspect of tourism is that, 
along the way, you w ill be travelling via a transit 
route -  by plane, boat, tra in or any other mode 
o f transport. This transit route may be the same 
fo r the way over as fo r the way back, or it may 
be different. And, as a tourist, you have an 
impact on the transit route -  planes pollute the 
environment o f countries they fly  over, fo r 
instance; cars make noise; trains draw energy 
from valuable resources, etc.

So, in summary, you travel from home, fo r at 
least one night, prepare fo r your trip  in your home 
area, travel to  the tourist destination and use a 
route to  get there, before you return home.
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Travel is one aspect of tourism, but you don 't go 
somewhere just to  come back. Another important 
point, and this is the sixth aspect of Leiper's theory, 
is tha t you w ill engage in leisure-related 
experiences. These are non-obligatory -  you don't 
have to do them. They are personally pleasurable, 
recreational or creative. You may, fo r instance, 
decide to  go snorkelling, lounge on the beach, or 
have a massage. To a certain degree, tourism has 
to do w ith leisure, which is why we often see 
leisure incorporated into tourism courses, as well 
as hospitality.

Whether we're talking about travel, leisure or 
hospitality, all tourism shows the culture o f the 
generating regions, and most tourism involves a 
cultural exchange in the destination region. This is 
aspect number seven. As a tourist, you engage 
w ith  a different culture; you're away from your 
own culture fo r a while. This gives rise to  a lot of 
interesting theories about cultural exchange, 
learning more about yourself, and learning more 
about the culture you go to. People often say that 
travel broadens the mind.

Unit 1, Lesson 2, Exercise F f t l .5  

Part 5
What other aspects o f tourism and hospitality are 
there? Well, why do you go anywhere? You're 
motivated to  travel somewhere based on 
information tha t you've received, one way or 
another, about the destination. You've received 
this information either prior to  your trip  in the 
generating region (for instance, by reading a book 
or looking on the Internet), or possibly on the 
transit route (at airports, fo r instance) or in the 
destination region, maybe at a tourist information 
office. So information is Leiper's eighth point.

The next point is tha t tourism involves change to 
your daily routine and activities. For a while, you 
experience a different way of life, a kind of time 
out, and you w ill be doing things tha t you may 
not normally do.

Leiper's tenth point is that, as a tourist, you 
expect tha t there w ill be a reasonable degree of 
security. You want the places you travel to  to 
tolerate tourist visitors and, ideally, be hospitable. 
This is where the link w ith  hospitality comes in. 
Hospitality is extremely im portant in tourism, 
because people need a sense of hospitality in

Unit 1, Lesson 2, Exercise E Q  1.4

Part 4

order to  feel comfortable in a place. Travelling can 
be quite stressful: you're in an unusual place, you 
don't know the people, and you may not know 
the language. There must be the sense tha t there 
is going to  be a reasonable degree o f personal 
security, otherwise people w on 't travel.

The next point concerns finances. As a tourist you 
w ill expect tha t your visit is going to  be 
economically feasible, and tha t the activity w ill be 
worth the money spent -  otherwise you w ouldn 't 
have embarked on the journey in the first place.

The final aspect is tha t tourists depend on the 
tourism industries, like hotels, accommodation 
providers, and the food and beverage industry.
This is a b it o f a grey area. Supermarkets, fo r 
instance, are not specifically aiming to foster or 
support tourism, but still many tourists rely on 
them.

So this is the end of your journey. You've 
travelled from home -  your TGR -  and you've 
spent at least one night away -  your TDR. You've 
travelled to  your destination via a transit route. 
You've participated in leisure activities, 
experienced a d ifferent culture and a different 
daily routine. You've received information about 
your destination, either at home or on arrival. 
You've fe lt safe, secure and welcome. You feel that 
your money was well spent. You've used tourist 
facilities and hospitality businesses, before finally 
returning home.

Unit 1, Lesson 3, Exercise E Q  1.6 

Introduction 1

Today I'm going to  talk about tourism. Somebody 
once said: 'The tourism industry produces 
expectations, sells dreams and provides memories.' 
I'd like to  define tourism as travel fo r the purpose 
of recreation, and the provision o f services fo r this. 
So, you travel somewhere and other people make 
sure tha t you can travel and enjoy your stay in 
your destination.

Introduction 2
This week we're going to talk about a historical 
example o f tourism: the Grand Tour. We're going 
to  look at who went on a Grand Tour, why they 
went, and where they went. I suppose you could 
compare the Grand Tour to  what we now call a 
gap year: many of you may have spent a year 
abroad before studying here. The difference is 
probably tha t most o f you w ill have had to  work 
hard and earn a living while you were away to  be 
able to stay away tha t long.
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Introduction 3
In today's lecture we're going to  have a look at 
how a holiday or leisure experience actually works. 
Even though you may be unaware o f this, you take 
a number o f recognizable steps to  prepare fo r 
your experience in the months before you actually 
travel. First, and this can be as long as a year 
before the event, you decide where you want to 
go and what you want to  do. Then you take a few 
weeks, or maybe months, planning. You prepare 
fo r your trip. Then you travel, you experience, you 
communicate, and finally you travel home and you 
tell everybody about it. It's not something you can 
pin down to  a certain time-scale, but one step 
follows another, so let's look at each step in turn.

Introduction 4
Let's have a closer look today at mass travel. This is 
something we've all experienced, right? First o f all, 
what actually boosted the development o f mass 
tourism? We'll look at tw o  important factors. 
Secondly, what was mass travel like in the early 
years? We'll ta lk about one o f the first examples. 
Thirdly, what are the target groups fo r mass 
travel? We'll look at how these have changed over 
the years.

Introduction 5
This week we're going to  be talking about the UK 
tourist market. W hat kind o f market is this? How 
successful is it? The figures are amazing. Tourism 
and hospitality is one o f the largest industries in 
the UK, worth approximately £74 billion. It 
accounts for 4.5% o f GDP and employs 2.1 million 
people. There are, in fact, more jobs in tourism 
than in, say, construction or transport. Let's have a 
look at some more facts and figures.

Introduction 6
When you study tourism and hospitality, space 
tourism is perhaps not the first thing tha t comes 
to  mind. A fte r all, this kind o f tourism involves 
travelling into space, staying in a space hotel 
and taking day trips to  look at stars and planets. 
Does this all seem a b it far-fetched to  you?
Don't forget tha t the first commercial space 
flights are no longer just ideas on paper. In 
recent years, interest in the possibilities o f space 
tourism has grown. The international business 
community and the media have become very 
interested in space pioneers like Virgin's Richard 
Branson.

We're going to  start o ff today by taking a brief 
look at the history o f space travel, and some o f the 
more significant steps towards space tourism. So

let's travel through time ... from the initial 
enthusiasm fo r space travel in the 1950s to  more 
recent plans fo r a space hotel.

Unit 1, Lesson 4, Exercise D 0  1.7 

Lecture 1
A tourist, according to  the World Tourism 
Organization, a United Nations body, is someone 
who travels at least 80 kilometres from home fo r 
the purpose o f recreation.

A w ider defin ition is tha t tourism is a service 
industry. It covers a number o f tangible and 
intangible aspects. The tangible aspects are 
transport systems: air, rail, road, water and now, 
space. Other examples are hospitality services: 
accommodation, foods and beverages, tours, 
souvenirs. And then there are services such as 
banking, insurance and security. Examples of 
intangible elements are rest and relaxation, 
culture, escape, adventure. These are the things 
you experience. The intangible aspects o f tourism 
are perhaps even more im portant than the 
tangible ones.

Unit 1, Lesson 4, Exercise D Q  1.8 

Lecture 2
The word four was introduced in the 18th 
century, when the Grand Tour o f Europe became 
part o f the upbringing o f educated and wealthy 
British people. Grand Tours were taken especially 
by young men to  'complete' the ir education.
They travelled all over Europe to  places of 
cultural and natural interest, such as Rome, 
Tuscany, and the Alps. They went to  see great 
buildings or works o f art; to  learn new 
languages, or to  try  new cuisine.

The Grand Tour was very im portant fo r the 
British nobility. They often used it to  collect art 
treasures. This explains why many private and 
public collections in Britain today are so rich. 
Tourism in those days was mainly a cultural 
activity undertaken by the wealthy. You could 
say tha t these first tourists, through undertaking 
the ir Grand Tour, were more travellers than 
tourists.
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First o f all, you take a decision to  travel. You may 
go to  a travel agency. Alternatively, you may book 
a trip  through the Internet. Having done so, you 
can start planning and preparing fo r what to  do 
and see on your trip.

The inform ation you acquire can come from a 
diverse range o f sources. Often people have heard 
about a popular destination through hearsay; but 
they may also have done Internet research, or read 
books from  the library. Advertisements in the 
media also help because they often allow you to  
send fo r brochures.

Having reached the destination region, you visit 
the sights. You could possibly take organized 
tours. W hile you go about the business o f travel 
and leisure, you may want to  keep a diary and 
visit the local Internet café to  update your web 
log and send e-mails. And no doubt you may 
wish to  make the occasional phone call to  friends 
and relatives to  tell them what they are missing 
out on ...

On return you'll relive the experience by telling 
others o f your adventure, sharing stories and 
photographs, and giving people souvenirs.

Unit 1, Lesson 4, Exercise D Q  1.10 

Lecture 4
OK. So. Factors in the growth o f mass travel. Well, 
there were tw o  particularly im portant factors. 
Firstly, there were improvements in technology. 
Boats and trains enabled more and more people 
to  travel to  tourist destinations in the course o f 
the 19th century; in the 20th century, planes made 
the sky the lim it, literally. Secondly, there was an 
increase in people's spare time.

So what were some early examples o f mass 
tourism? You may have heard the name Thomas 
Cook. Actually, his name is used by a well-known 
British travel agent. Mr Cook can be held 
'responsible' fo r organizing the first package trip  
in history. In 1841 he took a group o f people 
from Leicester to  Loughborough by train. These 
cities were quite far apart, relatively speaking, 
fo r those days, so fo r most travellers this must 
have been a great adventure. You could say w ith  
some justification tha t this was the start o f mass 
tourism as we know it today.

Who were the target groups fo r mass travel?
The Victorians liked to travel, even though in the

Unit 1, Lesson 4, Exercise D 0 1 . 9

Lecture 3

second half o f the 19th century travel was only 
w ith in  the reach o f the upper classes, o f course, 
and the developing middle classes -  people like 
merchants, traders and shopkeepers. In the 20th 
century more and more people earned higher 
incomes, planes were introduced, and travel 
became cheaper -  w ith in  reach o f most people 
in developed countries by the end o f the 
century.

In our 21st century society, where most people 
have more spare time tha t they know what to  do 
w ith, mass travel has taken on incredible 
proportions. It may be d ifficu lt now to  appreciate 
tha t less than 150 years ago not tha t many people 
could actually take time o ff work to travel, and 
only a few  people could afford transport, 
accommodation and time spent away from work.

Unit 1, Lesson 4, Exercise D Q  1.11 

Lecture 5
UK tourism has been growing over the last decade, 
caused by greater mobility and the Internet. Last 
year overseas tourists spent £11 billion in the UK 
when they visited. Now this looks like a lot of 
money until you realize tha t domestic tourists 
spent £26 billion on trips o f one night or more and 
a further £33 billion on day trips.

The UK ranks seventh in the international tourism 
earnings league behind the USA, Spain, France, 
Italy, China and Germany. The top five overseas 
markets fo r the UK last year were the USA, France, 
Germany, the Irish Republic and the Netherlands.

It can sound somewhat strange when you look at 
numbers. For instance, did you know tha t last year 
UK residents took 101 million vacations of one 
night or more, 23 million overnight business trips 
and 37 million overnight trips to  friends and 
relatives?

Unit 1, Lesson 4, Exercise D Q  1.12 

Lecture 6
A fter the Second World War, in the 1950s, there 
was a lot o f interest in rocket designs, space 
stations and moon bases. But as Cold War tensions 
grew, the focus was increasingly on the 'space 
race' between the USA and the Soviet Union, 
which ended w ith  the first moon landing.

It wasn't until 1985 tha t a passenger spacecraft 
was designed, called Phoenix. In the US, a travel 
company called Society Expeditions started 'Project 
Space Voyage'. They were offering short trips into
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Earth orb it in Phoenix fo r 'only' 50,000 US dollars. 
They managed to  get a few  hundred people 
interested and collected deposits in the US, Europe 
and Japan, but in the end there wasn't enough 
investment to  develop Phoenix further.

As we come closer to  our own time, 
developments start to  speed up. Shimizu 
Corporation, a major global construction company, 
chose to  forget about how to  actually get into 
space, but designed a space hotel in 1989.

A few  years later, in 1993, the first market 
research survey on space tourism was carried out. 
More than 3,000 people in Japan filled in a 
questionnaire. If it showed one thing, it was that 
the concept o f space travel was extremely popular 
in tha t country.

Five years later, in 1998, the 'X Prize' was 
announced. This was a $10,000,000 prize fo r the 
first person to  launch a reusable manned 
spacecraft into space twice w ith in  a two-week 
period. A t a press conference held by NASA, Mr 
Goldin, administrator of NASA at the time, said: 'I 
hope my grandson, who is tw o  years old, w ill be 
able to  go on a trip  to  a lunar hotel.' A few  years 
before that, nobody could have imagined such a 
speech. From that time on, space tourism became 
accepted by 'real' space industry people. Burt 
Rutan and SpaceShipOne won the X Prize in 
October 2004.

In 2001, Dennis Tito became the first paying space 
tourist. He travelled on board a Russian Soyuz 
rocket bound fo r Space Station Alpha. He enjoyed 
a few  days there and returned safely after eight 
days.

In 2004, Richard Branson of multinational 
company Virgin presented Virgin Galactic's plans to 
build a hotel in space and undertake regular space 
travel. Tickets were sold fo r a mere $200,000.

In 2007 NASA and Branson's Virgin Galactic 
announced they would collaborate in future 
manned spaceflight technology, and in 2008 
construction o f the first space terminal started in 
New Mexico.

Unit 3, Lesson 1, Exercise B Q  1.13
A restaurant purchases food, which it prepares, 
cooks and serves to  customers who consume it on 
site. The prices reflect the investment in the real 
estate, the equipment -  the kitchen equipment, 
tables, chairs, crockery, cutlery, and so on, and the 
staff -  the chefs, waiters and other staff.

Unit 3, Lesson 2, Exercise B Q  1.14 

Part 1
Today, we're going to  talk about hospitality 
research. It's a fairly new research area, but as 
hospitality represents a huge share o f the 
economies o f many countries in the world, it's 
worthwhile  looking into it. Did you know tha t last 
year expenditure on travel and tourism exceeded 6 
trillion  US dollars globally, according to  the WTTC, 
the World Travel and Tourism Council? You can 
imagine tha t hospitality represents a large share of 
that.

During this lecture, you w ill see tha t hospitality 
has been the subject o f much academic research 
and debate over the past 20 years or so.

First, we'll briefly look at what it actually means 
to  be hospitable.

Then we'll consider the history o f hospitality 
research over the past 20 years. We'll look at the 
most im portant researchers o f the past and 
present, and we'll study the most important 
theories and approaches or methods they've come 
up w ith. Even though, as I just indicated, tourism 
and hospitality are closely linked, we w ill not focus 
on tourism really this time round.

Unit 3, Lesson 2, Exercise C ^  1.15 

Part 2
Hospitality has been defined as tw o  very different 
things. In general terms, it is seen as being 
hospitable, as the reception and entertainment of 
guests, visitors, or strangers, w ith  goodwill. 
Needless to  say, hospitality also refers to  the 
hospitality industry: hotels, restaurants, casinos, 
resorts, clubs and any place or service tha t deals 
w ith tourists and making them feel at home. You 
could simply define hospitality as 'providing 
accommodation, food and drink', as some 
researchers do, but as Paul Slattery writes in his 
article 'Finding the Hospitality Industry':
'Hospitality customers not only buy products, but 
also facilities and services.'

Let's look at a restaurant, fo r instance, he says. 'A 
restaurant purchases food, which it prepares and 
cooks; it serves meals to  customers who consume 
them on site. The prices reflect the investment in 
the real estate, the kitchen equipment, the chefs, 
the waiters and other staff, the tables, chairs and 
the atmosphere by the use o f light, sound, colours, 
art and design and also the form of service. The 
task fo r the restaurant is to  identify the specific 
demands o f the customers at any time, and to
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organize the technology and processes to  deliver 
the products, facilities and services so that 
customers achieve the ir aims in the restaurant.' I'm 
sure you hadn't looked at going out fo r a meal in 
this way, right?

Unit 3, Lesson 2, Exercise D 0  1.16 

Part 3
In the past tw o  decades, hospitality has become 
the subject of much academic research. Based on 
research by Littlejohn in the 1990s, you could say 
there were tw o  main approaches.

In the beginning, research was dominated by the 
natural and physical sciences, such as food science, 
technical equipment design or technical 
equipment testing. It was a very scientific type of 
research and, as you w ill see, very limited.

Another approach to  research was the 
management approach. This took a much wider 
view. It looked at the balance between four areas. 
It studied the external environment: what's going 
on in the industry, what changes there are in 
legislation, government regulation, the state of 
the economy, etc. It studied human resources: the 
people in the industry, such as hospitality staff, but 
also issues like management and training. It 
studied the technical infrastructure: what you 
need to provide a service, such as fro n t office 
integrated software packages, closed-circuit TV 
security systems, communication facilities, etc. And 
it studied management information systems: the 
software and data you need to  make decisions 
which allow you to  improve hospitality services, 
how to  gather such data and what to  do w ith  it.

Unit 3, Lesson 2, Exercise E Q  1.17 

Part 4
Now, how has this research developed since then, 
and what theories have come up in recent times?
In the late 1990s, Taylor and Edgar reviewed the 
hospitality research debate, including all the work 
done by Littlejohn, and they suggested tha t there 
were three purposes to  hospitality research.

The first purpose is to  uncover and make sense of 
existing behaviour. What is happening in the 
industry, what's out there? The focus is discovery. 
This is essentially a positivist or scientific approach, 
a method tha t looks at facts, data, things tha t can 
be quantified, not feelings.

The second one is to  discover new ways of 
managing w ith in  the hospitality industry. Here the

focus is on management. This is a normative 
approach, which is in contrast to  the scientific. 
Normative researchers are interested in what 
people th ink and feel about hospitality.

The th ird purpose is to  enable hospitality 
faculties at colleges and universities to  educate 
future practitioners -  an educational approach.

What happened after that? Well, a breakthrough 
really came in 2000, when Lashley and Morrison 
published In Search o f Hospitality -  Theoretical 
Perspectives and Debates. They argued that there 
were three domains o f hospitality: there was the 
social domain (what happens between people on 
social occasions tha t are public), the private 
domain (what happens on a private level w ith in 
families when they receive guests) and the 
commercial domain (how companies organize 
things). And there are various ways o f looking at 
these domains.

OK, tha t'll be enough fo r now. We'll continue the 
lecture from there after the break.

Unit 3, Lesson 3, Exercise A ©  1.18
1 accommo'dation

2 e'quipment

3 investment

4 con'sume

5 a'ccommodate

6 enter'tainment

7 ca'sino

8 facilities

9 association

10 'industry

11 'subsidized

12 'purchase
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Part 5
So, where does tha t lead us now? Having looked 
at the history o f hospitality research, it's time to 
look at the present day. A t the moment, there are 
five principal schools of thought when it comes to 
hospitality. When I say that, I realize tha t we do 
have to  generalize a bit, o f course, when talking 
about this. In practice, you w ill see tha t these 
approaches sometimes overlap. They are, after all, 
ways o f looking at the same reality.

First, there's the hospitality science school. Studies
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of this type include research into people's diet, 
the ir nutrition, ergonomics -  or how they sit and 
stand, equipment performance, and so on. There 
have been research journals in hospitality that 
report on this type of research but more and more 
hospitality-related studies of this type are 
published in specialist journals such as the British 
Food Journal. Hospitality researchers don 't tend to  
read these, but practitioners in hospitality do.

The second principal school o f thought is the 
hospitality management school. It's a very popular 
one and it's based on what we call quantitative 
studies, in other words, things tha t can be 
measured: how often, how much, how long, how 
many and things like that. And they're often 
related to  studies o f hospitality marketing, or 
consumer behaviour. It's based largely in North 
America; the Journal o f Hospitality and Tourism 
Management is a good example o f this approach.
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The th ird  school o f thought is hospitality studies, 
which uses qualitative, as well as quantitative, 
methods to  look into what people feel about 
hospitality. Qualitative methods are those that 
allow people to  find out not so much how often, 
or how much, but why, and what for, and what's 
the effect o f it, and how do people feel about it, 
which, o f course, is extremely important too in this 
industry. This school is based largely in the UK, and 
reflected in the International Journal o f Hotel 
Management and a journal like Tourism and 
Hospitality Research.

The fourth  school is the one tha t looks into 
hospitality experiences. This is a new and growing 
school o f thought. It focuses on the relationships 
and interaction between people and the 
experiences they have when they enjoy hospitality. 
It emerged in the UK and, as I said, you can find 
out about it in Lashley and Morrison's book In 
Search o f Hospitality.
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The final approach is called hospitality systems 
theory and there are Canadian, UK and Australian 
academics who have contributed to  this. Like the 
hospitality studies school, it uses a normative 
approach, but it also builds on a basic philosophy. 
What is tha t philosophy? According to  this 
approach, everything tha t happens in hospitality is

linked. Remember tha t in an earlier lecture we 
talked about TDRs and TGRs? Systems theory looks 
at things like that, but also at what happens in 
between -  transport, the environment, people, 
technology, finance, everything. We see systems 
theory reflected in the work o f Professor Neil 
Leiper in Australia.

So, there we are. These are the five most 
important approaches to  hospitality research -  the 
hospitality science school, the hospitality 
management school, hospitality studies, the 
hospitality experiences model and the hospitality 
systems theory. Next time, when we get together, 
we'll look at tourism and hospitality, and how they 
merged together. We'll also have a look at the 
systems thinking of Neil Leiper.
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Good morning, everyone. This morning we're 
going to  start on the topic o f tourism marketing. 
I'm sure you've covered some general marketing in 
other lectures, so some of this w ill be fam iliar to 
you.

In this first ta lk I'm just going to  give you an 
overview o f a few  key concepts, and then other 
aspects w ill be dealt w ith  in the next few  lectures. 
Also, in your seminars and assignments you'll be 
able to  cover all the important points in more 
detail. So ... e r ... let's see -  yes -  to  start w ith, we 
need to  consider firstly what marketing is. In other 
words, why do businesses engage in marketing? 
And secondly, why is marketing so im portant fo r 
tourism? A fte r that, I'll ta lk about market research, 
because businesses -  well, any business, not just 
businesses in the tourism and hospitality sector -  
need good information on which to  base the ir 
marketing strategy. Part o f this involves analysing 
markets. So then I'll discuss some basic 
characteristics o f markets, and I'll finish by 
mentioning some different types o f markets.
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Well, what is marketing? We m ight define it as 
'the process o f identifying and targeting particular 
groups o f people w ith  the aim o f selling them a 
product or a service'.

Actually, marketing is arguably the most 
important aspect of management. You can 
manage your staff and your production processes 
well, but if nobody buys your products your
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business w ill fail. So, it follows tha t marketing 
must ensure tha t a business can satisfy customers' 
needs and at the same time tha t it makes a profit. 
But what are the needs o f customers? Of course, 
there are many products which people w ill always 
need, but really successful companies identify gaps 
in markets and create new markets w ith  new 
products. What I mean is, they anticipate 
consumers' requirements. A good example of this 
is theme park resorts. Have a look at Slide 1. I 
don 't th ink there are any surprises in this top ten. 
Most o f you w ill be fam iliar w ith  these names, I 
think?

Already, in 1952, Disney realized the appeal tha t 
lies in fairy tales and fantasy, and that people love 
coming together fo r an unusual experience. What 
was missing were places fo r people to  stay. Disney 
theme parks and resorts are now extremely 
popular, which is not surprising, because they 
appeal to  young and old. And there is a type of 
accommodation fo r everyone, from luxury 
apartments to  family hotels. They have really 
studied and analysed what the ir customers want to 
get out o f the experience. Because of that, they 
cater fo r everyone's wishes: there's something fo r 
everyone. W ith the ir resorts, Disney have tried to 
turn the ordinary into the extraordinary, and 
'making dreams come true every day' has become 
central to  the ir global strategy.
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Anyway, er ... to  return to  the main point -  
fundamentally, successful marketing is about 
having accurate data so tha t customers' needs can 
be met. So what is it tha t marketers need to 
know? Well, first, they must begin by analysing the 
market. For example, it's essential to identify basic 
characteristics o f the market such as its size, and 
which companies are the market leaders; tha t is to 
say, we need to  look at the share o f the market 
which each company has. Naturally, it is the aim of 
all companies to  become the market leader -  or to 
have the top-selling brand in a particular field.

If we take the beach resort market in the US as 
an example -  you can see the statistics on Slide 3. 
As you can see, in 2006 this market was worth 
around $12 billion per year, and in terms o f sales, 
it had annual sales o f more than 2 million resort 
vacations worldwide. And what's more, it has been 
getting bigger. Just look at the figures ...

Before the 1970s, going on vacation was a simple 
matter. But these days, there's a huge variety and 
choice. There are different resort vacations fo r

men and women, families and singles, rich and not 
so rich people, d ifferent ages, and so on ... E r... 
Where was I? Oh, yes. We also need to  be clear 
about the type of market. One way to  categorize 
the type of market is to  th ink about whether the 
product is aimed at a mass market, like ski resort 
or beach resort vacations, fo r example. Or is it 
more suitable fo r a niche market -  by tha t I mean 
a small part of a larger market. For example, 
vacations for people over 50 are a niche market 
inside the huge vacation market. In other words, is 
the product aimed at just one narrow category of 
customer?
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So how does the marketer get the necessary 
information? By research, obviously. There are 
several ways to  categorize market research. Let me 
see ... one way is to  distinguish between primary 
and secondary research. Another important 
distinction is between qualitative and quantitative 
research. However, ... oh, dear ... sadly, I see that 
we've run out o f time. This means that I'll have to 
ask you to do some research. I'd like you to  find 
out what is meant by the four types o f research 
I've just mentioned, tha t is, primary and secondary 
research, and qualitative and quantitative 
research. We'll discuss what you've found out next 
time I see you.
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Actually, marketing is arguably the most important 
aspect o f management.

So, it follows tha t marketing must ensure tha t a 
business can satisfy customers' needs.

What I mean is, they anticipate consumers' 
requirements.

Fundamentally, successful marketing is about 
having accurate data.

Anyway, er ... to return to  the main point, it's 
essential to  identify basic characteristics o f the 
market.

Naturally, it is the aim o f all companies to 
become the market leader.
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Extract 1
L e c t u r e r :  Right, Leila and Majed, what did you find 
out about the segmentation o f the eco-resort 
market?

L e i la :  Well, first of all, we looked on the Internet 
to  see what resorts there were.

M a je d : I love using the Internet!

Extract 2
L e c t u r e r :  And what else did you do?

L e i la : We talked to  the manager of a tour 
operator who specializes in resorts. She was quite 
helpful.

M a je d : That's rubbish. She obviously d idn 't want 
to  ta lk to  us.

Extract 3
L e c t u r e r :  Can you give us an explanation of your 
market map?

L e i la : Well, yes, it has a vertical and a horizontal 
axis: children versus adults, and economy versus 
luxury. And as you can see, we've put some 
different eco-resort types on it.

L e c t u r e r :  What do the rest o f you make o f this? 
Evie, what about you?

Ev ie : W ell, erm ... I'm not sure really.

Extract 4
L e c t u r e r :  Majed, can you explain how you decided 
where to  place the different resorts on your map?

M a je d : Well, yes, it's based on what the tour 
operator told us.

J a c k : So it's secondary.

Extract 5
L e c t u r e r :  What do you mean by 'secondary'. Jack?

J a c k : I mean it's an example o f secondary research. 
They did tw o  things -  they asked someone fo r 
information and ...

E v ie : Actually, that's primary.
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L e c tu r e r : Let's go back to  the market map fo r the 
moment to see how it can help w ith  segmentation. 
First of all, tell us about the dimensions you chose.

L e i la : Well, the tour operator we talked to  used 
price and age group as the main ways to 
distinguish the ir services. Didn't they, Majed?

M a je d : Absolutely. Those were really the only 
criteria they used. So that's why we chose them.

Extract 7
M a je d : In their brochure they put the product aiming 
at families w ith  children next to the EcoDirect 
product which, according to  the lady, is aimed at 
couples w ithout children. What's quite important is 
that they put the EcoPlus product, aiming at wealthy, 
elderly people, on a different page o f the brochure, 
in smaller type and w ith no photos.

J a c k :  Sorry, I don 't follow. Could you possibly 
explain why that's important?

M a je d : Well, basically they're trying to aim fo r the 
mass market first, I think. They don 't seem to  be as 
interested in the EcoPlus market.

Extract 8
E v ie : I don 't understand how travel agents know 
exactly which eco-holidays are suitable fo r which 
market.

L e i la : Well, the manager said tha t as a tour 
operator they give very specific information about 
the ir target markets to  the agents. For example, 
they say tha t the EcoDirect holiday shouldn't really 
be offered to  families w ith  young children.

Extract 9
M a je d : Yes, they tell travel agents exactly about 
the ins and outs o f each product, so agents can 
achieve maximum sales.

J a c k :  If I understand you correctly, you're saying 
tha t the travel operators supply the ir travel agents 
w ith  information about how to  market their 
products.

M a je d : Yes, that's right.
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Lecturer: This is ail very interesting, isn't it?

Evie: Yes, but if we could just go back to  the 
market map, the EcoKids programme is fo r families 
w ith children so it goes on the left, and it's in the 
cheap to  middle price range, so it goes around the 
middle on the vertical axis.

Leila: Correct!
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Part 1
Good morning, everyone. Do the names Disney 
World, SeaWorld, Movie World and Six Flags mean 
anything to  you? I'm Craig Horton and I run a 
theme park. I was asked to  ta lk about theme parks 
and tourism, and to  show you how these 
businesses work. I'm sure many o f you w ill have 
visited a theme park at some stage in your lives. 
People often consider amusement parks, also 
called theme parks, American inventions. However, 
amusement parks were first created in the 'old 
world '. Did you know that it was in 1853 tha t the 
first amusement park was opened in Copenhagen, 
Denmark? We've come a long way since then.

You probably w on 't be surprised to hear that 
theme parks need to  appeal to  families, often 
have a themed environment, almost always offer 
some form o f free entertainment, such as 
musicians and performers, and provide a high 
standard o f service. Plus there's the fact tha t they 
must offer enough activities to  make the average 
visitor stay for, typically, five to  seven hours.

What I'm going to  ta lk about today is one o f the 
core features o f tourism: tha t is, attracting people 
and entertaining them. I would like to  trace the 
process w ith you o f developing a park from 
beginning to  end. What I mean is, we'll be looking 
at how a tourism business, in this case a theme 
park, does what it does. Bearing in mind that, in a 
way, a theme park is like any other company, big 
or small, it w ill become clear tha t it has a 
production process tha t it needs to  manage, and 
tha t this depends on many other parts o f the 
operation. I mean, it's everything from doing the 
research, designing the park, financing, building 
the park, and running it. It's a continuous process. 
Getting the name o f your park to  the public is one 
o f the most important steps to  take, and we'll be 
taking a close look at that. Near the end, I'll be 
making some predictions about the future.

Theme parks are a service industry, and yet they 
are very much like any other manufacturing

Extract 10 company. I agree, a theme park hasn't actually got 
an assembly line, but it does have to  produce the 
same experience over and over again. Would you 
call tha t mass production?

Anyway, we'll look at tha t later on.
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It was W alt Disney who came up w ith  the idea of 
starting a theme park in the 1950s. As is commonly 
acknowledged, Disneyland in Anaheim, California, 
which opened in 1955, was the first real modern 
theme park. Since then, the theme park industry in 
the United States, Europe and Asia has grown 
dramatically. The industry is now a multi-billion 
dollar business. Dozens of new parks are built 
every year. We have a few  large corporate owners, 
and you've probably heard of most o f them:
Disney, Six Flags, Universal Studios, SeaWorld and 
Paramount.

I've been to ld that, in previous lectures, you've 
become fam iliar w ith the life cycle o f tourism 
activities. The process o f setting up a theme park 
can be thought o f as a similar process. As you have 
seen before, there are many steps to  this process. 
The first stage o f the development cycle is coming 
up w ith  an original idea and understanding the 
economic feasibility o f the project. Like a regular 
business, a theme park has a cash flow, and needs 
capital investment. Another term fo r this is 
drawing up the master plan. Many ideas fail and 
never get o ff the drawing board.

What follows are the other ingredients, and ever 
though these stages often overlap, they do 
happen in a more or less fixed sequence: design, 
financing, construction, buying the rides and othe 
equipment fo r the park, installing those rides and 
the equipment, and organizing the show facilities 
And then, finally, there is the actual opening of 
the park and operating and expanding the park 
over time. Typically, it can take three to  four years 
to  get from the idea to  opening the gates.
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An important phase in theme park development i 
marketing. What do I mean by 'im portant phase'' 
Well, let's take a look at the brochure I've given 
you fo r the new Goldorama Theme Park in Bristo 
UK. This w ill open in six months' time from now. 
Marketing is a key area which must begin well 
before you open a park. You need to  develop
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public relations programmes, get group sales 
going, and advertise. As you can see, Goldorama is 
doing all that, so everybody already knows about 
the park before it has even opened its doors.

In terms o f marketing, it's very important to  add 
value. Add value fo r the visitors and fo r the 
company. The ingredients fo r making a theme 
park -  location, rides, events, staff, catering, 
etcetera -  create something much more than just a 
day's visit to  an amusement park. They create an 
experience which visitors w ill remember fo r a long 
time.

Looking at it another way, when you run a theme 
park, you are in the business o f keeping people 
happy. It's a funny business, hey? In financial 
terms, value can be added fo r the company. It's 
easy to  calculate: the lower the cost of 
'production', the higher the added value or pro fit 
can be. The happier people are, the quicker they'll 
come back or tell the ir friends.

The difference between a successful and an 
unsuccessful theme park lies not only in the choice 
o f theme and the rides and events it offers. Say 
you don 't pay enough attention to  staffing. You'll 
soon find your customers are unhappy because 
there aren't enough people to  pay attention to 
them. In fact, the point is tha t to  a large extent 
the way in which the park is run makes or breaks 
it, and to  run a park successfully, finance, 
marketing, sponsorship, sales, operations, 
entertainment, administration, personnel, 
maintenance and general services need to  work 
together. In this way, theme parks keep on 
developing and offering attractions to  people 
which make them return.

And don 't forget: typically, people living or 
staying w ith in  one and a half to  tw o  hours from 
any park w ill account fo r 80 per cent of visitors. So 
there's a lot of work to  do to  also attract tourists 
from abroad and maximize the ir enjoyment.
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Now ... er ... let's see ... oh dear, I see we're 
running short of time ... Maybe I should skip a few 
slides. On the other hand, perhaps I should just say 
something about some trends in amusement and 
theme park development. A lo t o f research has 
been done into this area and there are a few 
trends tha t stand out.

First o f all, you can see that, in terms of life cycle, 
the amusement park market is mature. In such a 
market, a few  big players w ill own most o f the

parks around the world. I've already mentioned 
companies like Disney and Paramount.

Secondly, there w ill always be the race fo r bigger 
and better parks. Examples of this are better 
facilities, faster rides, the highest rollercoaster and 
the latest technology. More and more parks offer 
visitors the benefits o f technology: virtual reality 
shows, 3D cinema experiences, ride simulators ...

An ageing population means that parks need to 
o ffer entertainment tha t suits older visitors, too, 
and not just kids. What's important to  realize in 
developing your theme park is that it's the older 
people who are bringing the ir grandchildren 
along.

Finally, and this is more marketing than anything 
else, theme parks have to  be media savvy. What's 
d ifferent from, say, 30 years ago, is tha t now they 
must be designed fo r television and should be able 
to  serve as locations fo r film ing, celebrity events, 
competitions and conferences. A fte r all, TV 
exposure w ill make tourists aware o f your park.

Now ... oh dear, I was going to mention the 
relationship between theme parks and the 
environment. More and more people w ill travel to 
visit theme parks and ... well, but ... ah ... I see 
tha t time is moving on. So instead. I'm going to  ...
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I'm going to  finish w ith  some more comments 
about the future o f theme parks. The development 
o f a big theme park often creates a demand for 
other tourism and hospitality services such as 
hotels, restaurants and shops. This is especially true 
o f a park aiming at tourists. Why is this? Well, it's 
simple, really -  tourists have to  stay somewhere, 
they need to  eat and drink, and they want to 
shop. So, theme parks generate demand fo r motel 
and hotel accommodation, entertainment 
attractions, and commercial and retail 
development. The best example o f this is, again, 
W alt Disney World in Florida. The whole park is 
some 28,000 acres, although the Magic Kingdom 
itself is not tha t big. It's only about 100 acres! But 
surrounding the site are many other tourism- 
related facilities, such as a go lf course, a resort 
hotel and other types o f accommodation, a retail 
centre and an entertainment village w ith  cinemas, 
concert halls, restaurants and shops.

I'll finish by reviewing the key factors fo r 
successful development o f theme parks. To sum 
up, then, the first factor is tha t you must have a 
clear vision o f what you want to  accomplish. In 
other words, you must know what you want.
You need to  know which theme, which rides, 
which shows, and which markets you want to  
focus on.

The second key success factor is tha t each step of 
the process requires careful planning. Let me put it 
another way. W ithout careful economic analysis, 
careful planning and careful management, it w on 't 
work and you w on 't draw tourists in. Theme parks 
may appear simple, but the fact of the matter is, 
they are highly complex businesses. Not to  
mention the fact tha t you must make each guest 
feel special and entertain them to  the best o f your 
ability, day in, day out.

OK ... oh, I almost fo rgo t to  mention the research 
task. Er ... your lecturer has given me a research 
task fo r you to  do fo r next time. We would like 
you to  choose a theme, a location, the design and 
an advertising campaign promoting a new theme 
park in your country. The campaign centres on the 
idea o f fun and getting what you want when you 
want it. It needs to  communicate three main ideas: 
the extreme rides, the fam ily rides, and the 
entertainment. Your target group are visitors 
w ith in  a 90-minute drive time. Research which 
steps you should take, what the park should look 
like, and how you should communicate w ith  your 
target visitor group. Good luck.
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Now, as we know, what's very im portant fo r the 
whole operation is the location o f a theme park: 
it's one o f the most important decisions tha t 
companies have to  make. I asked you to  look at 
the case o f Goldorama, who have decided to 
establish a new park near Bristol in the south-west 
o f the UK. Why are they doing this? They already 
have parks near several other big cities in the UK, 
including London and Birmingham, which are not 
so far away from Bristol. Also, there are many 
medium-sized competitors, like zoos and water 
parks, in the area. So, let's have some views.
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Jack: Well. I'd like to  make tw o  points. First, Bristol 
gives easy access to  several popular tourist 
destinations.
Leila: Can you expand on that, Jack?

Jack: Sure, Leila. Bristol is near Wales, and the 
south-west peninsula o f the UK.

L eila : So ?

Jack: So th e  p oint is th a t both areas are fam o u s  
fo r th e ir beaches and natural beauty. V isitors to  
the  park w ill w a n t to  extend th e ir stay and see  
m ore o f th e  UK.

Lecturer: OK. So, what's your second point. Jack?

Ja c k : I w as co m in g to  that! My second p o in t is th at  
Bristol is an im po rtan t re gio n al centre.

Leila: Yes, but that's true fo r London, too. Even 
more so. I don't th ink it's a good idea to  be so far 
away from London.

Majed: Well, I don 't agree w ith  that, Leila, because 
from what I've read, there's huge potential fo r 
tourism based in or near Bristol.

Evie: Sorry, but who are we talking about, exactly? 
People from  the UK, or people flying into the UK 
from abroad? Goldorama must see enough 
opportunities here to  make this investment.

Leila: Yes, we need to  be clear here. It must be 
both. Anyway, I'd just like to  say tha t according to 
what I've read, in the case o f a service industry, 
convenience fo r customers is a major factor in 
location.

Evie: In what way?
Leila: Well, if you can bring your service nearer to 
the customer, you can charge a b it more. Also, you
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may be able at the same time to  offer a more 
attractive service than the competitors.

Ev ie : I d o n 't g e t that. H ow  can it be m ore  
attractive  if it's m ore expensive?

Leila: What I'm trying to  say is, the company can 
charge more fo r the ir product but actually the 
customer m ight get the product more cheaply 
overall.

Evie: I still don 't understand. Can you give me an 
example, Leila?

Leila: O K. Look at it this way. Theme park visitors 
typically come from no more than about an hour 
and a half away. People who live near Bristol 
would have to  travel to  London or Birmingham to 
get to  the closest theme park. That would cost 
them time and money -  say, £100 per person? If 
there is a theme park near Bristol they w on 't have 
to  spend tha t money. If Goldorama charge, say,
£25 more fo r the entry fee than London 
competitors do, the customers may still end up 
spending less. And what they don 't spend on 
transport, they can spend in the retail areas of the 
theme park ...

Majed: So everybody wins! It's all about money, in 
fact.

Lecturer: Absolutely. In making a decision on 
location, companies have to  th ink about their 
fixed and variable costs, as well as the income they 
are likely to  get from a particular site. There are 
other factors, of course, and we'll come on to 
these later.

Majed: Yes, and I'd just like to  say something else. 
As I mentioned before, there are potentially a lot 
o f tourists who m ight come to  this park. So it's a 
good investment, as visitor numbers are likely to 
increase in the future.

Unit 9, Lesson 2, Exercise B $  2.1 

Part 1
Good morning, everyone. I'm going to  ta lk to  you 
this morning about the impact o f tourism on 
culture. You w ill agree w ith  me tha t each of the 
countries you are from has its own unique culture. 
Some o f you may be from developing countries 
tha t are very keen to  develop the ir natural and 
cultural resources. Others w ill be from countries 
tha t have a well-developed tourism sector already. 
Today, we w ill be looking at tourism in developing 
countries.

But before we begin I have a story to  tell you. In 
this lecture. I'll ta lk about an imaginary country 
opening its doors to  tourism fo r the first time and

I w ill outline some o f the major consequences of 
the influx o f tourists. I'll also give you a summary 
of possible solutions at the end.

It's a story o f mismanagement and chaos. Every 
year thousands o f tourists visit the capital city of 
this small country, which in the past was closed 
o ff to  mainstream tourism. Realistically, the 
country can only just support its own largely 
agricultural society.

I'm sure you can imagine the large numbers of 
hotel operators trying to  attract tourists as they 
greet them at the airport on arrival; you can see 
the noisy and polluting cars, trucks, taxis, 
motorized rickshaws and buses carrying them 
away along overcrowded roads, through streets 
littered w ith  garbage, to  badly built hotels 
where street vendors keep pestering them to 
buy things they don 't need. Does this sound 
fam iliar to  you? The seriousness o f these 
problems cannot be exaggerated.

Of the many agents o f change in society, 
tourism seems to  be one o f the strongest. It is 
also one o f the most controversial. Of course, 
the point o f the story is tha t it's really very 
dangerous fo r tourism operators not to pay 
attention to  the culture o f a country. I admit, 
there are not many undiscovered countries 
anymore, but there are still plenty of small and 
faraway places tha t are not prepared fo r 
discovery, and do not even have basic 
infrastructure.

OK, so how should we look at this? To start 
w ith  we might make a distinction between two 
different types o f impact on a new tourist 
destination. On the one hand, there is the 
impact o f tourism as an industry. On the other, 
tourism and tourists themselves have an 
influence on the people living there. It's the first 
o f these points tha t I'm going to  focus on now, 
but it's worth pointing out that, in terms of 
effect, both are equally important.

So, to  get back to  the main part o f my lecture 
... there are -  as we w ill see -  ways to  help 
countries like these to  manage and control the ir 
tourism growth. However, when you look at the 
tourism industry, you see tha t governments and 
foreign tourist operators often overlook a 
number o f important issues.

Firstly -  and let's continue, fo r a moment, to 
study our imaginary country -  during the past few 
decades, there has been very little  planning and 
investment in things like public health, electricity, 
drinking water, and last but not least, training 
local people fo r the tourism sector. But millions of
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dollars have been spent on publicity abroad to 
attract more tourists from richer countries. So, they 
are using scarce financial resources to  promote 
tourism tha t is not sustainable at all. Which issues 
are playing a role here?

From the point of view o f tourism 
management, there seems to  be a 'use-and- 
discard' policy. You open up a region and, when 
tourists have left, you just open up a new one.
As a result, a country eats into its own resources.
As we w ill see, people are often neither 
educated about the needs and tastes of tourists 
nor about tourism-related problems.

So just to  recap fo r a moment: as we have seen, 
countries opening up fo r tourism often make 
fundamental mistakes in the ir drive to  boost 
the ir national or regional economies. Investment 
focuses on attracting tourists, but not on 
building a tourist destination. It's true to  say that 
this is not unique and happens all over the 
world.

Secondly, and this always happens when an 
area is already overflowing w ith  tourists, 
considerable energy and resources are spent on 
so-called 'improvements'. These are 'quick-fix' 
changes to  the environment tha t actually spoil 
the atmosphere o f a place. We see modern, ugly, 
concrete tourist accommodation among 
beautiful traditional local houses. These probably 
cost twice as much to build as it would take to 
build a local house in local style w ith  locally 
available materials. The tourism operator fails to 
realize tha t what he builds is a poor copy of 
cheap, tasteless accommodation which, in the 
countries where the tourists come from, is 
generally used by poorer people.

Thirdly, there is the influence tourists have on 
the local population. The d ifficulty is that 
d ifferent players in the market may have 
d ifferent aims. Some are worried about the 
visible impact o f tourism (housing, traffic, retail 
development, and so on) while operators who 
are trying to  build a business only see the profits 
ahead. What they often don 't realize is that 
there are tw o  things at stake and they can clash. 
One is about strengthening local culture, and the 
other is about the growth o f consumption. In 
many cases, these tw o turn the country into an 
uneasy mix of traditional culture and (let's admit 
it) Westernized business models. Globalization 
has a lot to  answer fo r ...

Let's now turn to  our imaginary country again. As 
we shall see, tourism development had a profound 
impact on it. It was opened to  tourism in the 
1970s, in the sense tha t it allowed international 
exposure. In terms o f cultural change, it started to 
understand global developments beyond its own 
borders. There are aspects o f tourism tha t had a 
positive effect on the country when it first opened 
up to  tourists. But first, let's take a look at what 
attracted the tourists to  the country in the first 
place.

Like many of the undiscovered places on our 
planet, our imaginary country was a d ifficu lt and 
inaccessible place, and therefore only those w ith a 
genuine interest in its people, culture and religion 
visited it. Hmm, this is interesting. I've just 
remembered a Tibetan proverb tha t says, ... let me 
think: 'If a valley is reached by high passes, only 
the best o f friends and the worst o f enemies are 
its visitors.' There's certainly some tru th  in that, 
because tha t is what it was like at first. Only those 
who were really interested came to  visit.

If we move on now to  the second factor, we 
realize tha t tim ing was very important. It could be 
argued tha t in the seventies, many people in the 
West had become disillusioned w ith  the price of 
economic growth. Environmental disasters, 
pollution and fears about nuclear power and 
weapons were having their effect on people. So 
when the first travellers came to  our country, they 
were impressed by its natural and pollution-free 
condition. They were impressed by the lifestyle of 
its people. Research has shown tha t they were also 
impressed by the way people w ith  limited 
resources were able to  support the ir lives and their 
culture w ithout damaging the environment.

And you know what else? It did the local 
population's self-confidence and cultural pride a 
lot o f good. They realized tha t the ir way o f life 
was meaningful to  other people -  people they had 
always been looking up to. So from the point of 
view o f tourism development we need to  
remember tha t it was through tourism tha t they 
learnt about the environmental, social and 
emotional problems tha t were part of the Western 
consumerist lifestyle.

An important point about the relationship 
between tourism and culture is tha t in countries 
tha t are developing tourism, there is often a 
strong indigenous culture tha t has not yet been 
washed away by the tsunami o f modernization.
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For a while tourism actually makes this culture 
stronger. Increasingly, however, we find tha t this 
development is overturned as time goes by.
People become hungry fo r money, and use a 
cheap, two-flights-a-day tourism strategy. This 
encourages people to  come in the ir thousands 
and make the destination little  more than a 
theme park.

It's not surprising there is a real fear among 
people tha t this w ill affect the old culture.
Tourism can have a negative effect on the ir way 
o f life. Large numbers o f tourists can undermine 
traditional beliefs, values and customs. In fact, 
there is a real risk o f commercializing the very 
culture tha t they find so interesting. And where 
tourists are not sensitive to  local traditions, their 
behaviour can cause great offence. To quote 
Professor Neil Leiper in his book Tourism 
Management (one o f your core texts), 
'relationships between tourists and locals are 
often shaped and damaged by stereotyped 
images tha t each part holds'.

It's true to  say tha t the physical pollution o f our 
environment can be prevented, but when the 
minds and the culture o f a people are polluted, 
the effects can be long-lasting. So it should be 
clear tha t sensitivity to  the cultural landscape is 
extremely important in the development of 
tourism.

So, what exactly have we looked at this morning 
so far? Well, to  sum up, we have seen that in 
countries opening up to  tourism, tourists are 
usually impressed w ith the lifestyle tha t the 
indigenous people lead. A t the same time, the 
native population, often led by government policy 
or simply by greed, develops tourism activities 
w ithout much care fo r the environment and the 
cultural heritage. If developments are positive to 
start w ith, these are often overturned and become 
negative.

Finally, and this is an interesting way o f looking 
at the problem, we sometimes find tha t people 
focus on the wrong things. In fact, as Macleod 
points out in his article 'Cultural 
commodification and tourism: A very special 
relationship', in volume 6 o f Tourism, Culture 
and Communication, published in 2006, it may 
be tha t policymakers and others are missing 
aspects o f culture tha t could give advantage to 
certain regions and the ir local population.

Now I th ink that's all I'm going to  say fo r the 
moment on the basics o f tourism, culture and 
destination planning. Are there any questions so 
far? ... No? Good.

Oh, one last thing, perhaps ... to  quote Mark 
Mann, from the Community tourism guide: 'Next 
time you go on holiday, ask yourself who owns 
your hotel or the airline or the tour agency who 
booked your holiday, or who supplied the drink 
w ith  your dinner. Who is making money from your 
holiday? Much of what we spend on holiday -  
even in the developing world -  ends up back in 
Western countries.'

Unit 9, Lesson 2, Exercise D Q  2.3
1 As we shall see, tourism development had a 

profound impact on it.

2 In terms o f cultural change, it started to 
understand global developments beyond its 
own borders.

3 It could be argued that in the seventies, 
many people in the West had become 
disillusioned w ith the price o f economic 
growth.

4 Research has shown that they were also 
impressed by the way people w ith  limited 
resources were able to  support the ir lives 
and the ir culture w ithou t damaging the 
environment.

5 Increasingly, however, we find tha t this 
development is overturned as time goes by.

6 It's true to  say that the physical pollution o f 
our environment can be prevented, but 
when the minds and the culture o f a people 
are polluted, the effects can be long-lasting.

7 So it should be clear tha t sensitivity to  the 
cultural landscape is extremely important in 
the development o f tourism.

Unit 9, Lesson 3, Exercise A Q  2.4
1 'impact, 'influx, 'mainstream, pre'serve

2 ack'nowledge, 'consequence, 'heritage, 
'influence

3 in'digenous, 'infrastructure, pub'licity, 
sus'tainable

4 'probably, 'generally, 'usually, financia lly
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Part 3
OK, let's turn to  possible solutions to  the challenge 
o f dealing w ith  culture in tourism. Now, it's 
im portant to  remember here tha t globalization is 
happening all around us and the challenge o f the
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preservation of cultural communities around the 
world is becoming harder. So what do countries 
need to  do to  stop the negative effects? ... Well, 
let me give you a hint. Do the words destination 
planning  mean anything to you now? Destination 
planning should be a national, regional or local 
community e ffo rt to  plan tourism activities. It can 
make sure tha t the negative effects on a 
community or country are minimized.

By the way, I saw last week tha t some o f you are 
using the Cornell note-taking system. That's very 
good. Do you all know about this? No? Right, well, 
if you want to  know more about it, I suggest you 
look at How to Study in College by Walter Pauk, P- 
A-U-K, the 8th edition, published in 2004. It's very 
good, and it should be in the University Library.
I'm sure tha t you all know the importance of 
taking good notes -  and this system is particularly 
useful.
So, to  get back to  the topic: destination planning. 

Let's look at this idea in a b it more detail. Trying to 
make economic progress in traditional 
communities is essential but it's also very difficult. 
The problem is tha t people are using culture as the 
main tourist attraction. So they must create 
sustainable development to  prevent the 
destruction o f the community's identity. A fte r all, 
not everybody is charmed by six-lane highways, 
global fast-food restaurants, high-rise hotels and 
coffee bars on every street corner.

But what exactly is culture then? Is it the beliefs 
o f people in an area? Is it architecture? Is it 
nature? Is it the activities organized fo r tourists? Is 
it the regional or national cuisine? Is it a political 
system? Is it all o f these? It's im portant tha t a 
destination planner takes into account the 
diversity o f culture just because the term is very 
subjective. Even though the development of 
tourism is often about satisfying tourists' interests 
such as landscapes, seascapes, art, nature, 
traditions and ways o f life, there is much more to  
a culture than meets the eye. One defin ition of 
culture given by thefreedictionary.com on the Web 
is: 'The to ta lity  o f socially transmitted behaviour 
patterns, arts, beliefs, institutions, and all other 
products o f human work and thought.'

What I'm going to  say next may sound strange. 
When we look at tourism and culture, I believe 
tha t the quality o f tourism depends on the cultural 
environment of the present, not on the cultural 
heritage o f the past. What do I mean by that? I 
mean to  say tha t tourism is developed and 
practised by people here and now, w ith  present-

day infrastructure, under present-day laws, w ith  
present-day means o f transport, and so on. 
Therefore, I believe tha t to  make sure tha t tourism 
operators develop responsible activities, policies 
need to  be developed in cooperation w ith  the 
community. There should, fo r instance, be strict 
regulation on the protection of the natural 
resources in a community.

Tourism operators and government should ensure 
tha t resources are conserved, and not abused. For 
example, tours to  prim itive communities in a 
certain area cannot be run by an endless number 
of operators, because the pressure on the 
environment and the community would become 
too large. Numbers o f tourists in an area should be 
closely monitored, because if numbers are too high 
they put pressure on infrastructure such as roads, 
and on the natural environment.

OK, now, when I see you in tutorials, we'll look in 
more detail at all these issues. In the meantime,
I'm going to  set you a research task. Right, now 
listen carefully ... your task is to  find out about a 
particular tourism destination and the impact the 
development o f the area has had, or is having, on 
the culture of the place. I'd like you to  work in 
groups o f four. Each group should report back on 
its findings.
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Extract 1

Tourism can have a negative effect on their way of 
life. Large numbers o f tourists can undermine 
traditional beliefs, values and customs. In fact 
there is a real risk of commercializing the very 
culture tha t they find so interesting. And where 
tourists are not sensitive to  local traditions their 
behaviour can cause great offence. To quote 
Professor Neil Leiper in his book Tourism 
Management (one o f your core texts),
'relationships between tourists and locals are often 
shaped and damaged by stereotyped images that 
each part holds'.

Extract 2

In fact, as Macleod points out in his article 
'Cultural Commodification and Tourism: A very 
special relationship', in volume 6 o f Tourism, 
Culture and Communication, published in 2006, it 
may be tha t policymakers and others are missing 
aspects o f culture tha t could give advantage to  
certain regions and the ir local population.



Extract 3
By the way, I saw last week tha t some o f you are 
using the Cornell note-taking system. That's very 
good. Do you all know about this? No? Right, well, 
if you want to  know more about it, I suggest you 
look at How to Study in College by Walter Pauk, P- 
A-U-K, the 8th edition, published in 2004. It's very 
good, and it should be in the University Library.

Extract 4
Even though the development o f tourism is often 
about satisfying tourists' interests such as 
landscapes, seascapes, art, nature, traditions and 
ways o f life, there is much more to  a culture than 
meets the eye. One defin ition o f culture given by 
thefreedictionary.com on the Web is: 'The to ta lity  
o f socially transmitted behaviour patterns, arts, 
beliefs, institutions, and all other products of 
human work and thought.'
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Extract 1
It seems quite clear tha t culture is a very important 
aspect of tourism. W hether you are an operator, a 
government or a local community, a knowledge of 
the destination's culture w ill help you to  manage 
its development better. Let's look at tw o  basic 
advantages tha t come from understanding local 
culture: firstly, you w ill appreciate the type of 
people the destination m ight appeal to; secondly, 
you w ill understand how the development of 
tourism w ill affect local people and, therefore, 
who needs to  be involved in planning and 
decision-making.

Extract 2
... erm, I th ink one big problem is the fact that 
tourism leads to  jobs tha t have very low status.
This is very important. It is possible, we can see 
how is this very im portant ... So let's look at the 
chart and ... oh sorry, that's the wrong chart, just a 
minute ... right, so here is some overview o f the 
kinds o f jobs in tourism ... er, you can see, I think, 
this difference ... do you have any questions about 
this chart?

Extract 3
... We could ask the question: how much does it 
cost to  hire a consultant? Usually, this is very 
expensive but it is necessary because if you use a 
consultant you can get a good idea o f what is 
possible and then you can let the community know 
how good your ideas are. A good consultant is also 
very important fo r the public because they can

explain to  a community what you are planning to 
do. Here we must look also at organizing meetings 
w ith locals.

Extract 4
So this is the main th ing -  culture is all-important 
in tourism. Why? Any area where you develop 
tourism has a culture. It doesn't matter what your 
defin ition o f culture is: in terms o f identity, all 
cultures are different anyway, which is what makes 
developing tourism so challenging. From the point 
of view o f the local community, the ir desire is to 
improve the ir standard o f living. A t the same time, 
it's true to say tha t they don't want to  give up 
their unique lifestyle. And as we shall see, the 
majority o f tourists would like to experience 
something of tha t unique culture and compare it 
w ith the ir own. If we look at the chart I've 
prepared, we can see the main reasons why 
tourists travel. We could link this to  the reasons 
why people want to  develop tourism. Bearing in 
mind tha t you cannot develop tourism w ithou t 
building a good infrastructure, ...
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Good morning. My name is Dr William Grayson 
and I'm a business consultant. It's a pleasure to  be 
here today as your guest speaker. My speciality is 
tourism and hospitality. I'm going to  try to  explain 
some o f the major factors which exert pressure on 
the sector from the outside, tha t is to  say, I shall 
mainly be looking at some of the different types 
of external influences which affect the way 
businesses in tourism and hospitality operate.

Don't misunderstand me, I don't want to  imply 
that there are no internal questions fo r a 
company -  as we all know, operators have to  
th ink about how they manage the ir businesses 
and the ir finance and so on. But there are also 
matters at a national and an international level 
which greatly influence decisions, and they're 
becoming increasingly important. To some 
degree, individual companies w ill be affected 
differently, but it is fa ir to  say tha t they w ill all 
have to  keep an eye on which way inflation or 
interest rates are going, or demand and 
competition in a particular location.

Not only that, but they also have to  keep track of 
the government policies of the country or the 
countries where they operate and adapt and 
diversify wherever they need. In an attem pt to  try 
to  keep the discussion o f external pressures on 
business reasonably simple, though, I'm going to
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focus mainly on three areas: politics, economics 
and, very importantly, the environment.

Just to  review something you've probably talked 
about in previous lectures. It's good to  be aware 
tha t the best way to  talk about tourism is to 
discuss it as a system. That way you can get a 
clearer picture o f how the elements interact w ith 
each other and the surrounding environment. Do 
you remember the components? The five elements 
which form the tourism system are, one, tourists; 
two, TGRs (that's tourism generating regions); 
three, transit routes; four, TDRs (tourism 
destination regions); and, five, tourism industries.
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Part 2
To start w ith, then: the political influences on 
tourism and hospitality. W hether it's taxation 
policies, election results or pressure groups, politics 
has a crucial role to  play. Governments often try  to 
protect the ir country's businesses by signing up to 
a regional trading group which imposes tariffs or 
quotas. In the case o f tourism, though, most 
countries w ill try to  open up as much as they can; 
although I'm sure tha t some countries would 
rather have the ir own hotel chains establish 
themselves than have foreign multinationals 
dominate the market. Governments often 
encourage foreign companies and visitors to  come 
into the country and visit sites and attractions or 
set up new operations and tourist venues such as 
hotels, theme parks and food chains. These things 
demonstrate the political dimension o f business.

But let's take as an example the influence of 
election results. Historically, the UK is a good 
example of how a new government can bring 
about a major change affecting the business world 
in general. Let me take you back a few  years, 
probably to  before you were born. When 
Margaret Thatcher's Conservative government 
came to  power in 1979, it started to  address some 
o f the difficulties of state-owned industries in both 
manufacturing and service sectors.

By the mid-1980s the process o f privatization of 
state industries had begun to  change the business 
landscape fo r ever. Many new business 
opportunities were created, particularly in the 
service sector, of which tourism is a major part. 
While manufacturing declined overall, it is clear 
tha t the business world in general, and tourism in 
particular, benefited greatly. These politically 
driven policies have since been copied all over the 
world.

Another area which we can include in the 
political domain is the effect o f pressure groups. 
Governments and businesses have to  deal w ith  the 
political influence and public protests of these 
groups. No doubt you all know Greenpeace, who 
campaign on environmental issues: in 1995 their 
protests made Royal Dutch Shell seem so morally 
wrong that the company lost about 50% of their 
sales. Greenpeace are also well known for the ir 
protests and campaigns in the area o f tourism. Do 
you remember the ir protests against Iceland's 
whaling industry (getting people to  declare they 
w ou ldn 't visit the country if Iceland d idn 't stop 
whaling), or against tourism in the Antarctic? 
Greenpeace is also part o f a coalition campaigning 
to  stop the expansion o f London's Heathrow 
Airport. Greenpeace also works w ith  scientists, 
public activists and authorities to  develop parks 
and nature reserves w ith the aim of creating 
responsible, environmental tourism opportunities 
tha t don 't do too much damage. We call this 
sustainable tourism. There are many other pressure 
groups which have been able to  bring about major 
changes in public awareness o f issues w ith  either 
positive or negative consequences fo r business.

The funny thing is -  well, I w ou ldn 't want to  call 
it funny, it's much more o f a challenge -  tha t at 
the centre o f the whole debate about sustainable 
tourism are issues which the tourism industry finds 
hard or impossible to  control. Why? Well, simply 
because they need to  maximize profit. The hotel 
industry, fo r instance, is trying hard to  encourage 
the responsible use o f water and introduce waste 
and energy management through recycling, 
conservation and alternative energy. 
InterContinental Hotels was the first to  start an 
environmental audit o f its hotels, and in the end 
they produced an environmental manual fo r the ir 
hotels. Such guidelines have since been adopted 
into a broader programme which is supported by 
major hotel chains such as Forte, Hilton 
International, Holiday Inn Worldwide and 
Sheraton. There is a growing number of smaller 
and large tourism and hospitality businesses trying 
to  do the right th ing fo r the environment.

You need to  wonder, though, whether these 
attitudes can have an effect on the mainstream. 
Mass tour operators are a case in point. Can we 
really convince these operators, who take the 
majority o f tourists around the world, to  prioritize 
environmental issues? The UN-led Tour Operators' 
Initiative fo r Sustainable Tourism Development is a 
positive step. However, critics o f tour operators 
argue tha t they are always going to  put the ir own 
interests first. The evidence shows tha t this is 
especially true w ith  respect to  airline carriers. In
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my view it w ill be incredibly hard to  move them in 
the right direction. The effect o f their unstoppable 
growth has been very harmful, in my opinion, 
especially from an environmental point o f view. 
Their bottom line is market share and filling  
planes, isn't it?

Now, let's turn to economic influences on the 
world o f business, including tourism and 
hospitality. An important economic dimension is 
the changing importance o f d ifferent business 
sectors over a period o f time. Peter Drucker, who 
was a major business thinker, gives a good 
description of this in his article entitled 'The New 
Society' published in The Economist in 2001. By the 
way, if you don't know anything about Drucker, a 
good introduction to  his work can be found on a 
website at the University o f Pennsylvania -  I'll give 
you the URL later. Briefly, in The Economist article, 
Drucker explains how at the beginning o f the 20th 
century (in 1913) farm products accounted fo r 70% 
of world trade, but farming has now fallen to  less 
than one-fifth o f the world's economic activity. In 
many developed countries the contribution by 
agriculture to  the ir GDP has reduced dramatically. 
More recently also, manufacturing has seen a 
substantial decline in many of the developed 
nations. Manufacturing as an economic activity in 
many developed countries has given way to  a 
major increase in service industries such as tourism 
and hospitality, w ith  a consequent rise in the 
importance of finance and the money markets. 
These changes in the nature o f economic output 
are, o f course, reflected in the types of business 
which we find in these countries.

A t the same time, in the newly emerging boom 
economies such as China, governments are trying 
hard to  reduce people's reliance on farming in 
favour o f new manufacturing and also tourism. 
India is another example o f this: it has seen a 
boom in both these areas.

A thought to finish w ith is the question o f to 
what extent these booming economies w ill 
become the main drivers of the global economy. 
One w rite r in Money Management magazine has 
no doubt that, and I quote, 'China w ill continue 
to  be a dominant player driving world growth, 
which w ill have flow-through to  other 
economies.' This could mean tha t we may see the 
older economies such as the United States losing 
out increasingly to  China and India. In terms of 
tourism, we are likely to  see improving facilities 
fo r tourists travelling to  these countries, but also 
significant numbers o f tourists from these 
countries travelling both w ith in  the ir own 
countries and to  overseas tourist destinations.
Now, I'm going to  stop at this p o in t ...
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You need to  wonder, though, whether these 
attitudes can have an effect on the mainstream. 
Mass tour operators are a case in point. Can we 
really convince these operators, who take the 
majority of tourists around the world, to  prioritize 
environmental issues? The UN-led Tour Operators' 
Initiative fo r Sustainable Tourism Development is a 
positive step. However, critics o f tour operators 
argue tha t they are always going to  put the ir own 
interests first. The evidence shows tha t this is 
especially true w ith  respect to  airline carriers. In 
my view, it w ill be incredibly hard to  move them in 
the right direction. The effect of the ir unstoppable 
growth has been very harmful, in my opinion, 
especially from an environmental point of view. 
Their bottom line is market share and filling  
planes, isn't it?
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1 I'm going to  try to  explain some of the 

major factors which exert pressure on the 
sector from the outside, tha t is to  say, I shall 
mainly be looking at some o f the different 
types o f external influences which affect the 
way businesses in tourism and hospitality 
operate.

2 Don't misunderstand me, I don 't want to 
imply tha t there are no internal questions 
fo r a company.

3 To some degree, individual companies w ill 
be affected differently.

4 ... but it is fair to  say tha t they w ill all have 
to  keep an eye on which way inflation or 
interest rates are going, or demand and 
competition in a particular location.

5 Not only that, but they also have to  keep 
track of the government policies o f the 
country or the countries where they operate.

6 In an attem pt to  try  to  keep the discussion 
of external pressures on business reasonably 
simple, though, I'm going to  focus mainly on 
three areas: politics, economics and, very 
importantly, the environment.

7 The evidence shows tha t this is especially 
true w ith respect to  airline carriers.

8 Mass tour operators are a case in point.

9 Peter Drucker, who was a major business 
thinker, gives a good description of this in 
his article entitled 'The New Society' 
published in The Economist in 2001.
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10 Briefly, in The Economist article, Drucker 
explains how at the beginning the 20th 
century (in 1913) farm products accounted 
fo r 70% of world trade.

11 One w rite r in Money Management magazine 
has no doubt that, and I quote, 'China w ill 
continue to be a dominant player driving 
world growth, which w ill have flow-through 
to  other economies.'
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Part 3

Turning now to  the issue o f the effect of 
environmental issues on tourism ... of course, a 
major concern is the problem of global warming. If 
it's as serious as some people claim, then it's likely 
to  have a great many implications fo r tourism. 
Researchers like Braithwaite, Leiper and Witsel 
point out tha t not enough attention is paid to  the 
transit route to  tourism destinations. If 
destinations can be sustained, many people 
assume that tourism must be sustainable. But this 
assumption is rather misleading. We shouldn't 
forget the effect on transit routes -  remember 
tha t component of the tourism system that I 
mentioned earlier -  when deciding what impact 
tourism has on the environment.

So how serious a problem is global warming?
First o f all, there is no question tha t the Earth is 
heating up. We have to accept the evidence, such 
as the rise in temperatures, the melting o f the 
polar ice-caps, the changing patterns in the habits 
o f w ildlife, and so on. But the real question is: is 
global warming the result of human activity? Some 
people claim, even some scientists have said, tha t 
it's nothing to do w ith humankind; it's the result 
o f natural phenomena such as sunspots or volcano 
activity. But I'm afraid tha t just isn't true. It's quite 
clear that global warming is the direct result of

human activity -  especially business activity.

W ith in that, travel and tourism has a lot to 
answer for. Most o f the research into global 
warming has concluded tha t the burning o f fossil 
fuels is what is responsible. The evidence fo r this 
lies in the fact tha t there is a clear, positive 
correlation between the increase in the presence 
of CO2 in the atmosphere and the rise in the 
Earth's temperature.

So if business is the cause, then business w ill have 
to  be a part o f the solution. Although some 
people may continue to  claim that climate change 
is inevitable, what seems obvious is tha t business 
must play a key role trying to  improve a dangerous 
situation -  dangerous fo r the entire human race.

What's more, o f course, we can see other threats 
to  the environment from other aspects such as 
pollution, waste, and so on, many o f which derive 
directly from the activities of tourism and 
hospitality. As everyone is aware, emissions from 
the airline industry or other forms o f transport can 
damage both human and animal health as well as 
the environment generally. Waste disposal is 
becoming an ever more serious problem too. A lot 
o f waste is generated by hotels, resorts, theme 
parks, festivals and so on. It's just not possible 
anymore to  put all our garbage in a hole in the 
ground. Attitudes to  waste -  not just from 
industrial processes but also waste from the service 
industries -  need to  change radically.

When we look at environmental concerns such as 
these, the big question is how are we going to 
manage these problems? What strategies need to 
be put into place to  help control CO2 emissions, 
pollution and waste disposal? To some degree, as 
I've said, business must take responsibility fo r what 
is happening and must do something about it. This 
means ultimately tha t business and tourists must 
bear the costs of the changes that are necessary. 
Studies being carried out worldwide are looking at 
the 'foo tp rin t' we are leaving behind and what 
can be done to minimize it. In tourism and 
hospitality, fo r instance, a lot o f research has been 
done into building environmentally friendly 
accommodation.

On the other hand, rather than being a threat, 
perhaps we should th ink about whether 
environmental issues actually offer business 
something positive too. Can tourism actually 
benefit from the steps which w ill be needed? We 
could argue tha t possible environmental solutions 
offer many opportunities. For example, 
environmental consultants can use their 
knowledge to  advise operators; companies can 
develop environmental initiatives which appeal to
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consumers, ranging from environmentally friendly 
accommodation to  restaurants serving only organic 
food. Other low-impact measures such as recycling 
may actually result in lower business costs.

Now I'm going to  set you a task which will 
involve investigating some o f the points I've raised. 
I want you to  do some research into which areas 
of tourism and hospitality m ight actually be able 
to  benefit from the changes which are going to  be 
necessary for the environment. I want you to 
focus, firstly, on some o f the new plans, methods 
and technologies fo r dealing w ith environmental 
problems, w ith respect to  the environmental 
categories I've mentioned -  global warming, 
pollution and waste -  and in the context of 
tourism and hospitality. Secondly, I'd like you to 
th ink about whether these methods and plans to 
save the environment could actually benefit 
tourism businesses in the future or whether they 
w ill mainly affect them in a negative way.

Unit 11, Lesson 3, Exercise E ©  2.14
But the real question is: is global warming the 
result o f human activity? Some people claim, even 
some scientists have said, tha t it's nothing to  do 
w ith humankind; it's the result of natural 
phenomena such as sunspots or volcano activity.
But I'm afraid tha t just isn't true. It's quite clear 
tha t global warming is the direct result o f human 
activity -  especially business activity. W ithin that, 
travel and tourism has a lot to  answer for. Most of 
the research into global warming has concluded 
that the burning o f fossil fuels is what is 
responsible. The evidence fo r this lies in the fact 
tha t there is a clear, positive correlation between 
the increase in the presence of CO2 in the 
atmosphere and the rise in the Earth's 
temperature.

Unit 11, Lesson 4, Exercise E Q  2.15 

Extract 1
The lecturer we listened to  last week introduced a 
number o f interesting issues. In my part o f the 
seminar, I would like to  build on what he said and 
ta lk about a number o f new technologies which 
have recently been introduced as alternatives to 
fossil fuels: these include wind, wave and solar 
power. It's obvious tha t these depend to  some 
extent on the climate and on where a country is 
located, but there is a lot o f scope fo r 
development, although some people dislike the 
impact on the countryside o f things like wind- 
farms. Hydroelectric power is also an important

source tha t has been around fo r quite a long time 
in countries such as Norway, where they have a lot 
of snow and heavy rainfall. And, o f course, there's 
also the idea o f biofuels, which is anything based 
on vegetable matter, such as wood, corn, etc., 
which we can use fo r heating and to  replace 
petrol. Just th ink o f all the tourism opportunities 
this offers -  a health resort could run completely 
on hydroelectric power or solar power or biofuels 
and people would not have to  feel guilty about 
leaving the ir foo tp rin t ...

Extract 2

OK, fo llow ing on from what Majed has said. I'd 
like to  mention some important environmental 
initiatives. You can see that as a result of global 
warming and because of worries about the 
environment, a new form o f trading between 
companies has been created. This is usually called 
'carbon trading'. Basically, what this means is that 
companies have an allowance fo r carbon 
emissions. If they create pollution beyond these 
emissions, tha t is, if they are heavy polluters, then 
they w ill have to  buy 'carbon credits' from those 
companies who pollute less than the ir allowances. 
If they don 't do this, they w ill face heavy penalties. 
This is what is known as the carbon 'trade'. So, 
what this means is tha t one company can be fined 
fo r creating pollution, while another may be 
rewarded if it reduces carbon emissions. The idea 
is to  reduce overall production o f greenhouse 
gases. Several trading systems already exist, the 
biggest o f which is the one in the EU. The 'carbon 
market' is getting more popular in business circles 
as a way to  manage climate change. You can 
imagine what this would do to  global tour 
operators and airlines.

Extract 3

Right. Thank you, Evie. I'm going to  expand on 
what Evie just said by mentioning another 
important initiative. What is usually called 'carbon 
offsetting ' is similar in many ways to  the concept 
o f carbon trading. Carbon offsetting involves the 
calculation o f your carbon foo tp rin t and then, 
depending on the result, the purchase o f 'carbon 
offset credits'. Let me try  and make this clearer 
w ith an example. For instance, if you travel a lot 
by plane then you m ight need to  offset your 
carbon foo tp rin t (a concept developed by 
Wackernagel and Rees in 1995, by the way) by 
some more environmentally friendly green action 
such as reducing energy use in your house or not 
using your car so much. Several companies already 
exist to advise on this and to manage it: fo r 
example, carbonfootprint.com. So, in the context
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of tourism, airline companies, fo r instance, can be 
(and, in some countries, already are) forced to 
invest money in projects tha t undo (or try to  undo) 
the damage they have caused. Operators w ill try 
to  get some o f this money back, o f course, so if as 
a tourist you book a ticket online these days you 
w ill probably be asked whether you want to  offset 
the distance you are flying by paying a little  bit 
extra.

Extract 4

As well as carbon issues we can also look at a very 
different sort o f initiative. Here, I'm going to  
explain about the concept and philosophy o f zero 
waste. Zero waste has been around fo r a while; 
basically, it is a strategy which looks for 
inefficiencies in the way materials are produced, 
packaged, used and disposed of. In terms of

tourism you w ill agree w ith  me tha t there is an 
endless array o f materials out there -  just th ink of 
brochures, packaging, food waste, etc., etc. As wel 
as community, home and school programmes for 
waste reduction, there are business and industrial 
opportunities, fo r example in the design of 
products, maximization o f energy use, and 
improved efficiency methods. The aim is to remove 
the 'Take, Make, Waste' principle which we have 
at present and to  replace it w ith  the 'Waste Equals 
Resource' approach. This would help to  remove all 
waste from the environment. So basically what 
we're saying in terms of tourism and hospitality is,
I suppose, tha t facilities must be designed in 
harmony w ith  the local environment; tha t design 
must be sustainable; tha t people should avoid 
using non-renewable energy sources; tha t people 
should only use renewable or recycled materials.
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